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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 2017 RX today 

starting at $57,973.47*

*2017 Lexus RX 350 all in price from $57,973.47 includes Freight/PDI $2,045.00, tire stewdardship fee $18.47, air tax $100, OMVIC $10. 
Other taxes, licensing fees extra. Dealer may sell for less. 
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One look at Paisley Square and I couldn’t see 

myself in anything else. Condo-inspired elegance 

fits me to a T! Entertaining is easy in the Party Room, 

staying fit’s a snap in the gym (there’s even space to  

practice yoga that’s not my living room rug). I can walk 

across to the Zehrs plaza for everything I need. The Community 

Centre and Costco are right here too. The setting is beautiful

with greenspace all around. No wonder all my friends want to

move here too. Life looks better in Paisley.

Luxury Suites.
Luxury Amenities.

Paisley Square 
is perfect 
for me!
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Speedvale Ave. W.

1042 Paisley Road, 
Guelph, Ontario

NOW RENTING - 1.855.998.6777
paisleyrentals@greenwin.ca

1 & 2 Bedroom suites 
with optional dens from

$1,515

Prices & specifications subject to change without notice. E. & O.E. 
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Tradition meets tech, and the past will literally serve the future, at the
new Waterloo development known as 181 King. Scott Higgins, CEO of HIP
developments, explains, “Our Region leads the nation in tech and design
driven enterprises. HIP believes our real estate projects must also lead in
this regard. So 181 King will be the first regional residential high-rise to
highly focus on design and advanced smart home technologies for automa-
tion and energy conservation.”

At the same time, 181 King – once the locale of the iconic Brick Brew-
ery – will experience a return to its roots. HIP has announced that Water-
loo Brewing, the premium craft division of Brick Brewing Co. Limited, will
be returning to its original home in Waterloo. This is not a case of “old
meeting new” – it is a classic example of incorporating a wonderful retro
element into a state-of-the-art residential building. Or perhaps, vice versa.

Higgins says, “In our ever-advancing, connected cities, fast, reliable and
wireless high speed internet is a necessity and not a optional service. Why
have hundreds of separate and optional internet services within a high-rise
building when technology has evolved to provide a complete fibre solution
or even Cloud Wifi for all residents? 181 King will adopt the leading high
speed solutions building wide including all amenity and lifestyle areas.”

Other tech features of the new development will include:
• Smartphone

enabled WIFI thermo-
stats with geofencing
technology that will
know when you’re on
your way home, mak-
ing sure your home is
exactly how you like it
when you arrive, and
saving you money
when you leave again.

• LED lighting
throughout, combined
with smart home light-
ing that saves energy
and money while let-

ting you turn your lights on and off from your phone.
• Smart locks that let you ditch your keys; the smart locks also send

you alerts and track who’s entering and leaving your abode; you can email
limited-access digital “keys” to visiting friends, trusted service workers or
guests when you’re not home; and you can remotely lock and unlock when
you’re away from home.

Residents will be able to connect these smart home technologies with
Amazon’s Alexa or Apple’s HomeKit for complete integration and voice
enabled support for even greater convenience.

Smart home technology will be seamlessly installed, along with addi-
tional building amenities that are more familiar in major city develop-
ments. These will include:

• Professional, large fitness facility with active programming and classes.
• Large roof-top pool featuring cabanas, lounge and outdoor screens
•for movies or the big game.
• Full outdoor kitchen and wet bar.
• Professional Chef’s kitchen and group dinning room.
• Roof-top communal garden area.
• Collaborative workspace for a day at the home office.
• Guest suites for visiting friends and family.

