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Invention & Commercialization in the Waterloo Area

Accelerator Centre CEO, along
with past NSERC chair and
honoured historian answer the
question: “Are we innovative?”

KIRKUP’S VELOCITY IN
EXPANSION MODE

WOODS, SEBASTIAN AT
GOOGLE GRAND OPENING

KEN MCLAUGHLIN ON
REGION’S “GENOME”

INSIDE
• Brand, brand, everywhere are brands

• Passion to prevent electrical fires
• P.M. helps inaugurate Google’s home

• Microfinancing in Guelph



SOPHISTICATION 
WITH AN EDGE.
THE ALL NEW RX 350.

The all-new RX makes a powerful visual 

statement at every glance. Every feature has been 

chiselled and sharpened to enhance RX’s road 

stature and aura of rock-solid stability. Test drive 

the new 2016 RX today starting at $56,126.97*

*



Learning / Training / Advancing

network-telecom.com
969 Guelph St. Kitchener, On

519-748-2226 / 1-866-764-7866

AT T E N D A L U N C H A N D L E A R N

If people are your talent, and we’re in the information age,
then it follows that communications is your tool to a more productive work week.

Let us empower your people with smart productivity communication solutions.

GET THE ADVANTAGES OF THESE ?

Have one of These?

1978 - 2009



FOR YOUR BUSINESS

A smarter SOLUTION 

85 Willis Way at Waterloo Town Square is on its way. This 85,000  
square foot office building is being built with ground floor retail space  

fronting onto Willis Way and Caroline Street in Waterloo. 

Be at the centre of attention and move to the best location in the city.

For more information about leasing your future office or retail space, contact: 
CUSHMAN & WAKEFIELD WATERLOO REGION BROKERAGE 4295 KING ST E, UNIT 101  KITCHENER, ON N2P 0C6
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JOIN US FOR OUR 2016 
BRUNCH SERIES
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We would like to thank  
Waterloo Region for enabling 
Cober to proudly deliver marketing 
communications and print 
for 100 years.

Celebrating A Century 
of Family Tradition.

YEARS

FOR

#Cober100
KITCHENER (HEAD OFFICE) 
1351 Strasburg Road 
Kitchener, ON N2R 1H2  
PHONE 519 745 7136 
TOLL FREE 1 800 263 7136

BARRIE 
84 Saunders Road 
Barrie, ON L4N 9A8  
PHONE 705 722 4437 
TOLL FREE 1 800 665 1929

info@cobersolutions.com 
www.cobersolutions.com

@CoberSolutions          
CoberSolutions



Eco-Initiative
Environmental awareness continues to be a focus 
of businesses globally.

North�eld Metal Products is proud to announce 
its enrolment in the Leggett & Platt Eco-Initiative
Program designed to promote environmental 
responsibility for the bene� t of our valued 
employees, customers, suppliers, and community.

North�eld is committed to making the environment 
a priority in our daily operations and enhance our 
stewardship for all partners.

We look forward to continuing to serve your needs 
in a more environmentally conscious manner, 
today and into the future.

www.north� eldmetalproducts.com

STAMPING WELDING POWDER COATING PLASTIC INJECTION 
MOLDING

TUBE/WIRE
BENDING

SCREW MACHINING ASSEMBLY LOGISTICS

North� eld Metal Products, located in Waterloo 
Ontario Canada, has been proudly servicing the o� ce
chair industry for over 40 years.
Although our foundation was built on the design 
and manufacturing of o� ce furniture components, 
our expertise expands far beyond the o� ce furniture 
industry. With over 40 years of business experience, 
North� eld is now recognized around the globe as a 
custom metal component manufacturer and custom 
plastic injection component molder.
With representation placed strategically in North 
America, United Kingdom, Europe and Asia, 
North� eld is well respected in the world market.
North� eld is dedicated to our customers through the 
development and production of the highest quality 
components. We continually strive to meet and 
exceed the rapidly changing expectations of today’s 
business world.
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The Internet of
Things” –

that’s a phrase
that is appearing
more and more
frequently in arti-
cles and conver-
sations. Several of
pieces in this edi-
tion of Exchange
touch on IoT, as
we cover local
innovations like

the Catalyst 147 project, the new
Google headquarters, and the Mak-
ing a Difference article about a guy
who had to include IoT innovation
in what is essentially a safety device,
just so people would use it and
make their homes and offices safer.
As I edited the articles for this

issue, I realized that our entire eco-
system here in Waterloo and area is a
perfect IoT symbol. We understand
and practice collaboration, intercon-
nectivity, and interdependence. Our
whole system – what historian Ken
McLaughlin calls our “genome” – is
“internetted” together.
Our tech innovators collaborate

and cooperate. Our veteran business-
people mentor students launching
start-ups. Our business leaders inter-
act with our educators. When a new
incubator space is launched, repre-
sentatives of other such institutions
show up to forge connections.
We are entering a world where

everything will interconnect with
everything. It can seem a bit scary –
and there certainly are issues to be
solved, such as internet security.
But perhaps we can find some

sense of security in realizing that,
right here in Waterloo Region, we
have a living, breathing example of
human interconnectivity – and we
are all better off for it.

THE INTERNET
OF US
Interconnectivity is in our Genome
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BUSINESS MONITOR

Steven Levy, Chief Operation Officer at Ipsos, the research people, says in his lat-
est report, ‘The Most Influential Brands of 2015’, that “the role brands play in
our lives and in the world at large is becoming more important”. He goes on to
explain that brands can improve our personal well-being to transform the com-
munities and societies we live in. He says that “many brands today are driven to
make a dent in the universe”.
The idea is to make a bigger impact… the biggest impact… bigger than the oth-
ers. Levy refers to these brands as ‘Visionary Brands’: “They go well beyond sell-
ing a product or service, they are founded on a sense of purpose – or ‘why’.”

He says that connecting with the “why” establishes a stronger emotional connec-
tion with people. It’s a connection that draws from complex reasons, related to
helping people feel good, feel comfortable, and feel safe.
Levy shares the following thoughts about brand and the resonating aura of what
a known brand connotes. He asks the question, “What does it take to build this
kind of influence?”
“Being influential”, he says “means having an impact on people’s lives.We place
a tremendous degree of trust in these brands, and give them the power to guide
how we shop, interact, and behave.” Influential brands have aspirational qualities,
too.They offer a gateway to a better,more interesting life by giving people the tools
to make smart choices. “Indeed,” say the report, “this explains why a number of
technology brands appear in the Top Ten.”
What is ‘influence’? And how do we define and measure it? The Most Influen-
tial Brands are important and relevant in the world. Consumers identify with these
brands and have an emotional relationship with them.They couldn’t imagine their
lives without them.
• Influential brands invest, and this investment pays dividends. A number of the
Most Influential Brands have healthy media spend levels.
• Influential brands also show positive trends in share price.When comparing the
growth of the DOW/NASDAQ over the past several years with the stock of our Top
Ten Most Influential Brands, it is clear that influential brands have more value and
that this is consistently the case.
• Influence is a difficult thing to achieve. People are busy and they turn to many,
many brands in their lives – sometimes unaware of which ones they are using.
But then there are those that stand out.What drives that success?
Levy says, “The answer is not as simple as you may think. Influence is complex,
and there are several factors that come into play. For our study, we have identi-
fied five key dimensions that contribute to influence.” This was the fifth year that
Ipsos assessed the Most Influential Brands in Canada.
Levy’s “Dimensions of Influence” include:
Trustworthy: Trust is the cornerstone of any great relationship. And the most
influential brands have this in spades. People use them, rely on them, and be-
lieve in them. When they really trust a brand, they’ll listen to what it has to say
and will tell others about it.

BRAND, BRAND EVERYWHERE
ARE BRANDS

Engagement:A brand is a relationship and the more vested people are in that
relationship, the more influence it will have in their lives. In today’s world, that
means connecting and interacting with the brand in more ways than just at the
point-of-sale. Influential brands are talked about, loved, and people want to know
more about them.
Leading Edge: Influential brands zig when all the others zag. They are iconic,
edgy, unconventional, innovative, and unique. Being the trendsetters that they
are, they set an example, shape behaviour, and change the landscape. Other
brands aspire to follow them because of this.
Corporate Citizenship: People expect brands to make a difference in the
community. Some of the brands that rank as most influential are committed to
doing the right thing. They are environmentally and socially responsible, an ac-
tive member of the community, and even inspire a sense of national pride.
Presence: To be influential, you have to be seen, heard, and known. That
means being out there and/or inspiring an army of advocates to do the job for
you. This is where your biggest, boldest, and paid marketing efforts get to work—
promotion, placement, and people. You have to be seen in order to create influ-
ence.
One theme we see is that a brand’s ability to generate influence is somewhat
tied to the nature of the category it lives in. This is why leading technology, digi-
tal, and social media brands dominate the list. It would be difficult, or perhaps
impossible, to imagine our lives without them.
While each and every brand must discover their own unique formula to success,
those that deliver on the five key pillars (trust, engagement, leading edge, corpo-
rate citizenship, and presence) will be well on their way to achieving influence.
Results of the study
The Ipsos study revealed that Google has retained the top spot for fourth year,
while there were shifts in other rankings, and Amazon entered the Top 10.
The Top 10 brands continue to be a combination of digital service/social media,
technology, retail and credit card brands.The one thing that many of these brands
have in common is the frequency with which many are used, which results in
them being so firmly entrenched in day to day life.
Google retained its number one position for the fourth year.Apple took the num-
ber two rank, up two spots from last year, buoyed by the fact that it continues to
be the most leading edge brand as expressed in terms of being perceived as in-
novative, trendsetting and that it has forever changed the consumer landscape.
The new addition to this year’s Top 10 is Amazon, up from number 11. The study
ranks brands according to their influence and within each of 21 countries: Aus-
tralia, Belgium, Brazil, Canada, China, Colombia, France, Germany, India, Italy,
Kenya, Mexico, New Zealand, Nigeria, Russia, Sweden, Taiwan, Thailand, Turkey,
UK and the USA. In Canada, this year’s study polled more than 6,000 respon-
dents.
A number of differences were found to exist by generation. Millennials (born
during 1982-1996) scored tech and social brands highest, with the addition of
Netflix, Pay Pal and Instagram to their top 10 ranking, and the exclusion of Wal-
mart and Tim Hortons. Gen Xers (born during 1965-1981) rankedWalmart high-
est (#5) of all cohorts. Boomers (born during 1946-1964) ranked Microsoft
more influential than Apple, and included CBC and Canadian Tire in their Top
10.
10. Samsung – Year after year, rising in influence, Samsung’s performance in
our study has been impressive: the South Korean tech giant climbed 37 places
since it began in 2011. It continues to focus on creating authentic connections
with consumers, which is important for any technology company today. Its ascent
could also be a function of increased advertising and its focus on innovating
across a range of categories, including smartphones, wearables, and appliances.
9. Amazon - Continues to deliver a different retail experience.This is Amazon’s
first year in the Top Ten. Low prices, wide selections, one-click ordering, and a
great delivery experience are just a few of the ways Amazon simplifies lives and
instills trust. Among the company’s newest innovations are grocery delivery, the
Dash Button, a category expansion into clothing and shoes, and the soon-to-hap-
pen drone delivery.What will the future hold for this innovator?
8. Tim Hortons -Warming the hearts of Canadians.With over 4,000 locations
and a hefty ad budget, Tim Hortons is omnipresent.We would certainly be hard-
pressed to find a Canadian who doesn’t know what a Timbit or double-double
is! With the Burger King merger now complete, the company’s footprint will con-

Steve Levy, Ipsos COO.



