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Our back-page
feature –

always under the
heading “Making A
Difference” – has
always been one
of my favourite
part of this maga-
zine. We feature
people who have
an influence
beyond the con-
fines of their jobs.

Over the years, we have featured
business people who were making a
difference through volunteering; com-
munity service leaders; and people
who make a difference in their own
industry or sector, by having a broader
influence beyond their own corporate
structure.
In this issue, we include our usual

“Making a Difference”, introducing you
to University of Waterloo President
Feridun Hamdullahpur. This is indeed a
man who is making a difference, shap-
ing the University of Waterloo as a
major influence on the global scene.
But we also present our article on a

“Baker’s Dozen” of individuals who are
influencers in this community – people
from every sector, all with one thing in
common – they are making an impact
on the place where we live. There are
entrepreneurs and innovators, creators
and community activists. Their work,
their vision, is crucial in our communi-
ties, and we’re glad to highlight them.
Also in this issue, we got a chance to

sit down with four men who will cer-
tainly make a difference in our lives
over the next four years – the four may-
ors of our cities, newcomers to the
office in Kitchener, Waterloo and
Guelph, and a veteran in Cambridge.
If you’re wondering about the shape

our community will take over the next
few years – this magazine contains
everything – no, everyone – you need
to know.
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PUB NOTES

For the past 25 years I’ve had the honor to
work with an amazing variety of talented

people. One is Paul Knowles, my associate and
editor of this very publication.
The past is anything but over. They say that as
a parent you shouldn’t

have a favourite. I don’t
know if that holds true in
publishing but I’m
unabashedly fond of the
first issue of the new year
– our January/February magazine. For Paul and
me, it’s the last issue of the previous year. To me,
it’s a bit of the past that paints the canvas for a
whole lot of the future. No where is this better
illustrated than this year’s new feature:
“Exchange’s Baker's Dozen”.

Paul and I had a rather good time compiling

the list, and we want to share that fun with you,
our business readers.
The baker's dozen is our list of individuals who

have contributed in various ways – not to simply
make our community prosper by growing a busi-

ness here, but by engaging
with the community to
help steer, direct and guide
us forward. We hope you
enjoy our reasons for
selecting them.

It’s a certain and growing reality that trends are
everything and can mean success or failure for a
enterprise. Trends could be considered patterns of
prosperity. Society’s obsession with trends, both
social and fashionable, is intense, and never in
our economic history has it been so measurable.
Not only do trends emerge quickly, they can turn a

NOTABLE INFLUENCERS AND KEY TRENDS

JON ROHR is President of Ex-
change Business Communi-
cations Inc., publishers of
Exchange Magazine and Ex-
change Morning Post.

Bit of the past that paints
the canvas for a whole lot of

the future

I come to love the future most, understanding that the past has a long memory

by JON ROHR

QUALITY
CONSTRUCTION.
SOLID VALUE.

Industrial – Commercial – Design-Build – Project Management

GranVal Construction Inc. is a design-build firm that focuses on innovative
approaches to new construction technologies, products and methods, with an
emphasis on energy efficiency and environmental responsibility, resulting in

what are more efficient, more creative and more effective buildings.
35 Lingard Road, Unit #3
Cambridge, ON, N1T 2H4

www.granval.ca
Tel: 519-621-2970
Fax 519-621-1136
Email: granval@granval.ca

Design-Build
General Contracting



massive profit even quicker. The latest App that’s gone viral
is a wonderful example. Marketing strategist need to pay
attention to influencers of market trends, not only to under-
stand them but also to capitalize on their timing, whether to
build off of them or leverage their popularity. Trends can be a
force, and when shared through
social media, can be downright viral.
The following is a list of 2015 pred-

ications and trends. We complied
them from some expert trend watch-
ers. You might find them helpful.

Lizetta Staplefoote: Four B2B marketing trends that
should be shared:
• Micro-targeting customers or really getting to know your

customers. Put away your one-to-many approach. This trend
has you “digging deeper” into your customizing and person-
alizing strategies. Look for subsets of your market; you want
to be in a one-to-one conversation with your customers.
• Paid placements are here to stay: spend your money on

the right content and platform. As social networks and large
publishers move away from earned media into paid media,
B2B marketing teams will have to spend more time – and
money – investing in paid or sponsored placements to
engage hard-to-reach business consumers. The days of free
reach are over. If you don’t pay, your followers very likely
won’t see anything you’re doing in the social realm.
• Marketing automation tools will change the way you

play. In the past, marketing direction was set by historical
data. When market disruptions appeared, businesses
retroactively worked to catch up. Existing marketing
automation suites look to make real-time marketing real.
These systems combine traditional marketing activities like
CRM, email marketing, content management, search engine

optimization, lead scoring and analytics into holistic tools to
help boost response by delivering relevant and timely mes-
sages to prospects.
• The need for quality content will spotlight the impor-

tance of professional writers. As brands turn into publishers,
their content needs will span beyond
grammatical accuracy and into the
finer points of writing compelling
copy adaptable across platforms and
written to the tastes of narrowly tar-
geted personas.

Social media predictions by Jayson DeMers, a
Forbes Magazine contributor:
• We’ll witness the rise of Ello. What we couldn’t have pre-

dicted last year was the emergence of a new social platform
intended to go head-to-head with social media giant, Face-
book. The platform, which is still in public beta (meaning
invite-only), has caused quite a stir; dubbed by some as the
‘hipster social network’, Ello offers a forever ad-free experi-
ence and promises to never sell its users’ information to
third parties.
• Facebook ad pricing and demand will significantly

increase. It’s no secret that Facebook post reach is signifi-
cantly decreasing, and has become a serious problem for
business owners who are using the platform for marketing
purposes.
• Twitter’s new business advertising model will skyrock-

et in popularity. With Twitter’s move to offering businesses
more choice and flexibility in how and what they pay for in
terms of advertising, more small and medium sized busi-
nesses will jump on the Twitter ad bandwagon. Businesses
can pay for certain performance-based actions rather than
just retweets or clicks. (continued in Monitor, page 10)

It’s no secret that Facebook post
reach is significantly decreasing

PUB NOTES - TRENDS

“The Canadian automotive service industry
changes on a daily basis. This is also true for
how the consumer expects to be treated.
You should expect more.” – Uli Furtmair.

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

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

Factory Warranty
• To maintain your car’s authenticity

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

diagnostic equipment
• Helpful advice from professionals with the

most up-to-date skills and training

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

519 576-9972
51 Bridge Street East, Kitchener

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

Important message to all

Audi, BMW, Mercedes, Porsche,
VW owners.

WEBSITE: www.furtmair.com
E-MAIL: fast@furtmair.com
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• Google+ will begin to fade into obscurity. With the failure of Google’s Author-
ship experiment, Google+ now brings no unique value that Twitter, LinkedIn and
Facebook don’t already provide.
• Instagram will become essential for image-based social media marketing. In-
stagram isn’t showing any signs of slowing down.With 200 million monthly users,
Instagram has become the network when it comes to image-based social media
marketing.
• LinkedIn will widen the gap as “the” B2B social network.
• Social media marketing will finally be embraced as a core pillar of content
marketing. In 2015,marketers will finally realize that there are two core pillars of
a content marketing strategy: publication and distribution. Marketers will learn
that social media is the most effective method of expanding the reach and visi-
bility of their content, and will come to view social media as more of an “ampli-
fier” for their published content rather than as the content itself.

Digital marketing trends for 2015, compiled as a series of re-
sponses to Digital Marketing Strategist Lee Odden:
• Mark Schaefer, Executive Director, Schaefer Marketing Solutions: There is a vast
change on our horizon that will be led by augmented reality and wearable tech-
nology. This change will be so profound in fact, that I think we will look back at
this revolution as something that is as important as the Internet itself. By the end
of 2015, wearable technology should be gathering enough steam that we will
begin to see some early marketing applications.What does marketing look like
when the Internet surrounds us like the air that we breathe?
• Pam Didner, Global Integrated Marketing Strategist, Intel Corporation: Mar-
keters have been advised to create and tailor different formats of content with
customized copy for highly fragmented marketing channels from TV and print to
various social media platforms in order to reach their target audience. It’s the
right thing to do. The major change for 2015 is NOT about digital marketing. The
major change will come from Marketers by Going Back to Basics: reevaluate the
target audience, determine what works and what doesn’t. Re-prioritize and be
smart about resource allocation and investment.
• Mike Stelzner, CEO, Social Media Examiner: Major change in digital marketing:
Those that pitch are becoming ignored. A little bit of selling here and there is
great, but those marketers who do nothing but sell, sell, sell, are gonna get ig-
nored, dismissed and overlooked by consumers and prospects.That means ded-
icating more resources to things that are harder to track, like answering customer
questions and providing more value online.
• Joe Pulizzi, Founder, Content Marketing Institute: We will see a large move
among brands to buy media companies, flush with cash and short on patience
to build loyal audiences.
• EkaterinaWalter, CMO, Branderati: In the age of infobesity and increasing dig-
ital noise, visual storytelling will continue to emerge as a strategy for not only
standing out, but also for nurturing and growing vibrant and engaged communi-
ties.
• Jason Miller, Senior Manager, Content Marketing,Marketing Solutions, LinkedIn:
Coding will become a necessity for digital marketers. As the modern marketer
strives to understand how social, content, demand gen, PR, and SEO call all work
successfully within a fully integrated marketing strategy, the next skill is to add
coding to their resume/ LinkedIn profile.
• TimWasher, Senior Marketing Manager, Social Media, Cisco Systems: As brands
strive to create authentic connections online, especially with Millennials,more will
understand that a clever laugh or the vulnerability of silliness is the most efficient
path to earning trust and loyalty.
• Adam Singer: Analytics Advocate, Google: Digital analytics sophistication and
(effective) usage increases: we know from research, talking to users and being
an active part of the industry that marketers are increasing emphasis on meas-
urement.
• Lee Odden, CEO, TopRank Online Marketing: The convergence of marketing,
public relations and advertising will accelerate even faster as agencies and in-
ternal corporate organizations fulfill each of those roles. Content creation, search
optimization and social media will be less siloed as specific departments and
treated more like skills that exist across the organization.