WATERLOO REGIONAL ARTS COUNCIL
IS REBORN
A groundswell of concern among artists and arts presenters and organizations
inWaterloo Region has resulted in the resurrection and repurposing of a dormant
regional organization – The Waterloo Regional Arts Council.
At a meeting where a large crowd of artists and supporters packed the meeting
room of TheMuseum, on January 9, a motion to reconstitute the board of theWa-
terloo Region Arts Council was overwhelmingly approved.
The Arts Council, founded in 1980, was made dormant in 2010 with the launch
of the Creative Enterprise Initiative.This year, the CEI has received municipal fund-
ing for what has been announced as its final year, although local politicians have
taken to referring to the entire CEI endeavor as “a failed experiment.”
The response to this expensive experiment, from the point of view of the local
arts community, was anything but positive, as artists, organizers and presenters
saw over a million dollars of funding go to support the CEI, with minimal return,
as perceived by the arts community. Dissatisfaction with the status quo inspired
a series of meetings, the Waterloo Region Arts Reboot sessions, which began in
2014.
The meeting at The Museum was the third such session – which have attracted
the support of well over 100 regional artists and arts supporters.
The decision was made to re-form the Waterloo Regional Arts Council board,
with the initial mandate of establishing a governance model, and operational rec-
ommendations for such a group. Former Arts Council head Martin DeGroot, who
will advise the new board, pointed out that the new board may even decide to
abandon the WRAC structure entirely, and recommend that a new entity be
formed; or the board may suggest building an innovative, “more open-ended”
new organization on the foundation of the existing corporation.
Elected as directors of the re-invigorated WRAC are Jennifer Breithaupt, Fauzia
Mazaar and Paul Knowles. Breithaupt is Chair of the Arts and Culture Advisory
Committee of Homer Watson House and Gallery, and a lawyer with Breithaupt
Law; Mazaar is Chair of the Coalition of Muslim Women and involved with the
Community Health Centre and the Family Centre; Paul Knowles is a writer and ed-
itor, Editor of Exchange Magazine, past chair of the Arts Awards Waterloo Region
jury, and former executive director of New Hamburg Live! Festival of the Arts.
At the January 9, it was agreed that the original concept of “rebooting” a re-
gional arts organization has been accomplished, and there was a very strong
feeling that the organization advocating for and speaking for the arts should be
founded in the arts community itself, and not in an external organization.
The “reboot” well underway, it was suggested that two future “reboot” sessions
be rebranded as “Arts Together”. One was held in early February, in Cambridge; a
fifth “reboot” – now “Arts Together #2” – will take place March 14 at the Button
Factory in Waterloo.
In April, 2015, the second Reboot session agreed on a four-point Statement of
Purpose that will underlay the work of the new WRAC board:
1. to deepen connections and facilitate communication among arts practition-
ers and endeavours;
2. to establish a legitimate voice for artists and arts organizations;
3. to develop platforms and mechanisms for concerted action;
4. to nurture a culture of mutual encouragement and support.

tinue to expand in the U.S.
7. Walmart - High on presence, low on price. The retail chain has invested a
lot of resources in its fresh food and e-commerce offering, is on the leading edge
of wage reform, and has started an entire overhaul of the in-store experience.
Presence is also a big driver forWalmart, one that’s expected to increase with their
recent decision to open a number of new supercentres in Canada.
6. Visa - Trust pays off for this brand.When you’re a key player in the financial
services market, you know that trust is going to make or break your company.Visa
is laser-focused on delivering efficient, reliable measures for credit card security
that consumers feel confident in.The newly launchedVisa Checkout, for instance,
keeps account information secure so consumers can pay faster by avoiding
lengthy forms.
5. YouTube - Dancing to their own tune, YouTube may have only reached its
10th birthday, but its influence is vast.With over a billion users, it is the world’s
largest online video site.YouTube has staying power as a key cultural, societal, and
political force for its ability to provide access to videos on virtually any topic. The
brand scores particularly well for online interaction.
4. Facebook - There’s a lot to ‘like’ here; Facebook has changed the way peo-
ple communicate, and the way brands advertise.With an innovative prowess that
outmatches many others, it’s continually rolling out solutions that make the lives
of its audience easier. Last year, it announced a decision to launch ‘buy’ buttons
that allow the shopping experience to occur entirely within its network.
3. Microsoft - Excelling in the realm of truth, Microsoft delivers tools that en-
able Canadians to feel empowered. It invests an astounding amount in R&D,
and as a result, continues to stay at the forefront of the tech industry. The brand
is leading the charge on cloud computing services; in fact, it announced two new
data centres this past summer.
2. Apple - A brand that knows the ABC’s of innovating, Apple is perceived as
being leading edge more so than any other brand. The tech giant continually
builds its following with sleek, user-friendly products that deliver on their prom-
ise of helping to improve people’s lives.The arrival of one of Apple’s newest prod-
ucts, theAppleWatch, could be the next to do just that by further blurring the lines
between technology and lifestyle.
1. Google - The search engine knows how to rank at the top. Need to know
when a holiday falls? Who invented the Internet? Search medical symptoms?
Google it! By redefining the way society thinks with access to near limitless and
always-relevant information, Google has cemented its place as the Most Influen-
tial Brand for the fourth year. Beyond Internet search, the brand has been explor-
ing areas like wearable technology, smart contact lenses, and driverless cars.

Google’s Brand has such a draw in Canada that Canadian Prime Minister Justin Trudeau sched-
uled a special stop to help launch Google Canada’s grand opening of the new Kitchener/Waterloo
Google Office.

BUSINESS MONITOR

Martin DeGroot
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PRODUCT PROFILE:
SWAN DUST CONTROL MATS CAN HELP PREVENT SLIP AND FALL ACCIDENTS

5TH ANNUAL PAULI AWARDS HONOUR
VENTURE CAPITAL INVESTMENT

Slips, trips and falls are among the leading causes of injuries resulting in work-
ers missing time at work, in Ontario. In addition to workers, businesses must en-
sure that their customers are safe from possible injury when entering your place
of business.Avoiding a lawsuit should not be your principle concern when plan-
ning how to ensure the safety of your customers and employees, however, no
business wants to deal with a lawsuit as a result of an accident.
As a business owner you have a responsibility to ensure that both the interior

and exterior of your premises is in a proper state of repair, having taken neces-
sary precautions against common hazards that can result in a slip, trip or fall.
Some common hazards include;
• Slippery surfaces (oily or greasy)
• Seasonal hazards such as rain or ice
• Spills of wet or dry substances
• Unsecured mats
• Poor lighting

The Ontario Ministry of Labour provides Health and Safety information on their
website. Safe at Work Ontario is the Ministry of Labour’s strategy to protect
workers health and safety in the workplace.
So how do you, the business owner, ensure that you maintain a workplace safe
from slips and falls? Here are some examples of steps that can be taken, from
the Ontario Ministry of Labour.
• Slip-resistant flooring and slip-resistant mats
• Provide “wet floor” signage
• Ensure shovels, mops and buckets are readily available
• Remove debris, snow and ice
• Clean up spills promptly
• Remove clutter from walk surfaces
• Ensure mats are kept clean when grease or slush accumulates

In 1997 The National Floor Safety Institute (NFSI) started with a mission to aid
in the prevention of slips, trips and falls through education. They created a Stan-
dard Guide for Commercial Entrance Matting in Reducing Slips, Trips and Falls.
The NFSI also created a testing protocol for the friction of floor mat backing
materials.When using floor mats ensure that your service provider is using “Cer-
tified High Traction” mats.
Swan Dust Control has been serving customers in Southwest Ontario with a
mat and mop rental service for over forty years. With over 7000 active cus-
tomers, they only use mats that have been “Certified High Traction” by the NFSI.
Mat rental is a low cost solution to help prevent slip and fall injuries at your
place of business. Swan Dust Control provides a mat and mop pick up and de-
livery service regularly removing the dirty and providing clean. With exterior
scraper mats, interior entrance mats and a variety of mats sizes suitable for
your business, let Swan
Dust Control help you
maintain a safe and
clean work environ-
ment.

Chuck Anderson from Swan Dust Control Sales Manager stands on a Swan mat while speaking
with the hostess at Morty’s Pub in Waterloo.
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At its fifth annual Pauli Awards, Golden Triangle Angel Network (GTAN) honoured
three award winners, and also marked milestones in the organization’s growth.
GTAN has seen 285Angels providing more than $24 million in funding to over 54
companies in six years, and helping startups like Clearpath Robotics, Miovision
Technologies and Kik grow.
Pauli Awards included: the 2015 Company of the Year Award, the David Borges

Community Builder Award, and the Angel of the Year Award. Company of the year
is Andela, a business which recruits the top talent across Africa, trains them to be
full-stack developers and places them with companies from startups to Fortune
500s, helping to scale their engineering teams faster. The Andela team includes
CEO and Co-Founder Jeremy Johnson, and Co-Founders Lyinoluwa Aboyeji, Ian
Carnevale and Christina Sass.
The David Borges Community Builder award was presented to Diane Wolfeden,
for her work as a GTAN advocate, investor and supporter since the organization’s
inception in 2009. She currently serves as a board member. She is also one of
the 25 founding members of GTAN. Wolfenden was the 2014 recipient of the
WOW (Women of Waterloo Region) Award, is past Chair of the Great Kitchener-
Waterloo Chamber of Commerce and Chair-Elect of the Grand River Hospital
Foundation—to name a few.
Angel of the Year Award went to the MaRS Investment Accelerator Fund. The
award citation noted, “Dan Mathews and Aaron Bast (and Rob Scully before
Aaron) have been GTAN’s ground crew for IAF since our inception. Individually
and collectively they have played a distinctive role in our successful history, as they
have brought GTAN dozens of co-investments.”

BUSINESS MONITOR

Carl Furtado (GTAN), Ian Carnevale (Co-Founder of Andela), Steve Gilpin (GTAN Member) and Rob
Douglas (GTAN)
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MAKING A MICROFINANCING DIFFERENCE AT HOME
It’s a rather remarkable case of “paying it forward.” A Guelph woman has been
the recipient of a small loan made through a unique microfinancing program
launched by Chalmers Community Services Centre. The loan funded purchase of
a laptop computer, and some on-line training; the recipient has used the com-
puter to benefit about 350 low-income Guelph residents, at no charge to the
beneficiaries.
The recipient is Tina Brophey, who describes herself as a passionate community
advocacy volunteer. She worked as a temp in a Guelph office, where access to
a computer allowed her to being on-line courses in community advocacy. But her
contract ended, and with that, she lost access to a computer and had insufficient
funds to complete her courses.
But in mid-2015, she learned of a micro-financing project just launched by the
Chalmers Community Services Centre. Chalmers United Church had amalga-
mated with two other Guelph congregations, becoming Three Willows United.
However, Chalmers Community Services Centre continued to exist as a not for
profit organization providing emergency food, clothing and “support without prej-
udice to the members of our community.” Chalmers Centre is funded by the United
Church, the United Way, and other donors and volunteers.
Brophey applied for a microloan; she received $900 for a laptop computer, and
tuition for her remaining courses; she completes her eighth and final course this
spring. She will repay the $900 loan, with $23 interest. “I do a lot of community
advocacy and poverty elimination work,” and her goal is “to do what I’m doing and
get paid for it.” In the meantime, Brophey has used the computer, as a volunteer,
to complete 350 tax returns for low income Guelph residents, enabling many to
access benefits previously unavailable to them.
To date, three micro-financing loans have been made through the program.
This all came about because, in 2013, The Centre forged a connection with the
“Bridges Out of Poverty” program, a connection that inspired Chalmers’ board
member John Buttars to action.
Buttars explains that there are three arms to the program: “Bridges Out Of
Poverty” is an educational tool to help middle- and upper-class individuals un-
derstand poverty; “Getting Ahead” is a program for people living with limited fi-
nancial resources; and “Circles” creates opportunities for Bridges graduates –
known as “Allies” – and “Getting Ahead” alumni – “Leaders” – to meet together.
The program is owned by “Aha! Process Inc.”, an American company founded on
the work of author and educator Ruby K. Payne. Local Bridges staffer Elaine Weir
explains that the Canadian arms of the programs operate on a cost-recovery
basis only – “We do not make any money.”
While many Canadian centres have a “Bridges” program, Guelph/Wellington
County is only the second community in Canada to initiate all three arms of the

process, following Sarnia, Ontario. In Guelph, the program is overseen by the
“Guiding Coalition of GuelphWellington Circles”, with representation from a wide
range of Guelph community service organizations, including the city of Guelph,
Wellington County, and two church entities including Chalmers, and hosted by On-
tario Works. It was the Guiding Coalition that purchased the rights to the pro-
gram.
Buttars is an Ally – he attended an initial “Bridges Out Of Poverty” program pre-
sented byWeir. “I was enthralled,” he says. “It had a huge impact on me.” He went
on to read Payne’s work, and to attend a subsequent six-hour session. It sparked
a powerful memory: “In 2005 Barbara [his wife] and I traveled to South Africa
where I witnessed such incredible poverty but [also] the power of small low cost
loans.” He became immediately convinced that a micro-financing plan, offered
through the Guelph Circles group, could make a difference at home, as well.
The board of the Chalmers Centre agreed – within two months, the concept was
endorsed in principle; soon, $25,000 was committed to the project, money aris-
ing from the sale of Paisley Memorial United Church, and the Meridian Credit
Union had signed on as financial institution.
Meridian manager Cathe Lovell told Exchange that while the end result seems
simple – Chalmers deposited $25,000; Meridian uses that to guarantee the mi-
crofinancing loans, and does all of the administrative and interesting work related
to the loans – it was anything but simple to set up ¬– there was no process in
place for microfinancing. That is partly because the loans are smaller amounts
that would normally be approved, and but all of the standard interviews and pa-
perwork still had to be completed.
In the end, though, it’s working well. Chalmers is paid interest on the deposit;
Meridian charges the minimal prime rate for the microloans. Lovell says Merid-
ian is very pleased to be part of this innovative enterprise.
Buttars refers to this widening impact as “standing on the shoulders of others…
each one of us making smaller or larger contributions… that will work towards the
alleviation and end of poverty in our community and world.”
Meanwhile, the Guelph Bridges Out of Poverty advocates continue to work to ac-
complish their stated goals:
• to move individuals from poverty to self-sufficiency
• to reduce social costs related to crime, poor health, and welfare
• to strengthen educational attainment and job skills
• to enhance economic development
• to improve on-the-job productivity
• to revitalize neighborhoods
• to build sustainable communities where everyone can live well.- Paul Knowles

From left, Cathe Lovell, Meridian Credit Union; Tina Brophey, mircrofinancing loan recipient, and
John Buttars, of Chalmers Community Services Centre.
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NEW GOOGLE HEADQUARTERS A NOD TO
THE PAST, A GLIMPSE OFTHE FUTURE

“ANADDRESS FORTHE INTERNET
OFTHINGS”
The changes brought to Kitchener-Waterloo by the construction of the ION Light
Rail Transit system may be the big news in town – but this is not by any means
the only news. A lot of attention is being given to the repurposing of buildings
near the LRT – such as the new Google facility in Kitchener – and the construc-
tion of new buildings – including the office building atWaterloo Town Square – but
there is also a lot of activity not directly related to LRT changes.
Kitchener Mayor Berry Vrbanovic suggests that the dynamism in the core is “con-
tagious”, and he points to several major developments in Kitchener that will con-
tinue to re-shape the city. And only one of them is on the LRT route.
Regional Chair Ken Seiling agrees, telling Exchange,“The impact is not just in the
corridor.”
Included on Vrbanovic’s list are the former Budd Automotive site on HomerWat-
son Boulevard, the Lear plant on Manitou Drive which closed in November, the ven-
erable Schneider’s facility on Courtland Avenue, and the newly announced
Catalyst 137 facility on Glasgow Street. Of these four major development oppor-
tunities, only the Schneider’s property is close to the LRT line.
Vrbanovic – and, it might seem, the entire start-up community in the Region – is
pumped about Catalyst 137, a 450,000 square foot facility. It’s the former Do-
minion Tire and Rubber Company that a three-man partnership is repurposing
into what is being described as “a world-class space for makers.”
Miovision founder Kurtis McBride is one of the principals involved in Catalyst
137, along with Mike Bierstock and Frank Voisin. At an unveiling of the plans for
the new facility,McBride pointed to a gap in facilities for maturing hardware start-
ups in the region.There are several excellent incubator centres in KW, he said, but
there are very limited options for hardware start-ups that succeed and grow.
McBride noted that there is a lack of “maker space… manufacturing and ware-
housing space” available.
This is not old-style manufacturing, by the way. McBride and his partners are
creating a space for the future. As he expressed it, “We need an address for the
Internet of Things. It’s undeniable that there is a cluster forming inWaterloo around
IoT… we have the opportunity to be world-leading in that area.”
Bierstock has been working on the Catalyst 137 project for about two years; the
plan is for the facility to open in 2017. He said,“We’re trying to develop this build-
ing as a catalyst…. Much more of an ecosystem than a building.”
Catalyst 137 sits on 24 acres, and the partners stressed a feature not usually
discussed with core area facilities – parking. There will be space for 1,200 cars.
McBride noted that Miovision moved four times in its first five years, after “grad-
uating” from the Accelerator Centre. That drains energy and impetus, he said. The
new facility is intended to provide however much space a tenant needs at the
various stages of their growth.
Mike Kirkup, who heads the University of Waterloo’s Velocity Centre, was at the
launch, and said that Catalyst 137 meets a real need. “We’re creating so many
companies that are coming out, and they really need 1500 to 3500 square feet.”
Catalyst 137 is making waves with its niche-filling mandate, but as Vrbanovic un-
derlines, opportunities abound throughout the city.
The future of the other three properties the Mayor mentioned will be quite dis-
similar, he suggests. The Lear plant will probably stay in the manufacturing sec-
tor. “I believe that building is going to be re-purposed from a manufacturing point
of view… that building will come back to life in its traditional form.”
On the other hand, says the Mayor, the Schneider’s property will undergo “signif-
icant reengineering.” He calls it “a unique asset… an opportunity to be transfor-
mative for our community,” anticipating “a blend of advanced manufacturing,
offices, residential, and commercial…. a neighbourhood.”
Vrbanovic says the Schneider’s property presents “a unique opportunity for the
right developer to re-purpose some of the existing buildings.”
Both the Schneider’s and the Budd properties “have attracted interest from
across North America and overseas, as well as from people in the community
and elsewhere in Canada,” he said, adding,“I’m hoping they take into account the
legacy of the company and the responsibility to the community and sell it to
someone with a great vision and the wherewithal to develop that vision.”
The Budd property, on the other hand, will probably not be sold as a complete
piece. “I anticipate they will sell it off in components,” said the Mayor. He noted

that 40 acres of the property are zoned industrial, 25, retail, and three acres, of-
fice/retail.As well, the city owns adjacent property currently used as soccer fields,
which “could be repurposed if the deal was there.”
Repurposing is a common theme when it comes to development in the region.
And according to Mike Polzl, Broker of Record at Cushman &Wakefield Waterloo
Region, businesses looking for office space are opting either for completely repur-
posed spaces, or brand new facilities. He told Exchange,“Retrofits and newly built
buildings,” he says. “That’s what most of the clients are asking for.”
Polzl says that while completely retrofitted buildings are popular with many
clients, ICI tenants are less and less interested in facilities that are aging, with-
out up to the minute retrofits. Occupants are increasingly interested in efficiency
– energy efficiency, but also “efficient occupiable area,” he says. “Buildings have
to be more mean and lean.” According to Polzl, the overriding trend is toward
“maximizing the opportunity for many employees to occupy the least amount of
square footage... but not compromise the quality of the environment.” He quan-
tifies that by suggesting that in the recent past, the benchmark was around 300
square feet per employee – that figure has moved down, to 100 to 150 square
feet.While not every company is looking for the same kind of facility, few, he says,
are choosing 20 or 40-year-old buildings that have “an old, obsolete design.”
Peter Benninger, of Coldwell Banker Peter Benninger Realty says that new office
construction is becoming more active in Kitchener-Waterloo. And he adds that
there is a definite focus on making necessary changes to accommodate growth
in the tech sector. He told Exchange that landlords need to be willing to invest dol-
lars in their properties to accommodate needs of their tenants. Benninger de-
scribes the rush to repurpose brick and beam buildings as “a flood”.
Kitchener’s mayor agrees: “The whole downtown continues to be an area of
growth… there’s a lot of interest in it. Our innovation district is expand-
ing.” Vrbanovic sees no end in sight. “These are national and global names and
brands – they send a signal out to the broader market that there’s something
happening here.” - Paul Knowles
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From left, Frank Voisin, Mike Bierstock, and Kurtis McBride of Catalyst 137.