Send’em off Smiling – Caring for Youth:
Karen Gallant, JA President & CEO and
Shannon Diemerit,

Wagepoint – Entrepreneur of the Year: Ryan
Dineen, with Darrin Snider JA Chair of the Board

TRENDS (continued from page 9)

The business community gathered to celebrate the 2014 Business Spirit Awards,
organized by Junior Achievement and sponsored by Economical. Top awards in-
cluded Business of the Year, which went to Clearpath, and Entrepreneur of the
Year, awarded toWagepoint. Corporate Citizen of the Year is Libro Financial Group;
Student Company Program winner is Swift Gift; Marketing Innovation honours
went to The Charcoal Group; the Mentorship award was won by Community Music
School; and “Send ‘em off smiling”won the Caring for Youth award. Junior Achieve-
ment of Waterloo Region provides classroom programs encouraging students to
stay in school, stay out of debt and to discover their potential as leaders.

JUNIOR ACHIEVEMENT SPIRIT AWARDS
RECOGNIZESWATERLOO REGION’S BEST



Charcoal Group – Marketing Innovation: Karen Gallant, Jody Palubiski, Cindy Perri, Ryan
Stockie

Community Music School – Mentorship:
Kari Kokko, Darrin Snider

Company Program Winner Swift Gift: Danielle Lanteigne, Estuardo Rajkumar-Maharaj, Anika Molenaar,Will Jo, Mike Woroch,
Brittany Miller, and Catherine Sukkau.

Libro Corporate Citizen:
Jill Brush, Darrin Snider

Clearpath – Business of the Year:
Karen Gallant, Meghan Hennessey

BUSINESS MONITOR

J A N U A R Y / F E B R U A R Y 2 0 1 5 | 11



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

MEET THE MAYORS: THREE OF FOUR CITIES GET NEW LEADERSHIP
The 2014municipal elections brought quite a change acrossWaterloo andWelling-
ton. Perhaps most significantly, new mayors were elected in three of the four cities in
the area. In Kitchener, councillor Berry Vrbanovic was elected mayor, succeeding re-
tiring veteran Carl Zehr. In Waterloo, political newcomer Dave Jaworsky succeeds re-
tiring mayor Brenda Halloran. In Guelph,Councillor Cam Guthrie defeated incumbent
Karen Farbridge.Only Cambridge returned its mayor to office,with Doug Craig elected
for his fifth straight term.
Exchange magazine obtained exclusive interviews with each of these four men.

Berry Vrbanovic: Kitchener
It’s true that Berry Vrbanovic brings a tonne of experience to his new job as mayor,
but it’s not his experience that strikes you when you meet him – it’s his energy. Every-
one who knows him believes Vrbanovic will bring a whole new level of energy to his
role. He laughs at the idea, but admits, “It’s not going to be same old- same old.”
He’s excited about beingmayor of the largest municipality in the Region.And he tells
Exchange that, although he has served on Kitchener city council for 20 years – and
before that, was a city employee – he was still struck by the size and complexity of
the city, as he visited every neighbourhood in his mayoral campaign.“It really hit me,
how big our city is,” he said.
He adds, “As a councillor, I’ve always tried to take a whole-city focus while repre-
senting the needs of the residents in my ward.” But “now, I will focus on what’s right

for the entire city.”
He knows there is a learning curve involved in his new job, but he believes his expe-
rience on council, including a brief stint on Regional Council in 1997,has helped him
prepare.Also key are his roles on community organizations, from St. Mary’s Hospital
to Wilfrid Laurier University to KW Oktoberfest, and perhaps especially his time as
President of the Federation of Canadian Municipalities.
That kind of experience on the national stage is important, he says, because “more
andmore, local governments are beginning to partner with provincial and federal gov-
ernments.” One current example is the need for “two-way, all-day GO services” be-
tween Kitchener and Toronto.
Now in office, Vrbanovic is standing by his campaign program, a 12-point plan
strong on economic development and investment, innovation and connectivity, sup-
port for local businesses, and encouragement of the local arts and creative sectors.
But the mayor says he listened and learned during the campaign, identifying or giv-
ing higher priority to emerging needs,such as the need for recreational facilities to sup-
port the newer neighbourhoods in Kitchener’s south-west, and the growing pressure
for student housing near Conestoga College,“a bigger issue than I thought it was.” In
the latter case,Vrbanovic is calling for “a comprehensive housing strategy,” providing
“long-term solutions.”

City-wide,Vrbanovic says, the biggest challenge is a good one – growth. “The city is
growing,” he says. “A lot of positive things are coming out of growth.”
But he admits, “with growth come some challenges. How do we benefit from being
a bigger city while still maintaining a smaller town feel?”
His answer? “A lot boils down to focusing on neighbourhoods.” So his question is,
“How does the city support neighbourhoods” – what facilities, neighbourhood devel-
opment projects, or partnerships with existing groups are needed?
His goal is to “develop neighbourhood strategic plans,” for specific neighbourhoods
or wards. Each one, he says, “will be different.”
“It’s all about creating great places where people want to live, work and play.”
Vrbanovic is committed to growing the economy, and – like his counterparts in the
mayors’ offices in Cambridge andWaterloo – he talks about “new ways of working to-
gether”.
He says it is time to stop focusing on the north side of the 401,and to genuinely co-
operate, region-wide, and he believes that the proposedWaterloo Region Economic
Development Corporation is a good idea. “At the end of the day, it’s all about getting
jobs within the region,” he says.
Exchange asked Vrbanovic about his greatest fear as he moves into the mayor’s of-
fice. “I’m trying to figure out how we manage the pace of change,” he says. There’s a
natural dichotomy: “Business operates at a different speed than community and gov-
ernment does,” and that creates a challenge.
In this,as inmost things,Vrbanovic believes,“communication is the key.”Whether he’s
talking about the challenges of the construction period for the ION light rail transit sys-
tem, or new commercial developments, the concept applies.
The mayor says the next 12-18 months will see the development of “Residential in-
fill guidelines”which will establish expectations for the development community and
for Kitchener neighbourhoods. “Residents and the development community would
both like to know where the goal posts are.”

Doug Craig: Cambridge
There are people who say there are two Doug Craigs – the positive, enthusiastic
mayor of Cambridge, and the combative Craig who sits onWaterloo Regional Coun-
cil. Those observers may be right – if so, it’s a combination that works for Craig, the
only city mayor in the area to be re-elected in 2014.He was not only re-elected – Craig
will serve an unprecedented fifth term in the Cambridge mayor’s office. He was first

elected 14 years ago.
But he’s not looking back – unless it is to find a bit of historical ammunition to bol-
ster his current causes.
When asked about his priorities going forward into the next term, he first mentions
two-way GO Transit services with Toronto. Cambridge is going to make a presentation
to the provincial Minister of Transportation in the very near future,going to Queen’s Park

BUSINESS MONITOR
Ann Bilodeau, Executive Director, KW Habilitation

Doug Craig

Berry Vrbanovic
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with the support of the Region, of Cambridge MPPs, and with a positive consultant’s
report in hand.
Kitchener is also lobbying for two-way GO service. Craig doesn’t disagree, contend-
ing that the two cities should be – and are – working together to bring adequate serv-
ice to the Region.He does point out that “the majority of people who leave, and who
come into the RegionWaterloo [as commuters], come to Cambridge.”
A second priority for Craig is the construction of a bypass around the city of Cam-
bridge, to ease the traffic load currently clogging city streets. He’s hoping to see this
happening by 2016 – “I want to get traffic out of the neighbourhoods, out of down-
town.”
Recent history crops up when Craig points out that the Region should be ethically
bound to support these efforts, since Cambridge has been short-changed when it
comes to Light Rail Transit system. Kitchener and Waterloo are getting trains; Cam-
bridge gets busses.The four townships are exempt from tax levies related to the LRT;
Cambridge does not get a tax break.
This, he insists, is in the past – but he won’t forget it, as long as he needs that in-
formation to leverage Cambridge’s interests, going forward.“I’m here to represent my
community.We got a bad deal, period – but we move on.”
Craig adds,“We’re not going to see LRT here for decades. I’m asking the Region to
work with us on these two major issues.”
He says he is very optimistic about working with the new Regional Council, which
includes a majority of new faces – nine newbies on the 16-person council. “I think
it’s always good to have new people,”Craig told Exchange.“I’m looking forward to the
two new city mayors. I think themayors of the region need to work together more,and
I think they’ll want to do this, too.”
His third priority for this term, he says, is “building a new sports complex in Cam-
bridge.” He envisions a facility that will occupy between 30 and 50 acres.
Craig is all about making Cambridge a spectacular community. Any abrasive edge
disappears the moment the conversation turns from regional issues to his beloved
city.
This may well be his final term – he says he will announce his intentions a full year
before the next election – and he admits he considered not running, this time. “The
reason I ran once more,” he says, “I want someone strong to follow me.”
He also wanted to finish the projects he has started – and they are community-
building efforts, every one. The downtown revitalization work in the the heart of Galt
is impressive, and will be capped with the renovation of the library into an architec-
tural wonder that will be the first entirely digital library in the country – no books, just
unlimited information.Craig calls the interviewer to come behind his desk to see im-
ages of the new building on his computer. He lists other projects – the Central Post
Office restoration, a pedestrian bridge over the Grand, a walking system, all part of
the “Back to the River program”.
From his office window, Craig can see much of the downtown Galt work now being
completed. But as everyone knows, Cambridge is much more than Galt. Revitaliza-
tion of the core of Hespeler is on the agenda for next year; in 2017, a facelift is
scheduled for King Street in Preston.
Craig ponders all the things he hopes to accomplish in the next four years in his now-
familiar office. There are regional and local issues, but he always wants to “spend
more time” in discussion with the federal and provincial governments.A key item on
his personal agenda is taxation: he believes municipalities are being starved for tax
dollars by an archaic system that limits them to property taxes and user fees. “We
need access to income tax and HST,” he says, particularly in light of downloading of
government services to municipalities.
“Give me one percent of the income tax leaving Cambridge,” he says. “That would
be $6 million.That’s all I want.”