“We opened for business in Kitchener-Waterloo just 10 years ago, with four em-
ployees. Today, we’re 400.” That, in a nutshell, is the story of Google in Waterloo
Region, as told by Sam Sebastian, Country Manager, Google Canada. Sebastian
was speaking at the official opening of Google’s new Canadian engineering head-
quarters, the restored Breithaupt Block building.
He was joined by a raft of dignitaries, including Canadian Prime Minister Justin
Trudeau, who told the audience,“It’s really amazing to see the innovative, forward
thinking, hardworking proud Canadians gathered here, participating not just in
success in KW and the area, but success around the world – the innovation, the
entrepreneurship that comes our of here…. Businesses like Google harness the
incredible talent and capabilities of Canadians. “
Canada-wide, Google has a team of 700 in four offices, the majority in KW. Said
Sebastian, “Our investment in Canada, in the Region, is for the long term. We
have tripled our space by moving into this building.And we are very bullish on the
continuing growth of this engineering team and the investment in Canada.”
Steven Woods, Google Canada’s Director of Engineering, who is responsible for
the company’sWaterloo Region operations, commented that the new facility was



earned through the efforts of the engineering team:
“In Google, the way it works is, if you’re successful in
the projects that you have, you’re just given more
rope. It’s a credit to the engineers here that we have
had a lot of success. A very high quality of engineer
comes out of the University ofWaterloo.We have a lot
of them – 60% of the engineers are from Waterloo.
Our success, combined with the availability of good
talent, make that growth possible.”
He added, “We’ve been a part of the Kitchener-Wa-
terloo tech community since 2005 and have seen up

close that it is bursting with talent and energy. The
Googlers based in Kitchener-Waterloo have been
major contributors to Google’s product innovation.
The University of Waterloo remains one of our top
schools for recruitment anywhere in the world, and
we’ve invested heavily in local startups.This region is
a major source of entrepreneurial computer science
talent, and we’re continuing to grow as fast as we can
hire.”
The new Google facility combines the repurposed
“brick and beam”portion of the Breithaupt Block with
the first new office building to be erected in down-
town Kitchener in decades. The total facility includes
185,000 square feet; the newly build office space
comprised 100,000 square feet of that total, plus
below-grade parking.
Jason Martin, of Robertson SimmonsArchitects, was
project architect for the Google project. He told Ex-
change that he was thrilled to be involved in the new
office space; he sees it as an important step for the
area, “almost like a start for the district.”
Martin notes that while there have been brick and
beam restoration projects (such as the Tannery) and
institutional construction (The School of Pharmacy),
this is the first brand-new office construction in the
area in decades, “the first Class A office building on
King Street in a long, long time.”
The Breithaupt Block is a former rubber manufactur-

ing facility. The property spans an entire city block at
the heart of the Waterloo Region Transit system, di-
rectly across the tracks from the Region ofWaterloo’s
future multi-modal station. The facility includes a
computer science workshop for local students.
Sebastian had nothing but praise for the community
that has become Google’s number one location in
Canada. “Kitchener-Waterloo has an incredible mix
of world-leading engineering and science education,
feeding into a dynamic young start-up community,
and anchored by global tech companies who could
spot the incredible talent in the area. It’s like light-
ning in a bottle – you could try this in a hundred dif-
ferent places and never achieve the same type of
community as what has been created in KW.”
Sebastian told the audience at the grand opening

that Google’s new home, combining the old building
and the new structure, is a strong symbol ofWaterloo
Region’s past successes and future potential. “If you
look past the climbing wall, the game rooms, the
micro kitchens, that we’ve made famous here at
Google, you can still spot some careful preserved ves-
tiges of KW’s industrial past.
“We’ve taken a century-old building, and wrapped it
in the most environmentally friendly building mate-
rial of the day. But if you look at the polished old con-
crete, and oversized beams, you’ll see a reflection of
this region’s very bright future…. This is an important
Canadian export story.And it’s not unique to Google.
Within a few square kilometres of where I’m standing,
there are over 1000 start-ups… a very real glimpse
of this region’s future.”
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Google’s Steven Woods, left, with Prime Minister Justin
Trudeau and Natasha Alder, a student from Northlake Woods
Public School in Waterloo.
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THROUGH THE
LENS OF

OPPORTUNITY
Envisioning a future built on a solid foundation of innovation
by Jon Rohr

Why? Why do we think Waterloo Region is special? Why do our local leaders
express such faith in a highly innovative future?

These are fair questions.
Why do we think we have a unique ecosystem? And a question that may be

even more important, “Does the world agree with our assessment, and if so,
why?”

Local experts point out that Waterloo is a globally recognized name that has
been associated with cutting edge invention and commercialization since
Joseph Seagram put whisky in a bottle back in the late 1800s.

Before that, it was belts to drive manufacturing; more recently, changes to
education and of course the game-changing technology of digital communica-
tions.

The area we call “Waterloo” consists of three complementary cities, as well
as four townships. In some of those rural areas, you can still see how Old
Order Mennonite traditions deepen the diversity, with their collaborative
approach symbolized with a simple barn raising – an image borrowed by the
urban centres to honour their community leaders as “Barnraisers”.



The Accelerator Centre’s Paul Salvini
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“Ahead of the game”
Historically, Waterloo has shown

time and time again it is an economy
engineered to deal with changing eco-
nomic realities head on, ensuring that
current societal needs are met. Region-
al Chair Ken Seiling says we’re a com-
munity that “stays ahead of the game”
and that our business community “re-
invents themselves”.
Prime examples of this forward

thinking, says Seiling, include the Uni-
versity of Waterloo’s innovation of cre-
ating a unique policy on intellectual
property, and the development of the
“co-op program”.
Waterloo is a diverse community

that continually illustrates its
resilience. But how and why does this
comparatively small population of
hard-working people build a system
that not only prepares its own
resources for great accomplishments,
but also designs its own supply chain,
and then inspires its talented people
not only to “pay it forward” by con-
tributing back to the community, but
also “pay it forward” to the rest of the
world.
Our educational and political leaders

claim Waterloo is a place where inno-
vation occurs, and where commercial-
ization strategizes for these innova-
tions are needed.
As the business publication serving

Waterloo Region we ask, “Are we truly
innovative? If we are, how did we get
this way?”
It’s widely accepted that we’re best

known globally through the outreach
programs of University of Waterloo,
and its brilliant alumni. As a bricks and
mortar symbol, UW visibly centres the
geographic location known globally as
Waterloo.
For the last 60 years, outreach has

been the main driver of our brand, a
brand best known as “Waterloo”

although it encompasses all seven
municipalities. But in the last decade,
we have seen a reversal, where global
companies are seeking to locate in the
Waterloo area. Recently Google
opened its largest Canadian campus in
Waterloo region, taking advantage of
entrepreneurial talent from UW and
other institutions. Google Canadian
Managing Director, Sam Sebastian
indicated at the recent grand opening
of their campus that out of the 700
employees working at Google in Cana-
da, 400 are in Waterloo. Waterloo-
based engineers work on Gmail,
Chrome, Ads, Fibre, and Hub; 60% of
these engineers are from UW.

So why does Waterloo rock? Why
did a funky business publication like
INC. say that Waterloo is the global
ecosystem to watch? And why does
Steve Blank, Silicon Valley pioneer,
say, “I was blown away by the ecosys-
tem here”?

10 years of AC
Dr. Paul Salvini is CEO at UW’s

Accelerator Centre, which is celebrat-
ing its 10th year. The energetic Salvini,
its fourth CEO, has an impressive CV,
including being named one of Canada’s
top 40 under 40 in 2007. He was Chief
Technology Officer at Christie Digital
Systems Canada Inc. and prior to that

led an award-winning team of mathe-
maticians and software developers in
the creation of 3D animation and visu-
al effects for Hollywood as Christie’s
Technology Chief.
Salvini is on the cutting edge of R&D

and by linking this R&D to real-world
uses, he’s on the cutting edge of future
commercial products. As CEO, Salvini
continually encounters students with
the unique combination of technology
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Ken Seiling says we’re a community that “stays ahead of the game”
and that our business community “re-invents themselves”.
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smarts, youthful dreams and passion.
He’s helping to build the business leaders of tomorrow,

and to him it’s nothing short of enthralling. “The change that
we’re starting to see is pretty exciting, as more commercial-
ization activity is coming out of the University”.
He’s delighted that his facility is not alone in producing

this growing impact. He points to companies emerging from
the institute for Quantum Computing, “one of the biggest,
exciting areas in research, absolutely”.
This has world-changing potential, says Salvini. “Quan-

tum technology and quantum computing will lead to a level
of technological change similar to what we saw with the
digital revolution,” or the computer revolution. “The level of

disruption we’ve seen to date, we’ll see that level of disrup-
tion yet again through quantum technology, so it’s pretty
incredible.” He anticipates the earth-changing implementa-
tion of what is now commonly referred to as The Internet of
Things (IoT).
IoT describes a not-distant future where embedded sen-

sors relay useful information from many different sources,
facilitated by new technologies in ultra communications,
like quantum computing. “Quantum computing will lead to
the ability to solve problems that are just not practical today,
with even the most powerful computer. And we’re just at
the early stages where we are starting to see the companies
commercializing research.”
We know that quantum computers will be very good at

solving problems like factoring large numbers, and so it
means we have to change the way we protect information.
We do have a bit of lead time before we enter the era of
quantum computing, where we have to change the way we
protect information fundamentally. Currently there are two
different companies at UW working on this problem; Salvini
suggests, “a little internal competition at the Institute is
always good” for innovation.