David Jaworksy:Waterloo
Dave Jaworsky has been a businessman,a community volunteer, and an advisor to
local government.Maybe that’s why he is clearly not intimidated by his new respon-
sibilities as the newly-electedMayor ofWaterloo,a position he now enters with no pre-
vious elected experience.
There are plenty of new people heading local councils, after the recent municipal
election, but Jaworsky is the only one who has not previously served on council.
Not a problem, he insists. “A good mayor should have some business background,
should be a good leader, and you really should know the community.”
If that’s the criteria, it could be argued that he is better prepared thanmost.His busi-

ness experience includes over 25 years in the field of technology and innovation; he
has served in 15 volunteer roles in community organizations ranging from Capacity
Canada to Communitech and the KW Community Foundation.The University ofWa-
terloo grad’s business career included the role of Director of Canadian Government
Relations at Blackberry.
He succeeds Brenda Halloran, who did not seek re-election.
He’s certainly brimming with confidence.He knows his city he says,asking,“How are
you going to run the community if you don’t know the community.” He’s done his
homework, attending most city and regional council meetings held in 2014.
And he brings some specific goals to his new job. “There will be a strong focus on
economic development.”
He says he will demonstrate “leadership through job development.Successful busi-
nesses are good taxpayers,and they also put money in people’s pockets.This is vital.”
He’s a big fan of Waterloo. “We have the talent pool here,” a source of human re-
sources he has dubbed “the fountain of youth.”
He believes the city needs to be more active in encouraging local business to re-
cruit from the local educational institutions; he also believes that attracting new busi-
nesses to Waterloo (city and region), more jobs will be created that will keep the
talented grads here.
He’s in favour of the proposedWaterloo Region Economic Development Corporation,
and like his counterparts in Kitchener and Cambridge, he claims that there should
be no competition within regional boundaries.“As long as it’s inWaterloo Region, I’m
good with that. We can’t get too caught up on which side of Union Boulevard it’s
going to be.”
He adds, “Now we can take a cohesive approach, instead of presenting separate
sites.We’re all representingWaterloo Region to the world.”
In fact, Jaworsky acknowledges that the city of Waterloo is unlikely to be the first
choice of a business looking to build on a new industrial property – there isn’t that
kind of land available, like there is in other parts of the region, including the townships.
He calls on his fellow members of local government bodies to strongly support the
new regional economic development venture; “they need to be able to speak with a
strong voice.”
He says his immediate priorities include“building a solid understanding of how gov-
ernment works – which is different from business.”He also looks forward to “building
a strong council.”
He admits that budgeting – an immediate priority – brings challenges.“Money is hard
to come by – how do we live within our means in a growing community?” Part of the
answer to that question involves developing long-term strategy, and Jaworsky says,
“it is time to redo the strategy, both for the region and the city.”

David Jaworksy
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MEETTHEMAYORS,CON’T
As well, he says,“we have an infrastructure deficit, and until we have an asset man-
agement system in place – which will take about 24 months,” the extent of the chal-
lenge will not be known.
His first term of office will include the construction period of the Light Rail Transit sys-
tem. The key to negotiating that transitional time, he says, is “communication,” and
he is already spending a lot of time listening to businesspeople and individuals who
will be impacted by the construction phase.
He believes the LRT is another piece of the puzzle that will makeWaterloo “the best
small city in North America.”
But he gets practical about that prediction, returning to his original theme: “the key
to that is jobs.”

Cam Guthrie: Guelph
Cam Guthrie comes to his new job as the only big-city mayor in our area to take on
an incumbent and win.Amid mutual accusations of “toxic politicking” and “charac-
ter assassination”, Guthrie handily defeated incumbent Guelph Mayor Karen Far-
bridge, taking 51 per cent of the vote, to Farbridge’s 37 per cent.Five other candidates
trailed.
Guthrie has served as a councillor on Guelph city council for one four-year term.He
takes the mayor’s chair as a majority of council seats change occupants. The new-
comers include rookie councilors and several who are returning after sitting out the
previous term.
The new mayor welcomes the opportunities a new term brings. While he’s been
branded as a conservative, he doesn’t first of all talk about tax cuts or budgets – al-
though those themes to come up, eventually. Instead, during his interview with Ex-
change, Guthrie talked about relationships. “It’s all about relationships,” he says,
“initially, inside city hall, then locally, and then more regionally and globally.”
“All I’ve been doing since election night is proactively reaching out to newly elected
councillors, to staff, to community representatives” such as the Chamber of Com-
merce.
This is not simply a feel-good effort, he says: “If you don’t have that base, it’s diffi-
cult to do anything.”
Guthrie agrees that “reaching out” should include building links with neighbouring
Waterloo Region. He told Exchange that Guelph needs to change its perspective:
“There’s a perception that we are an island.That we go it alone,or that we have fence
around us. It’s time to tear down these fences and make sure we are reaching out
to our neighbours.”
Once the relationships are built, Guthrie says it will be time to look at some chal-
lenges, like “making sure taxes are kept in check.” He believes “a very strong man-
date [to hold the line on taxes] was given to me on election night. We need to
remember, it’s the taxpayers’ hard-earned money.We need to respect that.”
Part of examining expenditures, he says, is to identify “what it is we are defining as
our core services.” Guthrie says all services have to be considered – their existence,
and themeans of delivery.“This kind of communication should never be off the table,”
he insists.
His financial initiatives are not all focused on controlling expenditures, though.The
new mayor wants the world to know that Guelph is “open for business”. He’s eager
to find businesses to fill a large area of “employment lands” – land designated for
industry – in the Hanlon Creek Business Park.He wants the land to be the new home
for growing local businesses, as well as “attracting global companies.”
That will provide jobs, give Guelph residents a broader choice of employment, and,
of course, increase tax revenues.
Guthrie,married and the father of two pre-teens, has been an insurance broker for
the past 17 years. But he leaves that behind as full-time mayor.
In fact, it’s possible that all Guelph council positions may become full-time: the
new council has been left with a mandate, from the previous government, to study
the possibility of having full-time council positions.
Guthrie says that if this takes place, it may trigger other changes – including the
possibility of reducing the number of council seats from 12 plus the mayor (two
councilors from each ward) to just one full-time councillor from each ward.Odds are
good, this discussion will not be without controversy.
During the 2014 election, there was discussion at the provincial level of shorten-
ing the campaign period.At this point, candidates can register and begin campaign-

The Better Business Bureau serving Central Ontario, is now “fully operating in
Downtown Kitchener”. The announcement came after the completion of a two year
consolidation exercise, a reorganization that saw the rapidly growing Kitchener of-
fice expand with the relocation of their Toronto operations. The consolidation means
all the following services groups are now located in Kitchener: dispute resolution,
information services and the accreditation sales group.Two departments were pre-
viously located in Toronto, along HWY 427 South corridor.
Operating from a single business location allows the BBB to “better, more seam-

lessly, serve both consumers and businesses across Central Ontario,” said Cameron
Crassweller, the newly appointedVice President of Marketing and Communications.
As well, “moving the Accreditation Sales operations back to Kitchener resulted in

the hiring of five Accreditation Representatives from within the region,” Crassweller
adds. “It also included the establishment of a new position within BBB Central On-
tario – mine.”
In his new role “Mr. Crassweller will oversee BBB’s Accreditation sales, marketing

to both consumers and business and external communications,” said CEO Ric
Borski, noting that “these changes represent an ongoing and evolving commitment
to growing the BBB brand and services to consumers and businesses throughout
Waterloo Region, the GTA and the Hamilton, Niagara area.”
The new BBB Central operations are located at 30 Duke StreetWest. The BBB or-

ganization operates as an unbiased, non-profit organization that “sets and upholds
high standards for fair and honest business behavior.” Businesses that earn BBB
accreditation contractually agree and adhere to the organization’s high standards
of ethical business behavior. The first BBB was founded in 1912.Today, 125 BBBs
serve communities across the U.S. and Canada.

ONTHEMOVE AND BUILDINGTRUST

BUSINESS MONITOR

ing as early as January, for a late-October vote.
Guthrie has done it several ways in his career. In his first, unsuccessful run for coun-
cil, he registered in early summer. In 2010, when he was elected to council, he did
not register until September. But this year, he was off the mark at the earliest possi-
ble date, launching his campaign in January.
“Personally,” he says, “I think it’s too long.” But his biggest issue is election signs –
even if the campaign was not shortened, he’d like to see a shorter period during
which signs are allowed.“In Guelph, we have an election sign problem,” he admits.
That’s not the only change he’d like to see.Guthrie is a proponent of term limits for
municipal office. He’d like to say mayors and councilors serve for only two terms; he
also thinks this would create a more effective transition system.
Guthrie says his biggest concern, as he takes office, is “the upcoming budget. This
budget will probably be one to struggle with.”
It’s especially a challenge because, since there was an election in October, the
budget period is delayed until the new council takes office at the first of December.
Even that delay is frustrating; says Guthrie, “We’re all raring to go!” – Paul Knowles

Cam Guthrie



MEALTIME MAGIC
INA JAR
We all know that the road to business
success involves strategic planning,mar-
ket research, financial projections, and
such. On the other hand, sometimes,
magic simply happens. Consider the
case of Irene Divaris and Carson Kolberg,
the principals behind “Meal in a Jar”.
First, Irene’s story: “I have always been
in the fitness and health industry, as an
entrepreneur. I retired from that world.”
With two grown children living at home,
Irene always made enough for dinner so
there were enough leftovers to make
take-to-work lunches the next day.
Except, one day, there wasn’t enough.“I
opened my fridge, and it’s full of food…
so I pull out stuff onto my kitchen
counter; on the counter was a large
mason jar, and I thought, I’m going to
load food in there, and I did, and it looked
beautiful.”
So Irene did what everyone does in our virtual age: “I took a picture and I put it
on Facebook.”
She was so pleased with her first meal in a jar, that she decided this would be
the solution for her home-made take-away lunches, on a daily basis. “I started
to build these jars. Each one was looking better than the first one, and I made
Facebook pictures, and a friend said, open a page just for your food. In about an
hour I had 54 likes on my page. That was kind of exciting.”
It got more exciting – people immediately began asking if she sold them.
Her internal entrepreneur kicked in. “I don’t think it took a nano-second, I said
‘Yes’ instantly. They said, ‘how much are they?’ I said ‘they are $10 with a $2 de-
posit on the jar’. They said, ‘do you have a menu?’ I said, ‘I’ll put it up right now’.
So I quickly typed up a menu, and posted it.”
All of this seat-of-the-pants business development resulted in 25 orders, most

J A N U A R Y / F E B R U A R Y 2 0 1 5 | 15

Irene Divaris and Carson Kolberg of Meal in a Jar

BUSINESS MONITOR

Cameron Crassweller, newly appointed VP of Marketing and Communications,
and Ric Borski, Better Business Bureau CEO

Dennis Cybalski, who has served as BBB Central Chair for eight years, says, “Our
bureau has experienced a rapid growth that now represents 26% of the total pop-
ulation of Canada.This move positions us in a manner that will enable our high level
of standards to properly perform.”

from strangers, by the end of the first evening. “At 5 o’clock, my door rang, they
gave me $60, I gave them 5 jars, and they left. I thought, ‘Well, that worked!’”
It grew from there – over 50 orders in week two, 75 the next week, 110, in week
four. But somewhere around week three, a second bit of magic occurred. Carson
picks up the story:
“I was in my final year at Laurier, with a strong interest in entrepreneurship. I ap-
plied the Laurier Launchpad program.”
He needed a project.“I noticed that in the market, there is no good-quality, $10
meal for young professionals who need lunch every day. I went out exploring that
problem. I approached executive assistants who were responsible for catering,
and people who were graduates who were going to buy lunch every day, and
there was a consensus that there is no where else in Waterloo, or even Toronto,
that could deliver.”
He’d found a “huge” entrepreneurial problem – but the solution was less obvi-
ous, for a soon-to-graduate student without access to a professional kitchen.
Carson needed a haircut. As he sat in his stylist’s chair, on the stand he spot-
ted a beautiful glass jar filled with very appealing, “beautifully layered” food.
“There’s a tag on it that says Made with Love by Irene.”
He talked the hair stylist into connecting him with Irene. They met. “I said, ‘Hey,
I’ve got this problem’. She said, ‘Hey, I’ve got this solution’.We both said, ‘I think
there’s a business here’.”
And they were right. Since the beginning, in early 2013, they have produced and
sold 23,000 Meals in a Jar.They have totaled as many as 900 in a week, but av-
erage about 500 a week, sold through ten retailers and some corporate cater-
ers in the area.
They plan expansion, hoping to launch in the Toronto market early in 2015.
They know that, if they are to expand across Canada and perhaps into the
United States, they will need some additional investment, but they are not eager
to move too quickly. Says Carson,“To fulfill the ambitions we have to take this into
all the major hubs in North America, it’s going to take some investment. Perhaps
a year from now, we can raise a significant amount of capital.” Coincidentally,
they are featured on the current season of Dragon’s Den.
They have just hired a director of sales.The near future may mean building their
own kitchen. It may mean finding compostable containers.There are always chal-
lenges and opportunities facing the partners. Their product is unique – while
most retailers want a two-month shelf life, “Meal in a Jar” meals are have a top-
quality shelf life of one week, and a health and safety-related shelf life of 10
days. That’s the downside of fresh food – if such an idea is imaginable.
But they are committed to fresh, and to local, building relationships with local
farmers, a dressing manufacturers, even a local jar distributor.
Says Irene, “It’s been an exciting ride – and there’s a lot more excitement to be
had.” For more information, visit www.mealinajar.ca.
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Save on water consumption

The Region of Waterloo’s W.E.T. program
offers help for commercial, industrial or
institutional properties who would like to
reduce their water use. We provide a free
water use review to give you the tips and
knowledge you need to start reducing
your consumption and paying less for
water.
If you need larger process or plumbing

changes at your facility, the Region may
offer cost sharing. It only takes one call
to the Region at 519-575-4757, extension
3558 to discuss how we might be able to
help you.

Reduce your water bill

If you manage a property, you are busy
and don’t have a lot of time to analyze
data and embark on new projects. But it is also important to
you to keep your bills as low as possible and run an efficient
operation.
With efficiency in mind, there are a few key things we rec-

ommend you consider as starting points if you’d like to
reduce your water bill.

Monitor your bills

Your business receives bills for gas, electricity and water,
but how closely are you watching them? Do you know how
much water you use? Or do you only look at how much
money you owe?
Unless you are really on top of your bills, it will be very

hard to reduce them. You should know how often you’re
billed, who you pay your bill to and how much water you
consume on average. It’s a good idea to create a spreadsheet
to track your water use trends in order to identify possible
problems or even successes in reducing use.
By monitoring their bills, Kraus Flooring in Waterloo was

able to identify some trends that led them to contact the
W.E.T. program for assistance with some effective projects.
Big water savings were achieved through water reuse in the
plant and the installation of more water efficient water sof-
teners.
“We spend nearly a half million dollars on water every

year and we want to know what the heck is going on with

it,” said Kraus Site Integrity manager Joop Heppenstrijdt.
“You have to record your numbers and take a good look at
them.”
Heppenstrijdt notes that he and his staff started recording

their water usage at their various meters on a daily basis and
graphing the results. He emphatically states that being pre-
pared to act on what you see is critical.
We have all heard a lot about reducing our electricity and

gas use, but the truth is that water costs continue to go up. A
great start would be to collect and view your historic water
bills and look at the actual amount of water consumed over
time to see the trends.
Knowing that, we shouldn’t all be trying to get a good

handle on where we’re using water and how we might make
changes to decrease our volume consumed.
There is no time like the present to start collecting your

bills and routinely tracking the amount of water used on
each bill. This is the starting point for process and usage
changes that could reduce your costs significantly.

Think about sub-metering your facility

Any property where water is being used in more than one
process or appliance can benefit from sub-metering.
Whether the property is a strip mall with a variety of busi-
nesses each using water differently, or a larger industrial
property, owners and operators all need to gain an under-

W.E.T. NEWSLETTER - REGION OF WATERLOO

WATER EFFICIENT TECHNOLOGY (W.E.T.)
PROGRAM FOR BUSINESSES

Joop Heppenstrijdt, Kraus Manager of Engineering and Site Integrity (right) gives Regional Chair Ken Seiling a plant tour.



standing of where they are using water.
Sub-metering involves installing a separate water meter

on relevant water lines within the building that will provide a
break-down of how much each part of the property is using.
In the case of a strip mall, it will show which businesses
should be paying more of the water bill and which ones are
paying more than their share. In a large, single business, it
can show which parts of the location use the most water and
might require a review to see what can be done to reduce the
consumption.
Managers at Babcock and Wilcox in Cambridge knew they

used a lot of water, but weren’t sure where to begin in find-
ing ways to reduce that, so they decided to install sub meters,
which showed residential use (i.e. toilets) were their biggest
user. This led to a massive toilet replacement in their offices
and savings of $20,000 annually. They also have a list of
other projects that will save them more water in the future.
In the case of Kraus Flooring, Heppenstrijdt pointed out

how critical sub-metering was for him. “We have meters
throughout our plant and we have to check them every day
to understand where the water is going and where leaks
might be happening.”
Sub-metering is a relatively inexpensive step that can pro-

vide business owners with critical water consumption infor-
mation to make effective decisions. Sub-meters cost as little
as $500 each and can be installed by companies that provide
this service, as well as wireless meter reading and reported
results. Or they can be installed by your own staff and read
manually. To make it more appealing, the Region can fund 50
per cent of the sub-metering costs through the W.E.T pro-
gram. Call the Region at 519-575-4757, ext. 3558 to find out
how we can help.

Leaking money?

Between eight and 10 per rcent of commercial, industrial,
institutional water is lost due to leaks. In other words, a lot of
places have them and don’t know it.
Toilets are the main culprit as flappers stop closing proper-

ly over time due to scale build up or warping rubber and this
allows water to flow silently from the tank into the bowl all
day.
In a recent case, the Region’s W.E.T. program assisted

Westmount Long-Term Care in Kitchener, which had lost
$175,000 through silently leaking toilets over three years. To
fix the problem, the company spent $300 to replace 165 leak-
ing toilet flappers. This change will save $60,000 per year on
their water bill.

Leaks can also come from running or dripping taps in
commercial kitchens or washrooms or even through leaky
pipes. King’s Buffet in Kitchener recently contacted the W.E.T.
program and was found to have several leaking taps in their
facility.
“Our W.E.T. program consultant was extremely helpful and

concise in his observations on how our water use was being
compromised and his suggestions were particularly helpful
and direct in how we might reduce expenses,” said Don
McIsaac who was the project manager from King’s Buffet. “I
have no question that their recommendations would deliver
a positive and significant reduction in our expenses.”
So while we like to think we aren’t losing water in our

facility, the reality is that we probably are, and there are sim-
ple and quick ways to check for these leaks and fix them.
Please contact the Region’s Water Efficient Technology

(W.E.T. Program) at 519-575-4757, extension 3558 or visit
www.regionofwaterloo.ca/water and click on “Conservation”
and “Help for business” for more details and to find out how
we might be able to help you save money.
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Babcock & Wilcox found ways to reduce water consumption through critical sub-metering.

Solving leaking taps at King’s Buffet in Kitchener reduces water consumption and saved money.
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FEATURE STORY

Thoroughly vetted, and completely
official, Exchange offers its Bak-

ers Dozen. The Baker’s Dozen is a list
of Exchange Magazine’s movers and
shakers. Some have been profiled,
others are yet to be. Either way, we’re
recognizing them for their outstanding
influence on community and beyond.