Innovation is…
Tom Brzustowski is past Chair of the Quantum Nano Cen-

tre at UW. He was the president of the Natural Sciences and
Engineering Research Council (NSERC) from 1995 to 2005.
He was a member of the board of the Institute for Quantum
Computing, and from 2010 to 2014, and he was Chair of the
Scientific Advisory Committee (SAC) for the Council of
Canadian Academies. In 2012 he wrote the book “Why We
Need More Innovation in Canada”. We spoke with him,
seeking to arrive at a definition of innovation.
“The main point about innovation,” Brzustowski says, “is

“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.
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that it is very, very difficult. And that it requires a complex
system in which people with varied skills and various
responsibilities make the right contributions.”
Highlighting something Jim Balsillie has written recently,

concerning the difficulties in the international business of
intellectual property rights, Brzustowski gives the example
of how difficult it is to “grow an international and competi-
tive company in light of the competition. You realize how
difficult things are. So at that level there is great difficulty.”
Jim Balsillie was co-CEO of RIM (now Blackberry). He

and Mike Lazaridis have been sole instigators of some
pretty amazing Institutes, including the Centre for Interna-
tional Governance Innovation (CIGI) and The Perimeter
Institute of Theoretical Science (PI). Located across the
street from each other, these two uniquely diverse insti-
tutes thrive.
Institutes are a great way to do multidisciplinary work.

Salvini points the newly formed Schlegel-University of
Waterloo Research Institute for Aging: “No matter what dis-
cipline you’re from, focusing on a aging population, and
the research that goes on surrounding that ... what that
means is incredible opportunity for commercialization, as
companies can emerge in these areas of focus.”
It’s that type of company Salvini is “really excited about”.

It’s based in research, so you have a real reason to have a
meaningful, differentiated value proposition when you start

a company, but also, because it’s ongoing research, that
stream of discoveries will continue to fuel the success of
the company. “The companies will never be growth-con-
strained by access to talent, because you have talent being
generated by the university, which is one of few renewable
resources.”
People are starting to look at the world “through the lens

of opportunity,” says Salvini.
“They’re really looking at the world, saying ‘You know

what? Not all the great ideas have been discovered, and
we’re just scratching the surface, we’re at the infancy here
in terms of destruction.’ New technologies are creating
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opportunities to disrupt on a scale we’ve never seen before,
whether in tackling the big problems of health care, educa-
tion, really exciting opportunities to be destructive – bank-
ing, finance, and investment”. Salvini sees huge opportuni-
ties; “the neatest… is to see the evolution of entrepreneur-
ship and innovation and sort of the maturation of the think-
ing from where it started off.”

In our “genome”
Retired University Professor Ken McLaughlin believes

innovation underlies our very “genome”. McLaughlin

recently launched a book that helps explain the entrepre-
neurial foundations of Waterloo North and South, a founda-
tion that for over 200 years has fostered a community con-
stantly improving itself.
In researching his book, McLaughlin discovered that

Berlin, as Kitchener was called in the 1800’s, passed a
bylaw “for the bonusing of companies, to grant an aid to a
company to remain in the community or to establish itself.”
“This is an example of the community supporting this

entrepreneurial, I would say innovative activity, and the
date for that begins in 1873 when they passed a factory
bylaw to encourage local industries… local entrepreneurs. “
So it’s in the DNA, and was, even before 1873. McLaugh-

lin adds, “I was asked to write a history of the Germans in
Canada... What I discovered was that the Germans in Cana-
da were a unique entrepreneurial group. They were restrict-
ed in Germany by the Guild system… if you were a transi-
tional entrepreneur or apprentice you could not become a
master in your own home town. Each home town had one
master for that particular craft. And at the same time, the
industrial evolution in England is occurring and they are
importing industrial goods into the German states… and
driving down the prices so that the economy for skilled
craftsman and tradesman was really at a break point. So
the largest number of immigrants that we see are farmers,
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and a overly high proportion of
skilled trade-ins and craftsman.
“Whereas [with] people coming

from Scotland or Ireland or great
Britain, or other countries, you don’t
have the skilled outflow of craftsman
and tradesman to the same degree...
They’re more likely to be lawyers, or
doctors, or farmers to be sure or in

the military. But what we’re getting is
a very different kind of socio-eco-
nomic group.”
Mclaughlin also realized that,

because of how they were raised in
the Germanic states, “what they iden-
tified with, because Germany was not
a united nation, was their home
town. So there is this tremendous
sense of loyalty to what becomes
Berlin and I think the same thing for
what becomes Waterloo. That per-
sists, and that’s the base – home
town loyalty, tremendous sense of
pride in their home town community.
Their identity is tied up, not in poli-
tics, but… with their craft or their
trade or their skill set.
“In 1870, in any given week, there

were as many as seven travellers, or
salesmen, leaving this community on
the Grand Trunk, travelling across
Canada selling the goods made in
Berlin. It’s really a simple case of who
they were. Are we born entrepreneur-
ial? That’s a whole other debate.”

An idea is not enough
Brzustowski thinks that all to often,

people take a simple view of innova-
tion – they equate it to having a good
idea. But that’s not enough. “Innova-
tion,” Brzustowski says, “really
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“The change that we’re
starting to see is pretty

exciting, as more
commercialization activity is
coming out of the University”.

– Dr. Paul Salvini
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involves two things: one, a new idea; two, putting it into
practice. You have to have both.”
Innovation is not invention. “Invention is the new idea”

he states, “that you develop and demonstrate and learn
about… Invention plus commercialization is one example
of innovation.” Proposing an idea and having it adopted;
proposing a product and merchandizing it, or marketing it
successfully: these are examples of innovation. “So you’ve
got to have them both” he states.
Brzustowski says, commercialization is a difficult activity

requiring great expertise, great talent, “but they happen to

be different than the ones required for producing the inven-
tion in the first place”.
He believes that perhaps only one in a thousand top

researchers also have the talent for commercialization.
Brzustowski only claims to have known one or two people
like that. “It is just rare.” He warns that you can’t assume
that all you have to do is the technical side “and after that it
should look after itself”.
Brzustowski illustrates innovation with a symbol image:

he crosses his arms, forming four quadrants: upper and
lower, left and right.

“Think of a four possible combinations”, he suggests.
”Any innovation is the new use of knowledge,” but it’s not
quite that simple. There is innovation based on research, or
“new knowledge”. There is innovation based on design, “a
new use of prior knowledge.” Either can be commercialized
by a new venture, or by an existing firm.
Thus, the four quadrants – upper right, “research based

innovation, commercialized by a new venture”; upper left,
“design based innovation, commercialized by a new ven-
ture”; lower right, “research based innovation commercial-
ized by an existing established firm”; lower left, “designed
based innovation, commercialized by an existing estab-
lished firm.”
Brzustowski continues, “The upper right, that’s really

exciting stuff, this is the sexy stuff, this is what politicians
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love to announce – the guy in the
white coat peers into the microscope,
screams ‘I’ve got it!’, runs out and gets
a billion dollars…” He
pauses. “No, it doesn’t
work like that,
because the new ven-
tures, whether
designed-based or
researched-based, are
small to start with,
they’re short of time
and money, and they
have to learn how to
do business.”
“They may not know who their first

customer is going to be, they may not
know who’s going to sign their first
purchase order, they probably have
the idea that this is such a great idea
that it should sell itself. But they real-
ize very quickly it doesn’t. You actually
have to go and sell.”

“It’s very attractive for the inventor
who wants to be the CEO to just keep
getting more and more money, from

VC or grants or whatever, and just
improve that product.” That eventually
leads to ruin; Brzustowski is clearly

frustrated when he considers the pit-
falls of research without commercial-
ization, with product “improvement”
that doesn’t involve market feedback.
He’s frustrated with researchers who
have it 94% right, but now want to get
it to 97%, then want to get it up to
98.5%, “as opposed to the option of
saying, ‘Let’s find some customers
who are prepared to buy it at 92%, let’s
find out how they feel about it, and let
them suggest improvements’.”

This is a very different approach –
and one Brzustowski is convinced is
the key to commercializing innova-

tion.
He stresses that there

is nothing unique about
research. “Other people
are doing research, it’s a
international activity.”
Getting caught up in
research without giving
thought to all of the
other elements in suc-
cessful commercializa-

tion is a dead-end street. A successful
innovation has to be financed, market-
ed, protected from an intellectual
property perspective, has to have a
supply chain.
A successful innovator/ entrepre-

neur “has to learn to do all that, and
that’s a challenge, it’s hugely impor-
tant.”
Brzustowski believes that learning

how to marry innovation and com-
mercialization is a key to the next
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level of success in Waterloo. He points
to “such a strong legacy of manufac-
turing and innovative industry… in
this region,” which creates “the oppor-
tunity to marry innovation and
advances in things like nano-tehnolo-
gy, nano-materials, advanced manu-
facturing, additive manufacturing,
with the existing industry.” It’s crucial
to ask, “How do we make sure that
our own companies are more produc-
tive, because of the adoption of tech-
nology and the energizing technolo-
gies, and how can Southern Ontario
becomes more prosperous as a result
of innovation?”

A world of opportunity
Salvini believes a new vision is

developing: “We’re really starting to
teach people to see the world as this
great place of opportunity… from the
beginning, our students, our faculty,
our people who are part of this entre-
preneurship ecosystem, they’re look-
ing at the world differently – and that’s
pretty exciting.” And when you have
the whole town looking at the world
differently, you create opportunities to
innovate at a completely different
level.
“True disruptive innovation, that’s

what I’m excited about,” adds Salvini.

Having the whole town support
local initiatives is not that new in
Waterloo. McLaughlin points to the
history of the community: “You get all
these small companies aided by the
municipality, were the city will release
them from tax burdens. No tax, as
long as you provide ‘x’ number of jobs.
‘X’ is usually small, like 25 or 30.”
He adds that Waterloo wasn’t

“doing what Toronto was doing – cre-
ating a metropolitan dominance over
a hinterland. For these people in
Waterloo, the hinterland was Canada.”
That was the thinking at UW when

“its revolutionary co-op program
launched in 1956-57; the tradition was
that most universities could recruit
only in their home area”, not Canada-
wide.
“Co-op was a bit suspect”, says

McLaughlin. “There were questions
about academic integrity of co-op. In
the very beginning the University of
Waterloo sent two of its leading pro-
fessors to every high school in
Ontario, explaining what co-op was.
And then they also began recruiting in
the North. Mathematics recruited a lot
of people from Northern Ontario, and
they came here because mathematics
was a new area. They would actual go
up as a team, the professors, Ralph
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“The world is a great place of opportunity”: Salvini
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Stanton and Ken Fryer. They had a
whole show to go on road.”
McLaughlin’s histories make it

clear that education, innovation and
business have long been intercon-
nected in the history of Waterloo. He
writes about the founders UW – Ira
Needles and J.G. Hagey. McLaughlin
points out, the two founders are
“often mistaken for engineers, but
they were both salesman, with arts
degrees, one from neighbouring
Waterloo College now WLU. What
drove them both was that both had
concerns for community children and
for industry in Canada.”
Needles felt that Waterloo children

were not getting a good education

and were “falling by the wayside”.
McLaughlin says he really felt that
they had to find a way to keep these
young students in high school and
give them an opportunity to go to a
university. Co-op gave them access to
university that they wouldn’t have
had, which their parents would
approve of it because it was practical
– always a consideration in this com-
munity. This was the start of the sys-
tem that would build businesses like
Blackberry, Opentext, SAP, and a host
of other recognizable technology
brands.