In no particular order:

Cathy Brothers
Cathy Brothers “gets” the non-profit

world. She understands how to run a
not for profit or charity; she knows
how to fund them, how to make them
sustainable – and how make them
stronger.
That’s why, when in 2009, a group of

Waterloo region philanthropists creat-
ed an organization to serve the local
not-for-profit sector, they recruited
Brothers, at that time CEO of Mosaic
Counselling Centre. And it is also a
major reason that the new organiza-
tion, originally designed to serve the
local region, has quickly grown to
become a national entity.
In 2014, the five-year-old “Capacity

Waterloo Region” officially became
“Capacity Canada.” Brothers, CEO of
Capacity Canada, describes the transi-
tion: “It’s all come together beautifully.
I can’t believe the responses I have
had, all across the country. They’re all
positive.”
Brothers says: “In 2009, we were

started by local philanthropists who all
provided funding to non-profit organi-
zations.” She says that these local busi-
nesspeople realized non-profits may

need more than financial donations.
The number one identified need was
board development – continuous train-
ing of the board of directors.
From the beginning, Brothers and

her team recognized that while their
mandate was to serve Waterloo
Region, the problems they were solving
were common to non-profits across
the country. Within less than a year,
requests for help starting coming from
beyond the region, too. Capacity has
assisted organizations in Woodstock,
Guelph, Mississauga, Brampton, Brant-
ford and – in a project where they were
subcontracted by the University of
Waterloo – in Fort McMurray, Alberta.
Most recently, they are working in

Renfrew Valley, brought in by Algo-
nquin College.
And so, Capacity Canada has been

born, still based in Waterloo, but now

serving an increasing number of com-
munities right across Canada.

Jan Narveson
With his wife, Jean, Jan Narveson is

the co-founder of the K-W Chamber
Music Society, which since 1974 has
presented the finest musicians in Jan
and Jean’s “Music Room”, at their
Waterloo home. Their residence
includes a second-floor concert room,
where eager concert-goers sit in tight
circles around a grand piano, or the
musician/ensemble of the evening.
Classical musicians – and their fans –

know that the Narvesons have played a
crucial role in keeping this genre alive
and well in the region. Those accom-
plishments led to Jan Narveson receiv-
ing the Lifetime Achievement Award

from the 2014 Arts Awards Waterloo
Region.
Now celebrating 40 years of music,

the K-W Chamber Music Society con-
tinues to present more than 70 con-

PERSONS OF
INFLUENCE
Meet 13 individuals whose energies will influence us in 2015

by Jon Rohr and Paul Knowles

Cathy Brothers

Jan Narveson
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certs a year, bringing some of the
finest musicians in the world to the
local community.
Narveson is also Distinguished Pro-

fessor Emeritus, Philosophy, at the Uni-
versity of Waterloo. He is author or co-
author of eight books, and holds an
Honourary Doctorate from Wilfrid Lau-
rier University, awarded in 1989, where
he continues to teach courses in music
appreciation and political philosophy.
Narveson won his first Arts Awards

Waterloo Region award in 1989, as
Community Arts Supporter of the year.
His wife, Jean – co-organizer and host-
ess of the Chamber Music Society con-
certs – received a Waterloo Region Arts
Award, in the open category, in 2009.
In 2003, Narveson was made an

Officer of the Order of Canada.

Kelly Sue Labus
About 14,000 kids in Waterloo

Region go to school hungry, every day.
There are as many as 20,000 who don’t
have enough food, some days. That’s
20,000 children, out of a total student
population of 90,000.
Those hungry kids, if they don’t get

breakfast, are paying a price in lower
marks, briefer school careers, personal
self-esteem, successful relationships,
and more.
And that’s why the program known

as Nutrition for Learning may be one of
the most important not for profit efforts
in our community.

Kelly-Sue Labus is executive director
of Nutrition for Learning. She’s been
with the organization since 2009.
The school breakfast program came

into existence, in a small way, in 1994.
Labus says, “The Waterloo Food Coali-
tion and public health got together
when they realized there were about
40 children in KW who were very hun-
gry children, living in poverty. So they
put together this very makeshift pro-
gram where they got out to the schools
and fed the children.”
It was not long before the people

involved in the program realized “there
were many other children living in the
same conditions…. It started out very
tiny, but it grew, over the years.”
In 1997, Nutrition for Learning was

incorporated. It’s a home-grown
organization, serving Waterloo Region.
Feeding hungry kids can make a

massive difference in what those kids
achieve, causing massive improve-
ments in truancy rates, average grades,
attendance figures, and health records.
Kids stay in school longer. Their self-
esteem goes up.

Labus’ organizations is doing vital
work that may make the difference in
the future of one, ten, or maybe 20,000
children. They need all the help they
can get. Because the kids need all the
help Nutrition for Learning can give.

Walter Hachborn
In 2014, Home Hardware named its

third CEO, the second since founder
Walter Hachborn served in that posi-
tion. In a typical company, Hachborn
would have stepped away from the job
and slipped out the back door years
ago.
But Home Hardware is not a typical

company, and Walter Hachborn is cer-
tainly not a typical businessman. In
fact, on May 4, 2015, Hachborn will be
inducted into the Canadian Business
Hall of Fame, which “celebrates the
exceptional achievements of Canada’s
most distinguished business leaders.”
The business he co-founded in 1964

has been named one of Canada’s “10
Most Admired Corporate Cultures”.

Hachborn was already a veteran of
the hardware business when Home
Hardware came into existence. Born in
1921 in Conestogo, he began working
as a stock boy at Hollinger Hardware in
1938. And now, more than 75 years
later, he still shows up for work daily,

spending a few hours in his office just
down the hall from the other two men
who have held the CEO position – Paul
Straus, who succeeded Hachborn, but
stepped down from the CEO job in
2014, and Terry Davis, the new guy in
town – who actually started working
for Home Hardware 45 years ago.
That’s the thing about Home Hard-

ware – while always looking ahead,
they stand firmly on a solid and suc-
cessful tradition.
There is no doubt that the much-

honoured Home Hardware corporate
culture is Hachborn’s legacy. The most
recent corporate honour – “Canada’s
Most 10 Admired” – is awarded by a
panel of experts who rate vision and
leadership, recruitment and hiring for
fit, cultural alignment and measure-
ment, retention, rewards and recogni-
tion, organization performance, and
corporate social responsibility.
Home Hardware was founded in

1964 by 122 independent dealers.
Today, the 100% Canadian-owned
company includes 1,100 stores, with
annual retail sales of over $5.4 billion.
Davis says that he knows why Home

Hardware has been so successful – and
why it has never been successfully
copied. He credits “the genius” of Wal-

Kelly Sue Labus

Walter Hachborn

FEATURE STORY
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ter Hachborn and his original col-
leagues in the creation of this success-
ful and unique business model. “Walter
Hachborn had this mandate to find a
solution.” It’s an answer still working
at the highest level, today – and Walter
Hachborn is still on hand to make sure
it is.

Chris Eliasmith
Chris Eliasmith is a big fan of

“another way of thinking”. He
embraces situations that require him
and his colleagues to reimagine com-
plex challenges, and create new reali-
ties. Primarily, Eliasmith has been
working on one project with a group at
Stanford that is building a silicon chip
which is basically functioning “a lot
more like the brain than computer
chips typically do.” He says it's "neuro-
morphic computing". The process uses
physics in a different way to do compu-
tation. It mandates a different way of
programming because “its user net is

made in a different kind of way.” When
built, the new processor will provide
global economic developers tremen-
dous opportunity, mainly in the capa-
bility and size of computer.

Eliasmith is associate professor at
the University of Waterloo, where he is
jointly appointed in the Department
of System Design Engineering and the
Department of Philosophy; he is also
cross-appointed to computer science
and supervises students in both Biolo-
gy and Psychology. Eliasmith has a
neauromorphic computer at UW. Built
out of ARM processors, it has a thou-
sand core processors on one board,
“and we’ve interfaced our software so
we can… run these huge models in
real time. Which you could never do on
these super computers, because it’s a
different kind of architecture.”
During the summer of 2014, he

organized a multi-disciplinary group
and put together a summer school for
post doctoral and pre-doctoral schol-
ars. The purpose was to introduce a
new software package he designed,
the Nengo brain simulator. He uses this
to build large scale brain models.
The Stanford group is doing compu-

Chris Eliasmith
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tation over the entire range of the
transistor, and for that reason you can
do with milliwatts what it takes to do
with kilowatts of computing power.
“When dealing with voltages and

currency and so on, you get a lot of
noise, a lot of problems ... from an
engineering perspective,” adds Elia-
smith. But he states that these are
problems that our brain has dealt with.
“Our brain works on 20 watts and has
100 billion neurons working. Right
now, if you tried to simulate that on a
standard computer you would need
gigawatts of power; on something like
SpiNNaker you need mega watts of
power and on something like ARM
chips, you need in the watt range.”
It’s breakthrough stuff Eliasmith is

working on. If these neuro-chips are
commercialized, they can provide
huge energy savings and increase the
portability of very complex systems,
systems for remote sensing or really
powerful hand held devices. Quite

remarkable indeed.

Alex Mustakas
“Twenty five years ago,” says Alex

Mustakas, founder and CEO of Dray-
ton Entertainment, “it was just me, a
volunteer board of directors and a
legion of volunteers… We’ve come a
long way.”
During the summer of 2014, a peak

time in the theatre business, Drayton
Entertainment employed over 350
people across the province. Mustakas
is also the artistic director of all seven
theatres; two in St. Jacobs, two in
Grand Bend, one in Penetang, the new
Dunfield Theatre in Cambridge and its
flagship and namesake theatre in
Drayton. The not-for-profit organiza-
tion operates under the Canadian The-
atre Agreement, employing profes-
sional actors, with eager, theatre-lov-
ing volunteers making up the front of
house, “ushering and that sort of
thing,” Mustakas says. That communi-

ty buy-in is significant.
The entertainment company illus-

trates how one individual’s passion
can drive success and innovation.
Perhaps the best example of this is
Mustakas’ leadership in bringing

Alex Mustakas
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stakeholders together in a visionary
project that resulted in the completion
of Drayton Entertainment's newest
venue, The Dunfield Theatre.
Celebrating its first fiscal year, the

new $14 million, 500-seat theatre is
owned by the City of Cambridge and
leased to Drayton Entertainment in a
50 year agreement. The project was
financed in a public-private partner-
ship program with $6,000,000 coming
from the City of Cambridge, matching
funds from the feds and province and
“naming rights” – $1,000,000 from the
Dunfield Retirement Residence. The
new facility provides Drayton Enter-
tainment with improved production
space, improved multiple rehearsal
space, administration space, “stellar
performance space” and even the not-
so-common short-stay residences for
out of town actors.
Mayor of Cambridge Doug Craig is

one of Mustakas’ biggest fans, telling
Exchange, “Alex believed in us. The
guy has great energy… I can’t say
enough. He’s gotten us Toronto and
New York productions at half price.
He’s made Dunfield Theatre the cen-
trepiece of culture. He’s produced a
business model that works. It goes
beyond just simply having a theatre.”
For 24 years the company’s produc-

tion centre was in Grand Bend, cos-
tumes were in St. Jacobs, and admin-
istration was in Drayton. “So it was
the ability to bring everything together
that changed a very inefficient busi-
ness into a more efficient operation,”
adds Mustakas.
In addition, “the ability to amortize

cost over multiple spaces is 'good
business' in what we call ‘show busi-
ness’.”
“Theatre is still my passion, it really

is. I never say I’m going to work,
ever.”