“Thinking bigger”
Today, “we see it throughout the

community,” says Salvini. “It’s so
neat to get into those conversations
with people like that, because they’ve
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“The main point about
innovation is that it is very,

very difficult. And that it
requires a complex system in

which people with varied skills
and various responsibilities

make the right contributions.”
- Tom Brzustowski
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done it before,
they know what
it takes, but now
they’re thinking
d i f f e r e n t l y ,
they’re thinking
bigger and
they’re seeing
real opportuni-
ties to do new
things.”
S a l v i n i

believes the
Waterloo ecosystem is starting to mature. And with that has
come the understanding that building great companies that
can stand the test of time, can scale, grow and create jobs in
new industries, “is pretty serious.”
He agrees with Brzustowski that this requires a level of

sophistication beyond a technologist with an idea, and “so
we are starting to really think about how the academic insti-
tutions within this region can work together from the begin-
ning to allow really strong companies to be built, as opposed
to technology ideas. To be able to bring together the best of
what’s happening at Laurier, the best of what’s happening at
Waterloo, the best of what’s happening at Conestoga and
Guelph, that’s exciting because that’s an opportunity to take

what we’ve been doing to date to a whole new level.”
Salvini believes this will be the “cornerstone of the next

ten years… to focus on how to truly build strong companies,
ones that can scale, that can be global players from day one,
that will be fundable, and where their growth won’t be con-
strained by access to funding. The fundamentals will be
there, they’ll have all of the right skills baked in from the
beginning, and they’ll be mindful that truly great companies
aren’t just innovative in one way, they’re innovative in every
part of the business.”

W h e n
companies
think inno-
vatively, in
technology
and also in
design with
respect to
the user
experience,
and have

that embedded in their business model, we’ll have some
amazing companies coming out of the region. Says Salvini,
“So that’s what I’m so excited about: the maturation of the
ecosystem in that understanding.”
Our maturation is been recognized. “We’re starting to see
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“We’re starting to see Waterloo
showing up more and more

internationally. What that means is
that there’s a lot of attention on this
region and people curious about us.”

- Paul Salvini

Brzustowski: Innovation is invention plus commercialization.
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Waterloo showing up more and more internationally. In
articles on innovation, articles on entrepreneurship, in
speeches by Prime Minister Trudeau,
investment from Google. Recently
INC. magazine named Waterloo ‘the
number one emerging startup
ecosystem in the World, ahead of
Hong Kong.’ That’s awesome,” says
Salvini. “What that means is that
there’s a lot of attention on this
region and people curious about us.”
With attention come opportunities.

Right now we have new companies
coming into town, saying they want
to be part of this incredible ecosys-
tem. “When global companies want
to help us create a culture of innova-
tion… then they want to be part of the incredible start up
activity that’s going on here, because in many ways, our
start up companies are providing innovation that could be
really valuable to current and big industry,” says Salvini.

Disruption “an ongoing thing”
So how does an outside company begin to look at Water-

loo? “One way” says Salvini, “is they can start is to look to
innovate through partnership and acquisitions. What do we
have to offer? Early access to the best ideas, and the best
talent. That’s very, very valuable, so we can help there.”
But really, what would drive a big company to move, and

set up in Waterloo? Salvini believes companies that are
coming to town, “know a little bit about the future.”
“They’re starting to realize that this concept of disruption

wasn’t something that happened once… It’s an ongoing
thing and we’re only now beginning to find the true poten-
tial of disruption, even in the technology space.”

Outside companies are “intrigued about the questions:
What does the future look like? How will the world be differ-

ent in a era of quantum technology?
How will the world be different
when we have access to new nano-
technologies and nano-materials?
And, Can you help us see how things
will be different when we start to
use data differently?”
“The place to start,” he suggests,

“is to envision different business
models. We’re finally getting to the
point where we can start to leverage
all the hard work that went into the
first ten years, to really create an
amazing next ten years. And it will
be incredible for this region. I think it

will be an amazing ride.”
The global question for this country is, “How can Canada

move from being a resource-based economy to really win-
ning and leading in the information economy, and the
knowledge economy?”
Waterloo fits perfectly into such a future, and the future is

exciting. Salvini says, “I think it’s again part of that transi-
tion to say it can’t be about the price of labour, it has to be
about the value of productivity and innovation. Now you
couldn’t be in a better place with respect to that.
“I also think that the current low dollar provides a great

opportunity, for our Canadian exporters and manufacturers
to make those investments in the next economy, so that as
we move out of the resources economy and the dollar
strengthens, we are in a much better position to compete
globally in manufacturing and advance manufacturing.”
Are we innovative? If we look to future by considering our

past, the answer is clearly “Yes.”
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“There is this tremendous sense of
loyalty to what becomes Berlin and I

think the same thing for what
becomes Waterloo. That persists, and
that’s the base – home town loyalty,
tremendous sense of pride in their

home town community. “ – Ken
McLaughlin
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How do you describe your community? Now, how do you
describe the community above that? And how many com-

munity layers above that are there before you get to the layer you
would use to tell a complete stranger in another land, where
you’re from?
Would you say, “St. Jacobs”, or

“Kitchener”, or “Cambridge-Galt”? or
“Waterloo?” or “Ontario,” or “near
Toronto,” or simply “Canada”?
When we market our communities

services and products to the outside world, we brand our “desti-
nation”, with the perception that we leave. Back in the day, when
I traveled around the globe, I would explain to business people,
“Waterloo, where your Blackberry was invented”. That was when
everyone in business had a Blackberry, and identification
occurred quickly. It provided both a geographic destination and a
tangible model of what the people at our destination could do. I

was proud, and that description often led to further engagement.
With the decline of the Blackberry brand, it’s less effective now,
other identifiers have filled the void, and are recognized globally
... did I say more than just one?
Today, we’re at another junction when identifying our brand is

top of mind, as a result of the new
Waterloo Region Economic Develop-
ment Corporation now headed by CEO
Tony LaMantia, and mandated to
improve the business of Waterloo
Region’s commercial, industrial and

institutional businesses.
For the past year, Cambridge, Kitchener and Waterloo have

been working on their city-centric strategic plans, part of which
is the creation of statements and slogans, designed to engage
and provide ”feel”. Cambridge has come up with “Cambridge
Connect: Our Voice Our Vision”; Kitchener: “Make it Kitchener,”
and the City of Waterloo… at this point seems to be just Water-

FEATURE STORY

BRANDING AN ALREADY
BRANDED DESTINATION
by Jon Rohr

To the outside world, none of this
really matters



loo, although Mayor Jaworsky and team
are developing a new description.
I’m going to suggest that, to the out-

side world, none of this really matters.
The real issue is not the creation of some
clever – or less than clever – promotional
tag. Before we start drafting catch-phras-
es, we must first ask some questions: like
what the outside world thinks, when they
think of us? To be honest, most people
probably don’t think of us, at all, but to
the very limited number who do, what do
they see?
We’re putting a lot of faith in our new

development corporation; across the
Region, we have agreed that we need a
marketing organization, selling the busi-
nesses of the Region to the world. The
reason, we have all agreed on – because
we need to grow, or we perish. That’s a
lesson a lot of us have learned from UW
economics professor Larry Smith.
That’s the why – but what about the

how? And that’s where careful attention
to branding comes in. We, as a regional
entity, need a brand – something that
instantly introduces the diverse and com-
plex products we bring to the globe..
According to branding experts I trust,

the success of a brand involves the “first
level read”. To borrow from Steve Levy
(see article on page 6) the idea of brand-
ing is to figure out a way to make a big-
ger impact, or at least “bigger than the
others”. To me, the word “impact” implies
something powerful and immediate.
As we try to examine our own brand,

we can easily slip right by this immediate
impact factor. We get caught up in details
and political baggage. And that’s where
some of us are, right now, buried in
detail, missing the bigger picture.
Why do our cities pay attention to indi-

vidual brands? At the same time that
they have bought in and are funding a
regional economic development corpora-
tion to do just that? We need to think
about our collective purpose.
Most of us feel we don’t have a solid

brand image.. I think most of us may be
wrong; are we too focused on the individ-
ual trees that we cannot see the forest
that the outside world sees clearly?

Last November, Zoe Henry, a reporter
at Inc., wrote: “Located in the heart of
Canada’s Technology Triangle, Waterloo
has the second-highest density of start-
ups in the world. Here’s a look at how
this tiny hub is becoming a scene for
entrepreneurs.”
Do we have a branding issue? Many

believe we have a brand, a brand under-
stood by the business world around us,
but one that, for parochial reasons, citi-
zens refuse to buy into. To me, their are

four words that outsiders use to describe
our community, “technology”, “entrepre-
neurship”, “education” and “Waterloo”.
Saj Jamal has done branding for cities

like Whitehorse, Cambridge, Owen
Sound, and for PEI. He is currently VP of
marketing at Communitech. Jamal says:
“Don’t fight what’s out there. You kind of
go with what it is, so you can capitalize
with that piece.” He adds, “The reality is,
let’s come up with one common mes-
sage” – a common message that has the
legs, that tells it like it is.
And then, like Exchange is doing, let’s

get together, get everybody on the same
page, let’s tell the same story, our story,
the story that will attract the interest of
innovative companies in the world.
Creative types love the exercise,

bureaucratics love the activity, politicians
love the fanfare, certainly the exercise,
activity and conscious raising is helpful,
but let’s not put the cart before the horse.
The best thing we can do is to confirm in
the minds of outsiders that their view of
us is correct: we are collectively Water-
loo, home with a history of startups from
students, a scene for entrepreneurs who
are cutting edge because of their educa-
tion choice, that got them a well rounded
start. If that’s what they perceive – that is
our most valuable truth, and truth is the
foundation for authenticity, and authen-
ticity builds brand.
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At the highest level our name is our
brand. Our key, top of mind attributes
make our brand. Once people are
engaged in this unique ecosystem, we
can encourage them to “peel the onion”
where they will find many layers that
make the Waterloo area so intriguing?
Through the University of Waterloo,

we continually establish strong emotion-
al connections with people all over - in
many ways, through empowerment. As
Levy says, what we have already
attained is drawn from complex reasons,
related to helping people feel good, com-
fortable, and safe.
So let’s ask two questions while we

ponder branding further: “What does the
world see when they look at the Water-
loo area? And “What is the contribution
my district, jurisdiction or centre pro-
vides to this global perception? When we
see what they see, we will be one step
closer to authenticating our brand, and
coming up with our simple yet powerful
message.