Craig Beattie
Craig Beattie is a co-founding part-

ner of Perimeter Development Corpo-
ration. He and partner David Gibson
established the property development

company in 2010 with the purpose to
“uncover the hidden potential of
under-used and vacant properties”.
Five years later they are well vested in
the transformation of our brownfields
into rich space. As the hands-on guy,
Beattie sees a vision, takes the risk
and makes it happen.
The company is in the business of

creating space out of financially risky
locations. They call it “inventive devel-
opment”, where the corporation focus-
es on historical industrial and vacant
spaces, working with the city and local
builders to create viable districts that
attract economic and creative innova-
tion and entrepreneurial prosperity.
Currently, Beattie’s working on six

projects.
Breithaupt Block Construction is a

premier office development, a mix of
restored early 20th century industrial
architecture and distinctly 21st century
new construction. Google will be leas-
ing approximately 185,000sf, including
a new three-storey addition.
Nearby, The Breithaupt Block is

reclaimed from the past, and now
adapted for the future, establishing the
Warehouse District of downtown
Kitchener. Its six, early 20th-century
industrial buildings once housed a
rubber factory. This 4.5 acre block
interconnects lively, light-filled spaces
that are grounded in historical century
brick and beam construction.
57 Main Street is an investment in

adapting these buildings into coveted
retail and office space, along with lux-
ury apartments. It’s planned as a last-
ing contribution to the urban land-
scape in Galt.
The Waterloo Corporate Campus is

a 775,000sf mixed-use project located
at Northfield Drive and Weber Street in
Waterloo, once the home to NCR. The
retail space is anchored by a Sobey’s.
The project, close to the universities,
will be serviced by a future LRT stop.
22 Water Street, in the heart of

downtown Kitchener’s Innovation Dis-
trict, has just undergone a complete
building makeover, featuring new

landscaping, exterior painting and
new common area finishes.
305 King St. is a building Perimeter

recently acquired, located in the heart
of the Innovation District in downtown
Kitchener.

519-893-2911
2980 King Street East (at Fairway Road)

PASTA
AS FRESH
AS THE
TUSCAN
AIR.

Homemade Pasta
Stone Hearth Pizza
House Cured Salumi

www.charcoalgroup.ca
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Beattie and colleagues have com-
pleted two projects: 31-32 King St. N.
in Waterloo and the Simpson Block, a
building in downtown Kitchener they
liked so much they made it their new
headquarters.
One can only believe that this is just

the beginning. Beattie and his team
are transforming Waterloo Region’s
entrepreneurial space, keeping things
new while maintaining a piece of our
rich, hard-working history.

Ryan Garipey
The idea of killer robots was born as

early as the 1950s. Twenty-five years
ago, the world witnessed “shock and
awe” technology with the deployment
of cruise missiles in the Gulf War and
Desert Storm. Recently, surveillance
and tactical missions in the
Afghanistan conflict have glamorized
the drone as they gain popularity
through their capacity to make quick
and safe missions as a military

machine.
A drone today is a vehicle con-

trolled remotely either from overseas,
or at a ground station. Currently, it can
take lethal action only under the direc-

tion of the operator, who is in safe
harbour. What is inevitable is for
drones to act autonomously, becom-
ing autonomous killer robots.
Ryan Garipey, CTO and co-founder

of Clearpath Robotics, clearly states
that his military supplier robotics com-
pany will “never to make a killer
robot” or “LARs”. Lethal Autonomous
Robotics are inevitable, he suggests.
“You can see that it’s very practical
and inevitable that someone is going
to have computers make the decision
to kill or not to kill, on their own,
without involving a human operator”
said Garipey in an exclusive interview
with Exchange.
He’s a vocal supporter of a cam-

paign to stop it from happening. “The
real campaign to stop killer robots is
focused on what is call ‘lethal
autonomous systems’. That's a system
that is not only autonomous but also
capable of making decisions to use
lethal force autonomously,” Garipey
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says. “No more button pressing
involved, no more human saying ‘yes,
I wish to take lethal force,’ there is no
chain of responsibly back to a human
whether trained or not making that
decision to take another life with
force.”
The campaign to stop killer robots

started when a UN special rapporteur
on extrajudicial, summary or arbitrary
executions raised the issue. Since then
it’s become a global coalition compris-
ing 54 international, regional, and
national non-governmental organiza-
tions in 25 countries
Garipey and the coalition believe

that killer robots are becoming more
of a reality and possibility. But he
noticed a void – although people were
speaking up in favour of the cam-
paign, “not a single company had said
'we know what we believe, and we
don’t think they should be built, and
we have the capabilities of stopping
that right here’.” So his company did.

Clearpath supplies systems to U.S.
military R&D labs and to equivalents
in Canada and other countries. “We at
Clearpath are concerned about the
various ways in which technology can
help or hinder society,” he says.
“Although we aren’t building
weaponized systems, there have
always been people interested in it.”
Garipey believes in the three laws of

robotics, the Asimov laws, and fore-
most is that the robot should not
cause harm to humans. “We can
ensure that our products,that we send
out are not killer robots. If someone is
building on top of our technology,
which we want people to do, then
that’s not something we can guaran-
tee from a technological perspective.”
So he does what he can.

Rob Deyman
Rob Deyman doesn’t like getting

credit for the success of the Kitchener
Blues Festival.

He continually distributes accolades
to all and sundry, insisting that the
successful, 15-year-old event is the
product of partnerships, that it’s a
team effort, that thousands of volun-
teer hours have gone into the Festival
over the years.
He’s right, of course. But Deyman is
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also the executive director of the TD
Kitchener Blues Festival. He’s held that
part-time paid position since 2013, but
is one of four co-founders of the Festi-
val who launched the thing as volun-
teers in 2001.
Two of the four have moved on to

other things; a third, Teresa Manning,
returns each summer as a volunteer
leader, but is not involved in ongoing
planning. So that pretty much leaves
Deyman as the face of the festival.
The event was launched in 2001 as

a one-day concert event, attracting
3,000 people. In 2014, the Blues Festi-
val ran four days, featured seven
stages with both free admission and
paid admission concerts, and attracted
approximately 140,000 visits (Deyman
admits that attendance figures can
never be precise).
The Festival is one of the premier

events in Kitchener, with the enthusi-
astic support of corporate sponsors,
volunteers (400 people contributing
8500 volunteer hours annually), the

Downtown Kitchener BIA, and the city
of Kitchener. But the organization’s
impact goes well beyond the pleasures
of four days of live blues.
There’s the financial side – studies

show an economic impact of $2.8 mil-
lion from visiting tourists, in addition
to $.5 million spent by the Festival in
the community.
There’s the educational side,

through the Blues in the Schools pro-
gram that runs for 10 days, twice a
year; the youth legacy program, that
adjudicates young blues performers
and gives the best a chance to per-
form; the Grand River Blues Society’s
Blues Camp, with which the Festival
collaborates, presenting the camp’s
recital during the Blues Festival.
This year marks the 15th anniver-

sary of the Kitchener Blues Festival.
Deyman is coy: “we are looking to
present a very exciting line-up,” he
says, with absolutely no details
offered. But don’t be blue… it’s gonna
be great.

Michael Wekerle
Michael Wekerle attracts over-the-

top descriptions like Waterloo’s start-
up community attracts… well,
investors like Michael Wekerle.
Here’s a sample: “One of Bay

Street’s legendary investment traders”
(Globe & Mail); “flashy investment
banker… a larger than life character”
(CBC Radio); “Wek (everyone calls him
Wek) looks more like an aging rocker
than a guy who works in finance…
[with] a torso adorned with tattoos”
(Canadian Business).
He’s the co-founder and CEO of Dif-

ference Capital Inc. He’s the newest
star on CBC Television’s “Dragon’s
Den”. He’s a big-time philanthropist,
especially supporting kids’ charities
like Seeds of Hope, hospitals, and cul-
tural institutions such as Opera Atel-
ier. In December, he was listed as #14
in Toronto Life’s “Most Influential”
people in Toronto.
And now, in moves that have

caused waves of excitement through
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the Kitchener-Waterloo community,
he’s investing in Waterloo Region.
Wekerle is purchasing up to six

buildings put on the market by Black-
berry, with plans that these properties
will be home to a new tech incubator,
affordable condo housing, retail and
hospitality space. This is part of a
ten-year plan called “the Waterloo
Innovation Network”.
He has an impressive list of famous

friends, including Conrad Black – who
accompanied him on a tour of Com-
munitech – and actor Mark Wahlberg.
Wekerle is an investor in Wahlberg’s
restaurant chain, not surprisingly
named “Wahlburgers”, and has
announced that he wants to see two
Wahlburgers opened in KW, and
probably one in Guelph.
Although Wekerle works in Toron-

to, and lives in Caledon, he knows
Waterloo well – in his previous incar-
nation as a trader with GMP Securi-
ties, he played a role in taking a com-
pany named Research in Motion pub-
lic.
Wekerle’s path has not been a

smooth one over the last few
decades. His wife died about two
years ago; his business career has
had dramatic ups and downs. One
commentator referred to the past two
years as “the second coming of Wek”.
Hold onto your hats, Waterloo – this
could get exciting.
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Carol Leaman
A CEO with extraordinary talent for

attracting talent, Carol Leaman has
been a inspiration to entrepreneurs in
Waterloo Region, specifically to future
Southern Ontario businesswomen.
Leaman is currently CEO of Axonify,

a Waterloo company that markets a
employee learning solution, “proven to
increase knowledge retention and
inspire behavioural change for
improved performance and bottom-
line results.”
That’s certainly in her field. Her past

includes leadership positions at a
number of technological startups that
have successfully gone from start-up
to exit under her leadership. Axonify is
number four for Leaman, whose
career includes Electrohome spinoff
Fakespace, acquired by a company in
Iowa; RSS Solutions, sold to a compa-
ny in Atlanta Georgia and then to SAP;
and Post Rank, which sold to Google
in 2011.
“People must think I’m this super

aggressive woman, you know – know
what I want, I go and get it. Actually,
the way I’ve lived my life is, I’m this
cork that just bobs in the water. I don’t
stress, and never have, about what the
next thing’s going to be. It always just
kind of works out.”
Leaman describes her success as

“accidental” and says that her “open-
ness permits lots of opportunities.”
While in transition from Post Rank

to her new role, Leaman started to
help operationalize the successful e-
learning concept that went by the
name Seventeen Muscles. The compa-
ny was created circa 2010 by two local
marketing professionals, who, with
others, built the initial technology for a
company for whom they were doing
work. The goal was to “train people in
short little bite-sized chunks every
day”; well, “it worked like crazy!”
“Seventeen Muscles” was used

because that was the number of mus-
cles used to smile. Within a short time
frame, Leaman bought in, with a busi-

ness partner, and together they “basi-
cally took it over from the original
founders,” who remain shareholders.
Leaman also recently completed her

second stint on the Communitech
Board. She believes there is an “end-
less amount of opportunity in Water-
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loo Region. You’ve got the education-
al institutions here that kinda give it a
different flavour as far as community
goes, you actually have a wide variety
of things, even from a arts and culture
perspective. Waterloo Region is well
evolved.”

Ray Laflamme
Even though they do not yet have a

quantum computer, the Institute for
Quantum Computing at the University
of Waterloo has made commercial
progress. It’s been eight years since
Exchange last interviewed co-founder
and director Ray Laflamme. That was
a time when the quantum world was
made up of a “small quantum proces-
sor, and these tiny quantum bits.”
Few people know a quantum bit is

the quantum version of a classical
bite. And we all know that a classical
bite is the basic unit of content, where
we encode information, zero or one,
and store strings of information that
can then be retrieved. Most of us call
it the digital world. To clarify, we are
referring to the Quantum World.
“A difference,” says Laflamme, “is

that in quantum mechanics the bit
can be in zero and one at the same
time.... So in 2006 we were just start-
ing to have a 4,5,6,7, quantum bits
together, where now we have a small
system, a dozen of them. We have
more technology at IQC, more blue-
prints of quantum computers that we
had before.”
With a dozen quantum bits

Laflamme “really starts to understand
the quantum world, understanding
the complexity, understanding how
we go from doing something with one
or two, to scaling up. Already with 12,
the complexity of controlling them, is
a challenge to the way that we’ve
been thinking in the past, classically.
So we're building, that control, creat-
ing methods of controlling them.” A
good part of the institute’s work is
focused on “getting a large number of
data bits and manipulating them.”
What is also different, says

FEATURE STORY
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Laflamme, is in 2006, we had MIR,
“but now we have what’s called a
super conductor of quantum bits… We
now have superconducting bits with
super conducting material. We have
more!” Laflamme says, with an enthu-
siastic gesture, “but what it comes
down to is, inside the nucleus of

atoms here are magnets, magnets
point up – it’s a zero, magnets point
down – it’s a one, and if it points out
from the equator, it’s zero plus one, or
zero minus one, or zero plus i1, where
i is the sq. root of minus 1. So you
have all these possibilities of where
you can put the information on a
quantum bit,” he explains.
In reflecting on his institute,

Laflamme is authentically passionate
about the “really neat things that other
people bring,” simply saying, “It’s
incredible.” One of the top three pri-
orities of University of Waterloo is
“Quantum things”; Laflamme is
encouraged by how Quantum science
has “been embraced by the University,
embraced by the area, the community
... we have good collaborations, when
we need help people are ready to
help.”
We also have Mike Lazaridis’ latest

venture called Quantum Valley Invest-
ment funds, which will commercialize

some of these technologies. Lazaridis
has created a process to innovation,
staring with the Perimeter Institute
and doing very basic research to the
Institute of Quantum Computing,
which takes “some of the ideas that
come out of this basic research, and
applies them in labs, to find an appli-
cation in the world.” Recently
Lazaridis announced a commercial-
ization incubator he and partner
Doug Fregin are financing, a spot
where Quantum applications go for
potential commercialization.
With encouragement from his

entrepreneurial friend, Laflamme is a
Quantum entrepreneurial pioneer by
choice, deliberately going through the
steps of building a company based on
Quantum applications. Laflamme was
excited to announce at the interview
that he is now required to pay taxes
on his innovation. What’s next?
Laflamme is predicating really neat
things to occur in the next four years.

Ray Laflamme
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Gerry Remers
Even before he accepted the volun-

teer job of helping to reorganize the
entire economic development pro-
gram of Waterloo Region, Gerry
Remers had made a very significant
impact on this community. Remers is
President and COO of Christie Digital
Systems Canada, Inc., a company
known world-wide for digital cinema
and high-performance displays.
He has also served as a volunteer

with a wide variety of important local
organizations. But his most recent
task, completed in late 2014, may
have the longest-lasting impact on his
community. Remers chaired the Advi-
sory Committee helping to plan a new
Waterloo Region Economic Develop-
ment Corporation, an organization
slated to come into being about a year
from now. The new arms-length cor-
poration would be largely responsible
for economic development on behalf
of the region and the seven area
municipalities. This marks a signifi-
cant change from business as usual in
the region.
Key to the process was the appoint-

ment of an Advisory Committee.
Remers chaired the committee, which
included a “who’s who” of regional
business leaders. The committee
wrapped up its work in late 2014.
Remers told Exchange, “All the

municipalities in Canada that have

more than 50,000 people tend to have
a region-wide economic development
strategy, and the fact is, Waterloo
Region, including the seven munici-
palities, hasn’t ever had a coordinat-
ed, cohesive, comprehensive econom-
ic development strategy.”
He added, “When you look at

Waterloo Region versus other regions
nearby, there was a question as to
whether or not we were getting our
fair share of investment. We think of
foreign-direct investment, but we

shouldn’t just be thinking of foreign-
direct investment from Europe or Asia
or the States, we should be thinking
about investment in the region from
other parts of Canada as well. That
was another reason for looking at set-
ting up a Waterloo Region Economic
Development Corporation.”
The key, he says, is “We have to

change, we have grow. We have to
cede some powers to some extent to
be able to benefit the community, to
benefit the region.”
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SWENCO LIMITED, a manufacturer of pro-
tective footwear products in Waterloo,
has earned Certification Europe
approval for its Steel-Flex Steel Toe
Overshoe.
It is a significant milestone in the

company’s 52-year history. “This
means we can now sell our overshoe
in Europe, which has a huge number
of factories and industrial sites,’’ says

Matthew Rowlands, Swenco’s
assistant general manager. “CE is rec-
ognized around the world as a very
strong mark of assurance in the occu-
pational health and safety industry.
“Our product exceeds the bench-

marks of impact resistance and slip
resistance set by that standardization
process.”
Made of thermo-plastic rubber, the

Steel-Flex overshoe slips easily over
street shoes to protect the feet of tem-
porary visitors to manufacturing
plants and other industrial settings.
The overshoe incorporates steel toe

caps designed and sourced by Swenco
specifically for this purpose, similar
but thicker and larger than toes found
in top quality safety footwear. The
overshoe comes in a range of colour-
coded sizes and an ambidextrous
shape, saving users and visitors the
trouble of finding a right and left foot
match. It is waterproof and resistant
to chemicals and acids.
Swenco spent a year getting CE

approval after demonstrating the

overshoe at a 2013 trade show in
Europe. It already bears the Canadian
Standards Association seal.
More than two million manufactur-

ing enterprises operate in the Euro-
pean Union, according to information
collected by Eurostat. Rowlands says
Swenco expects the overshoe will
draw attention to the company and its
range of products to keep workers
safely on their feet.
“It builds awareness,” he says. “We

want to grow our business in Europe,
and CE approval gives both our prod-
uct, and more importantly our compa-
ny, that critical credibility that will lead
to more opportunities and more jobs
here in Canada."

WHEN YOU HEAR THE NAME “JOHN TIBBITS”, it’s
almost inevitable that you think
“Conestoga College”. And since Dr.
Tibbits the longest-serving college
president in Ontario, that’s under-
standable. He came to Conestoga Col-
lege in 1987, and has been the public
face of the institution ever since.
But in 2014, Tibbits made headlines

for something entirely different when
he won the Canadian national 70-and-
over tennis title.
Tibbits is a poster child for energy

and enthusiasm, and most people
would not guess that he turned 71 in
September. Prior to his win, in August,

Mathew Rowlands

John Tibbits
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many of his colleagues were unaware
of his athletic avocation. But after tak-
ing the national title in a champi-
onship match, the secret was out. His
success has vaulted Tibbits into the
top echelons of seniors’ tennis. Prior
to 2014, he was ranked 276th in the
world, in his class. Today, he is num-
ber 9 in the world, the only Canadian
in the top ten.
Of course, Tibbits also has to focus

on his day job. In November, Conesto-
ga released a new Strategic Plan that
“provides a framework for the col-
lege’s continued growth and develop-
ment over the next three years.”
It looks toward positioning “the col-

lege to become a provincial leader in
college-based degree programming as
well as a pre-eminent centre for edu-
cation in engineering, trades, health
and community services, media and
design and business.”
Tibbits said, “The importance of

career-focused education to Canada’s
future prosperity has never been high-
er. This new Strategic Plan reflects our
commitment to quality education and
applied research programs that are
aligned with community and local

labour force needs.”

KAREN GAVAN, PRESIDENT AND CEO of Eco-
nomical Insurance, has announced

the appointment of Chris Van Kooten
as senior vice-president and chief
underwriting officer. His new mandate
now includes accountability for both
personal and commercial insurance, as
well as continuing to increase the level
of sophistication in Economical’s pric-
ing and analytics.