“Don’t fight what’s out there.
The reality is, let’s come up

with one common message.” -
Saj Jamal
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UNIVERSITY OF WATERLOO PROFESSOR ZHOU WANG
has won an E.W.R Steacie Memori-
al Fellowship – the prestigious
award from the Natural Sciences
and Engineering Research Coun-
cil of Canada – for his work in
understanding how people view the
quality of images and videos. Wang, of
the Faculty of Engineering, leads a
research team that is developing next-

generation ways to measure and
improve the visual experience for a
variety of multi-media applications.
Wang’s work is helping to understand
how we view the quality of video on
demand, HDTV, 3DTV, Internet televi-
sion and wireless video services, as
well as the imagery in the medical,
entertainment and education indus-
tries. Over the past decade Professor
Wang has developed the standard for
objectively measuring image quality,
called Structural SIMilarity (SSIM)
index. Companies such as Cisco,
Motorola, Ericsson AT&T and NBC
rely on the SSIM method to deliver
products and services with best possi-
ble perceptual quality to hundreds of
millions of viewers worldwide.
Professor Wang is one of six fellow-

ship winners to receive a research
grant of $250,000 over two years. He
plans to use his grant funding to
extend his research into the field of
Visual Quality of Experience.
In late 2015, Wang also won an

Engineering Emmy Award for
developing computational models that
accurately and consistently predict
how people view image and video
quality.

FOUR NEW STARTUPS MOVED into the Com-
munitech Rev sales accelerator,
making up the third cohort. They are
Dozr, Alaunus, CloudWifi, and
bitHound. The companies were
selected based on their current sales
and opportunity to grow their teams.
“I’m keen to get this cohort in house –
they’re all very different businesses
but each has wonderful market oppor-
tunities,” said Steve McCartney,
Vice President of Communitech’s
Startup Services Group. “They’re all at
the perfect stage to take advantage of
the program, and really drive their
sales. It’ll be exciting to see what they
are able to accomplish.”
Dozr’s equipment-sharing platform

connects construction equipment
renters with lenders.
Alaunus is a mobile IT platform

bringing outdated and inefficient
processes in healthcare into the 21st
century.
CloudWifi creates fast and reliable

cloud-managed Wi-Fi network servic-
es for businesses and consumers.
bitHound helps software developers

build reliable code.
During the next six months, they’ll

work closely with Rev’s embedded
executives team is made up of sea-
soned professionals, including:
Heather Galt, former VP of Market-
ing at Kik Interactive; Daryl Sher-
man, serial entrepreneur, focusing on
commercialization and sales; and Jeff
Fedor, founder of Covarity, with a
focus on product.

Zhou Wang
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Communitech Rev takes no equity
from its companies. The revolving six-
month program welcomes new com-
panies every three months.

PRIME MINISTER JUSTIN TRUDEAU and the
Minister of Innovation, Science and
Economic Development Navdeep
Bains came to the University of
Waterloo to announce $12 million in
funding to bring industry and academ-
ic researchers together to build the
next generation of water technologies.
Along with Feridun Hamdullah-

pur, president and vice-chancellor of
UW, and Dean of Science Bob
Lemieux, Trudeau and Bains also met
with Velocity Science student entre-
preneurs.
“It’s always a pleasure to see so

many innovative, enthusiastic young
people and extraordinarily inspiring
faculty. Thank you so much for show-
ing me some of the great work that’s
being done here at this amazing insti-
tution,” said Trudeau.
The $12 million, from the Federal

Economic Development Agency of
Southern Ontario, is being provided to
the Southern Ontario Water Con-
sortium (SOWC), which is located on
the Waterloo campus. SOWC leads the
development of business-led partner-
ships with post-secondary institutions
to create innovative products, tech-
nologies and services for the water
sector in southern Ontario.

“We can’t wait to see what our most
innovative Canadian companies have
in store for our communities. The
future is within our grasp and no
where is that more clear than in the
extraordinary community of Water-
loo,” said Trudeau.
Up to 90 businesses and not-for-

profit organizations in southern
Ontario are expected to benefit from
the funding through the development
and advancement of up to 80 collabo-
rative water projects. The investment
is expected to support at least 14 new

partnerships and create or maintain
520 jobs over the course of the proj-
ect.

THE CO-OPERATORS GROUP LIMITED, the first
Canadian insurance company to sign
on to the Montréal Carbon Pledge,
has lived up to the commitment it
made as a signatory to publicly dis-
close the carbon footprints of its equi-
ty portfolios. By signing the Pledge,
organizations commit to annually
measure and disclose their invest-
ments’ carbon footprints as part of an
effort to better understand the invest-
ment implications of climate change.
The Montréal Carbon Pledge was

launched in September 2014 and is
supported by the United Nations Envi-

ronment Programme Finance Initiative
and the Principles for Responsible
Investment. More than 100 organiza-
tions from around the world have now
signed on, and 2015 is the first year
they are required to disclose the car-
bon footprints of their equity portfo-
lios. The Co-operators is committed to
disclosing the same information relat-
ed to its fixed income and preferred
share portfolios next year.
As well, The Co-operators has

announced the results of its United
Way campaign. Co-operators staff
members across the country donated
$359,386 and the organization made a
corporate contribution of $239,514 for
a grand total of $598,900 donated to
United Way chapters across Canada.

KAREN GAVAN, PRESIDENT AND CEO of Eco-

Navdeep Bains
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nomical Insurance, had announced
the appointment of Elaine Laje-
unesse as senior vice-president and
chief risk officer. Lajeunesse has more
than 25 years of experience as a risk
management professional and actuary
in the Canadian insurance industry.
Before joining Economical, Laje-

unesse was VP and chief risk officer,
insurance, at BMO Financial Group.
She is a Fellow of the Canadian Insti-
tute of Actuaries and a Fellow of the
Casualty Actuarial Society.

TED SCHARF, A MEMBER of the Kitchener-
Waterloo Association of Realtors
and Broker/Owner of Royal LePage
Scharf Realty has received the KWAR
Volunteer Award. “With the amount of
time Ted has given to the community
and through so many organizations it
is hard to believe he found any time
give back to his profession as a real-
tor,” said KWAR Executive Officer Bill
Duce, “He has generously shared his
time, energy and talents, serving on
numerous committees of the KWAR
over the years, the Board of Directors
from 2005-2011, and as president in
2010.”
A realtor since 1980, Scharf founded

Scharf Realty in 1989 and joined Royal
LePage in 1999.
Scharf has the distinction of being

the longest serving President of the
Kitchener Rangers (nine years) and is
on the Executive Committee.

A former professional hockey play-
er, Scharf has promoted wheelchair
hockey, spearheaded the Kitchener
Ranger scholarship program, intro-
duced baseline testing for monitoring
concussions to protect hockey players,
supported the Kitchener Sports Associ-
ation, and coached track and field at
Sir John A MacDonald High School.

GINNY DYBENKO HAS BEEN APPOINTED to the
Board of TVO. Dybenko has more than
30 years of experience in the corporate

world. An advocate for technology and
passionate about education and men-
torship, Dybenko is the Executive
Director at the University of Water-
loo’s Stratford Campus focusing on
innovation sparked by the interplay
between digital media, international
commerce, and human culture. Prior,
she held the position of Dean of the
School of Business and Economics at
Wilfrid Laurier University and was
the founding President and CEO of
Bell Advanced Communications.

THE GRAND RIVER CONSERVATIONAUTHORITY has a
new chair and vice-chair. Helen
Jowett, a member of Waterloo region-
al council, has been elected chair and
Chris White, mayor of Guelph/
Eramosa Township and a councillor in
Wellington County, has been elected
vice-chair.
The 26-member GRCA board is

composed of representatives appoint-
ed by the municipalities within the
Grand River watershed.

Jowett replaces Jane Mitchell, who
was elected as the chair of the GRCA
board of directors in 2011, and White
replaces Vic Prendergast, who was
elected as the vice-chair, also in 2011.

THE 2015 GLOBAL GO TO THINK TANK Index
Report, officially released in January,
2016, ranks The Centre for Interna-
tional Governance Innovation 38th
among Top Think Tanks Worldwide,
an increase of five positions since the
previous year.
CIGI was also listed as one of the

top think tanks internationally to
watch in 2016 and best independent
think tanks internationally.

CAMBRIDGE MEMORIAL HOSPITAL and its
Foundation announced they have
received a $100,000 donation from
Great-West Life, London Life and
Canada Life in support of their his-
toric $50 million capital campaign,
Transformation CMH.

RESEARCHERS AT CONESTOGA COLLEGE Institute
of Technology and Advanced Learning
have been named as first-round recipi-
ents of funding through the Communi-
ty and College Social Innovation Fund
pilot program from Canada’s Social
Sciences and Humanities Research
Council. Ideas Connect, a project
conducted by Conestoga in partner-
ship with the Region of Waterloo
Children’s Services Division, will
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receive $200,000 over the next three
years for research related to early
learning and child care.
Led by Dr. Goranka Vukelich,

Chair of Community Services in Con-
estoga’s School of Health & Life Sci-
ences and Community Services, the
project will develop new solutions to
support knowledge mobilization and
community decision-making by con-
necting the research and work needs
of the early learning and child care
sector with the talents and capabilities
of college faculty and students.

A SPACECRAFT CARRYING SUPPLIES for a new
physiology experiment led by a Uni-
versity of Waterloo researcher has
been launched to the International
Space Station.
Professor Richard Hughson, of

the Faculty of Applied Health Sciences
and the Schlegel-UW Research Insti-
tute for Aging, leads the experiment,
which will link changes in astronauts’
hearts and blood vessels with specific
molecules in the blood to determine
why astronauts experience conditions
that mimic aging-related problems and
chronic diseases on Earth.
The findings will help identify impor-

tant indicators for chronic disease and
assist with the development of early
interventions for people on Earth.