EGG FARMERS OF CANADA HAVEA NEW PARTNERSHIP
with the University of Waterloo,
establishing Bruce Muirhead as the
industry's first-ever research chair in

public policy. "We are delighted to be
working with Professor Muirhead. With
the creation of this Chair, we hope to
continually elevate the calibre of the
dialogue on supply management and
ensure that any future policy decisions
that could affect supply-managed com-
modities are as informed as possible,"
said Tim Lambert, Chief Executive
Officer of Egg Farmers of Canada.
Muirhead will be developing a

research program in public policy that
relates to the current and future chal-

Chris Van Kooten
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lenges faced by Canadian egg farmers,
providing historical context to the grow-
ing conversation about the value of
supply management for all Canadians.
"This Chair will allow me to fully

engage in the discourse surrounding
supply management and its obvious
benefits to Canadian consumers and
processors, as well as farmers,"
said Muirhead. "This approach is
increasingly important given
Canadian involvement in various

trade negotiations
where supply
m a n a g e m e n t
needs to be
understood for its
value and benefits
to the entire food

chain."

Egg Farmers aof Canada's contribu-
tion to the University of Waterloo will
serve these goals by investing in stu-
dents, research and dialogue around
public policy issues.
"Partnerships like this are a valuable

element of transformational research at
Waterloo. This chair will stimulate high-
quality research and international dia-
logue that will, in turn, generate new
knowledge to serve the needs of the
egg farming industry," said D. George
Dixon, UW’s vice-president, university
research. "This collaboration under-
scores the significance and impact of
research at Waterloo, and I congratulate
Bruce and Egg Farmers of Canada on
their success."

SHEILA MCMATH HAS BEEN APPOINTED CURATOR of
the Canadian Clay and Glass
Gallery, succeeding Christian Bernard
Singer. Previously employed as the
Gallery’s Director of Education, McMath
brings a wealth of experience to her
new role as Curator. “I am absolutely
delighted that Sheila emerged as the
strongest candidate from an excellent
field of well qualified candidates who
applied for this position from across
Canada,” said Executive Director Bill
Poole. He added, “It is particularly grat-
ifying to be able to promote from with-
in.”
McMath said, “I am very excited

about this new chapter of my career
and I am eager to get started. I have
been fortunate to work closely with
three former Gallery curators, Glenn
Allison, Virginia Eichhorn and Christian
Bernard Singer, and to learn directly
from them. I look forward to working
with contemporary artists to continue to
develop the Gallery’s artistic voice and
reputation.”
After receiving her Masters of Fine

Arts from the University of Waterloo
in 2001, McMath was hired as Educa-
tion Coordinator at the Canadian Clay &
Glass Gallery. She was appointed Direc-
tor of Education in 2005. During her
time at the Gallery, McMath has suc-
cessfully built the Gallery’s education
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portfolio to offer an expansive range of
programming. Among other things, she
is very proud to have facilitated several
successful youth public art projects.
McMath brings to her new position

an extensive knowledge of contempo-
rary visual art and valuable experience
in the not-for-profit sector. She has
been actively involved in community

arts initiatives, previously serving on
both the City of Kitchener’s Public Art
Working Group and Arts and Culture
Advisory Committee.

AT THEIR ANNUAL GENERAL MEETING, the Kitch-
ener-Waterloo Symphony introduced
Executive Director Andrew Bennett to
members and attendees.

In the 2013/14 Season the KWS per-
formed nearly 100 concerts. Music
Director Edwin Outwater extended his
contract to the end of the 2016/17 Sea-
son. Three new members were elected
to the KWS Board of Directors. Elected
to a three-year term were: Dave
Mansell, Adele Newton and Jen-
nifer Robinson.
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He was offered
opportunities in several countries, including the U.K., the
U.S., and Canada, but eventually chose Canada, earning his
Ph.D. in chemical engineering at the Technical University of
Nova Scotia.
“I’m quite fortunate to have had the opportunity to have

lived an worked in different countries,” he says, adding,
“Canada was my choice.” He felt that the political and social
climate matched his own philosophy. Hamdullahpur has
been a proud Canadian
citizen for 33 years.
He embraces his

role as an academic
administrator, but
when he came to UW,
he famously announced that he would not abandon his
research work. He has stuck to his principles. He does
research, he publishes in journals, and he continues to
supervise the work of two doctoral students and one post-
doctoral researcher. He was named a Fellow of the Canadian
Academy of Engineering in June, 2014.
The UW president also is now chair of the U15 group of

Canada’s research-intensive universities, and is vice-chair of
the Waterloo Global Science Initiative.
Hamdullahpur believes that the fundamental ties between

the community and
the university are a
priority for some-
one in his position.
The president
should be “some-
one who will better
integrate the uni-
versity into the
community, and the
community into the
university.” In fact,
he talks about
“community owner-
ship” of the school.
He says that the
people of Waterloo
Region care about
their schools, in a
way unprecedented
in the country.
And he thinks

that is a terrific situ-
ation. “I am blessed
to be in this posi-
tion at the Universi-
ty of Waterloo. It’s a
tremendous privi-

lege.” He came here, he says, because “I saw myself perfectly
aligned with its objectives and my desires as an administra-
tor.”
However, don’t be fooled – while he is a huge fan of UW

today, he also sees the need for continual improvement. He
is always looking ahead – and determined that the future
will be better than the present.
“I have an institution that today, is doing wonderfully

well,” he says. “But where is this university going to be in 10,
20, 50 years from
now? This is my con-
tribution.”
His goal is to make

UW “an asset to this
country, to Canada,

and to the world…. My focus is on tomorrow.”
Hamdullahpur believes that his multi-national experience

can “make a difference” as UW establishes a growing pres-
ence, internationally.
He points to important new links with universities in Israel

and in Korea, and adds that he will be leading a Canadian
delegation to Turkey. As well, relationships are developing
with institutions in Germany and in France.
He believes that, “As a nation, we need to be a lot more

active in the areas of creativity, entrepreneurship and inno-
vation. We should not be too comfortable. While we are
blessed, we need to do a lot more.”
Just as Hamdullahpur points to the role of the community

in the genesis of UW, he argues that this kind of interconnec-
tivity and collaboration is essential now and in the future. He
talks about growing partnerships with the business commu-
nity, and with researchers and innovators around the world.
UW is now number one in the country in recruiting first

year students with averages of 95% or higher. UW leads the
country in the number of student-built start-up businesses,
and in the overall economic impact.
The president says that, “our economic impact in this

province is $2.7 billion per year.”
He adds, “Today, we are much better known around the

world than we have ever been. We have a really great net-
work of partner universities around the world, very mean-
ingful research partnerships, long-term partnerships. We are
part of a global network of top-quality universities.”
The president predicts the future in practical terms: “Come

back in ten years, and you will see a difference campus,” he
says. And he believes that will apply to UW’s growing pres-
ence in the downtowns of Cambridge, Stratford and Kitchen-
er, as well.
The ultimate goal? For more than two decades, the uni-

versity has been ranked most innovative in Canada, but
Hamdullahpur wants to make a global mark. “We want UW
to be the most innovative university in the world.”
One key challenge, of course, is funding. Hamdullahpur
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laughs aloud, and admits that a com-
mon complaint, every year, is “about
the lack of funding.” But while it is a
challenge, it is not a barrier, he says.
“Funding is not something that will
stop us. We will always find ways.”
And he adds, “Our ability to raise

funding through philanthropy is grow-

ing every day.”
UW’s premier role in co-op educa-

tion brings an unexpected benefit in
this area. “We are the world’s largest
co-op university,” says the president.
“We have more than 18,000 students a
year placed in more than 5,000 compa-
nies around the world. If this is not

connectivity… I don’t know how you
would define connectivity. It’s a
tremendous advantage.”
When Hamdullahpur is not on the

job – and that would be a rare occur-
rence – he says “I like the arts, classical
music, reading as much as I can.” But
he quickly moves from talking about
any solitary pursuits to return to his
favourite topic – “My passion is young
people. That’s why I am doing what I
am doing, to see them in leadership
roles, from culture to business. This is
fantastically rewarding and exciting for
me.”
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UW President Feridun Hamdullahpur speaks at the Waterloo Innovation Summit held April 2014

“I’m quite fortunate to have
had the opportunity to have
lived an worked in different
countries. Canada was my

choice.”
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You have to have passion!” And there is no question
about Feridun Hamdullahpur’s passionate commitment

to his role as president and vice-chancellor of the University
of Waterloo. This is the job he was made for, he knows it,
and he loves it.
His conversation about the school – its

present and its future – is full of superla-
tives. He has seen the future, and it is
spectacular.
But when he talks about how UW has

reached its growing level of achievement,
he doesn’t first of all refer to his role, or
to the work of his predecessors – he talks
about the Waterloo Region community.
“The University of Waterloo is the cre-

ation of this community. The ingredients [of the community]
are very much who we are now.”
He told Exchange that the local environment of innova-

tion is the main reason UW is now “one of the world’s most
innovative universities… it’s the soil, the water, the air that
we breathe.”

“We have stayed very true to our original ingredients,”
engendered from the community itself. “This applies to
everything we do here,” says Hamdullahpur. And he pauses:
“Or, it should. It’s our mandate to ensure that. In some
areas, we have better progress than others.”

And that is a good snapshot of Dr.
Hamdullahpur – a unique combination of
optimism and analysis, enthusiasm and
determination.
Feridun Hamdullahpur has served as

president and vice-chancellor of UW
since March, 2011; he held the post on an
“interim” basis since his predecessor,
David Johnston, was named Governor
General of Canada in October, 2010.

Hamdullahpur originally came to UW as vice president, aca-
demic, and provost, recruited from Carleton University in
Ottawa, where he served from 2001 to 2009.
He was born and raised in Turkey, and did his undergrad-

uate and master’s degrees in mechanical engineering at the
Technical University of Istanbul.

MAKING A DIFFERENCE

THE
PASSIONATE
PRESIDENT
UW’s President wants his school to be the most
innovative in the world

CONTINUED ON PAGE 36

BY PAUL KNOWLES
Feridun Hamdullahpur

“My passion is young people.
That’s why I am doing what I

am doing, to see them in lead-
ership roles, from culture to

business.”
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