THE NEW MOTZ PRE-HOSPITALIZATION LABORATORY at

the Cowan Health Sciences Centre
at Conestoga College’s Doon campus
was officially opened in early February.
The new state-of-the-art lab, supported
through a leadership gift provided by
the Motz family (Bill & Doreen, Tom &
Liz, John & Heather), provides a high
fidelity, simulation learning environ-
ment that will promote practical skills
development, clinical reasoning, thera-
peutic decision-making and interpro-
fessional collaboration for future para-
medics, firefighters and police officers.

MANFRED CONRAD, CEO AND FOUNDER of The
Cora Group Inc., has been appointed
Chancellor of Renison University
College. He succeeds the Right Rev-
erend Ralph Spence, who has served
since 2008. Conrad is a founding mem-
ber of Communitech. He supports
many initiatives and institutions within
our community including The Conrad
Business, Entrepreneurship and
Technology Centre at UW, the Man-
fred and Penny Conrad Institute
for Music Therapy and Research at
Wilfrid Laurier University, and the
Conrad Centre for the Performing
Arts.

THE UNIVERSITY OF WATERLOO IS EXPANDING its
internationally respected Velocity
incubator with the opening of a new
lab on campus and the addition of
Velocity Start, a new space where
any aspiring student entrepreneurs can
develop their ideas.
Velocity Science is tripling the size

of its on-campus lab to more than
2,600 square feet, which will house the
program until it moves into a new
7,000-square- foot home in the Science
Complex, the Faculty of Science’s
upcoming state-of-the-art building.
More than 20 startups have emerged

from Velocity Science’s first lab.
Velocity Start, a new 6,000-square-

foot space on the Waterloo campus, is
open for people who want to learn
about entrepreneurship and develop
the skills, networks, and mentors to
grow a business. This facility includes

a 650-square-foot maker space with
3D printers and hand tools, startup
coaching, weekly workshops, and
panel discussions.
“Velocity Start is the entry point for

any students who want to explore

entrepreneurship,” said Mike Kirkup,
director of Velocity. "We want to equip
prospective entrepreneurs with the
mentorship, tools, and collaborative
environment needed to develop their
ideas, in order to inspire and support
the next wave of world-class startups
out of Waterloo."
In November, the University

announced that it will expand its
Velocity Garage startup incubator in
downtown Kitchener by more than
29,000 square feet to provide space for
up to 120 startups to work and collab-
orate. This expansion will include a
wet lab for science startups to com-
mercialize research, a dedicated work-
shop for assembling hardware proto-
types, and expanded facilities for start-
up mentorship.
Velocity is the largest free startup

incubator in North America. More than
160 companies have emerged from the
program since its inception in 2008,
raising in excess of $250 million in
venture capital, and creating more
than 800 jobs.
Velocity programming includes a

residence for entrepreneurs on Water-
loo’s main campus, and a pitch compe-
tition that awards $375,000 in non-
equity grants a year.
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[features]… I call it, a spoonful of sugar to make the medi-
cine go down.”
Consumers are loving the added features, but for Mont-

gomery, while the extra applications are all well and good,
the real purpose goes right back to the original inspiration –
his goal is to make a difference by making homes and other
buildings safe. Montgomery says, SafePlug has “invented a
technology that can actually detect overloaded appliances,
and we came out with a second generation that can detect
bad wire junctions.”
Referring to the additional features, he adds, “We’ve

been doing the internet of things for eight years. We added
a radio to our receptacle so you could use the safety fea-
tures like electro-mechanical relay to remotely control your
home. Automate your home to provide energy efficiency to
your home, safety security and convenience.”
Montgomery is

Chief Operating Offi-
cer and Executive
Vice President of a
company called 2D2C Inc., which operates as SafePlug. The
precise technical term of the key innovation is “Out-of-
Parameter Circuit Interrupter (OPCI) technology.” Its
process may be technically complex – the company holds
eight patents – but the purpose is simple: it “helps prevent
electrical fires” by detecting “out-of-limit parameters asso-
ciated with appliance overloads and bad wire junctions.”
The devices feature both “Out-of-Parameter Circuit Inter-
rupter overload and high/low line voltage technology.”
Most of us know that we treat our electrical circuits in a

rather cavalier manner, overloading circuits, replacing cir-
cuit breakers with higher amp breakers – without adapting
the system safely. Montgomery says, “Electrical fires are
caused by two things: first, heat build-up from too much
resistance to the current flow or second, really localized
heat build-up that is caused by arching.” SafePlug detects
all of these threats to the electrical system, and shuts them
down.

Coming to Waterloo
Montgomery now calls Waterloo his home. He came

here because, “I was hired originally to fix a local company
called SST, that was bought by a company called Wood-
head Industries, which is now Molex... They were losing
about $3 million a year on this small company. And so they
hired me to fix it. And the first year I got them to a moder-
ate profit, and the second year got them up to $3 million
profit.” For Montgomery, though, the most important
result of his job was that “I was asked to do mergers and
acquisitions for these companies, and in the process, met
Richard Simpson, who was the guy who had the first
patents on the safe load technology. He had come to us and

requested that we buy his patent.”
Montgomery says, “Woodhead Industries passed on it,

because they thought it would take too long, which was
probably fairly insightful.” But Montgomery’s determina-
tion to prevent future tragedies meant he didn’t think only
in the short term: “I was driven by passion and decided to
join up, and try to make something happen with it.”
He realized that the best place to make something hap-

pen was Waterloo. “I knew a whole bunch of great engi-
neers, who came on to help with the SafePlug project. And
another reason was scientific research and development
grants, which makes it very pragmatic of us to want to be
here in Canada.”
It was also the right location from his investors’ point of

view. “At the time the Exchange rate was $1.55 CDN = $1
US and it was US company that was funding this whole
thing, and so the money went a lot further that it did in the

States.”
SafePlug’s manu-

facturing is currently
done entirely in Cana-
da, and Montgomery

says he wants to keep it that way – although he admits it is
a challenge: “We’re now considering alternative approach-
es, but at this point in time we manufacture 100% right here
in Kitchener.” And he believes there are strong arguments
to support that. He argues that moving production to China
or India “to get low cost labour… is a myopic, short-term
mentality. It can cause long term disabling of our economy
in Canada. It really bothers me when a company takes the
cheap, easy way out, when you could do something that is
smart, that keeps the business in Canada.” Clearly, Mont-
gomery’s commitment to making a difference reaches
beyond his concern for safety – he’s a guy who cares,
across the board.
Key current issues for the company, at this stage, include

“getting capacity. Our demand is starting to grow at a rate
where we are outgrowing our capacity too fast to scale up.
So we’re going to need some partners to scale up.” The
ironic thing is that Montgomery never intended to be a
manufacturer. “Our original intent was that we were going
to be just an innovation centre. We were kind of forced into
becoming a manufacturing facility. So now we’re staffing
up, and having a hard time staffing up fast enough… I’ve
just hired three engineers in the past six weeks and we’ve
staffing manufacturing as fast as we can.”
One of Montgomery’s pet peeves is our “disposable

economy... Everything is designed to last less than two
years… Our stuff is designed to last, with the target of 20
years.” The market for SafePlug is North America wide.
“We’re tested and certified against all US Standards and
against FCC standards as well.”
And despite all the technological advancements in our
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homes and offices, the threat of elec-
trical fire is not decreasing. That’s
partly because we are using more and
more electricity. Says Montgomery, “In
2004, it was estimated by the US
department of energy that in a com-
mercial building, the energy consump-
tion from plug loads was between 14-
28%. The latest report from the depart-
ment of energy is that now their esti-

mation is 2015 is the energy con-
sumption in a commercial building,
from plug loads, was between 52-
60%.” The reason is obvious – “more
laptop computers, more technolo-
gy.” Perhaps it is typical of our age
that this danger, heightened by tech-
nological devices, is also solved
through technology.
The brand name for SafePlug’s

smart energy and home automation
wireless communication system is the
SafePlug Zigbee Outlet – which has
reaped a lot of honours in the innova-

tion sector, placing SafePlug as one of
the top 100 innovative companies in
the world as chosen in a United
Nations program. For Montgomery,
those awards are nice; so are
increased sales. But his real goal is
very personal, and very individual – he
knows he is succeeding because he is
saving lives, by averting one electrical
fire at a time.
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Montgomery says his original intention was to be an innovation centre. “We were kind of forced into manufacturing.”

“It really bothers me when a
company takes the cheap,

easy way out, when you could
do something that is smart
and keeps the business in

Canada.”
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Steve Montgomery is the man behind the innovation.
He has developed the product that is manufactured

and marketed as “SafePlug Electrical Safety and Energy.”
It’s an international business effort, with research and
development, and manufacturing, based in Waterloo, but
with a marketing and investment arm
in Illinois.
It’s not unusual that Waterloo would

be home to innovation; but Mont-
gomery’s reason for launching the busi-
ness is highly unusual – and emotionally
gripping. Montgomery told Exchange,
“The reason I’m involved is that my best
friend’s wife, 25 years ago, was in a fire
and was burned over 70% of her body.
The amount of physical and emotional pain she went
through was unprecedented, compared to anything I can
imagine. So I vowed that I would do whatever I could with
my technology knowledge to try and create a stop-gap, so
nobody else will have the experience.”
He adds, candidly, “I’m very passionate. I’m not in this

for making a lot of money. A lot of our investors are, but
the reason why I’m doing this is, I really want to prevent
people from having the pain or death caused by being
exposed to an electrical fire.”
And so, starting in 2002, Montgomery began to look for

a device that would prevent deadly and
damaging electrical fires. He encoun-
tered Richard Simpson, who held the
patents on safe load technology, and,
says Montgomery, “I decided to join up.”
The concept worked, and a fire pre-

vention device was created – but for
consumers, safety was perhaps not as
high on their priority list as it clearly
should be.

So today, in its fourth generation, SafePlug has added
other market-oriented features, plugging into the concept
of the internet of things, and creating a device with which
you can automate your home. Montgomery says ruefully,
“The product has been out since 2006, but sales have been
minuscule for a long period of time until we started adding
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PASSION
TO PREVENT

ELECTRICAL FIRES
Steve Montgomery created a company that will save lives

CONTINUED ON PAGE 36

BY EXCHANGE MAGAZINE

“The reason why I’m doing this
is, I really want to prevent

people from having the pain
or death caused by being

exposed to an electrical fire.”
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