Higgins explains, “Given 181 King’s prime urban transit-friendly loca-
tion, right on the new ION LRT line, we’re also taking the lead in providing
choice to our residents. Residents who don’t drive will not be forced to
have a parking stall with the associated costs. We believe our future lies in
efficient public transit (both local and interconnected cities), autonomous
or shared vehicles for efficiency, sustainable electric vehicles and active
biking and walking. To achieve this 181 King will include:

• Detached pricing for parking stalls reflecting their true cost.
• 30% of suites with no dedicated parking (and associated cost savings
• for those residents).
• Electric vehicle car share program.
• Separately metered EV charging areas for resident vehicles.
• Ample bike storage.
• A thriving, walkable area including Uptown Waterloo, Waterloo Park
• and the Innovation District.
• An ION station at your doorstep with easy future transit hub access.
Higgins adds, “and, of course, a key amenity will be the new brew pub.

We’re thrilled to he working with Brick on this iconic project.
George Croft, President and Chief Executive Officer at Brick, is also

very pleased. He says, “We are simply thrilled to be returning to our roots
at 181 King. In 2014, when we completed the sale to HIP, we signaled then
that we would love to partner with them for a state of the art brewpub and
restaurant on the same site where the company began back in 1984. We’re
committed to delivering a leading edge brewing and restaurant experience,
one that will be a meaningful contribution to the community in uptown
Waterloo.”

Higgins is delighted that “The Brick guys are making a triumphant
return to the building!” He describes the new attraction as a “killer brew
pub within 181 King, in the old historic space combined with a great sec-
ond level patio overlooking King Street.”

Higgins says that Hip expects to begin construction on 181 King in late
2017, with completion in 2019.

181 KING: CORPORATE PROFILE

HIP DEVELOPMENTS
www.hipdevelopments.com

TRADITION MEETS
TECH @ 181 KING



www.north�eldmetalproducts.com

STAMPING WELDING POWDER COATING PLASTIC INJECTION 
MOLDING

TUBE/WIRE
BENDING

SCREW MACHINING ASSEMBLY LOGISTICS

Eco-Initiative Update
Over the past year, North�eld has undertaken the 
Leggett & Platt Eco Initiative Program which is  
designed to promote environmental responsibility 
for the bene�t of our valued employees, customers, 
suppliers and community.

In 2016, we were successful in attaining our 
Eco goals of reducing waste to land�ll by 22%,  
reducing Plastics virgin nylon consumption and 
reducing the use of solvent based cleaners.

North�eld Metal Products is proud to announce its 
designation as a L&P Eco Registered Company.

We are committed to making the environment a 
priority in our daily operations and enhance our 
stewardship for all partners. 

North�eld looks forward to continuing to serve 
your needs in a more environmentally conscious 
manner, today and into the future.

About North�eld Metal Products
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.

About North��eld Metal Products Eco-Initiaative Update
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First the bumper sticker then the story

Branding is the
focus of this

issue of Exchange,
including the
branding of our
Region’s economic
development efforts
under the name
“WaterlooEDC”.
Exchange has

gone the extra mile
to explore the

impact of – and the reaction to – this
unprecedented branding exercise; we
interviewed 18 local leaders and
experts to get a broad-based take on
using “Waterloo” as the brand repre-
senting all eight municipalities.
To anyone who has followed region-

al politics for the past couple of
decades, the responses may come as a
surprise – because there is general
unanimity.
Even Cambridge mayor Doug Craig,

for instance – an ardent defender of
his home town – explained why he
thinks it will work for the often recal-
citrant southern end of the region.
I liked the description offered by Ian

McLean, CEO of the Greater Waterloo
Chamber of Commerce – that “Water-
looEDC” is the “bumper sticker”
designed to draw initial attention.
When people are listening – around
the world – then comes the opportuni-
ty for what McLean calls “the para-
graph” – the details about what each
part of the region has to offer prospec-
tive investors and new businesses.
There is one possible snag just

under the surface of this whole brand-
ing issue, though, and it’s not about
potential conflict between the munici-
palities. It’s just this: while the munici-
pal and business leaders often talked
about branding their communities, the
actual Waterloo Region Economic
Development Corporation people
interviewed called it a brand solely
focused on their efforts to attract for-
eign direct investment.
So have we branded a corporation,

or a community? Maybe that’s a ques-
tion the stakeholders still must
answer.
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DEPARTMENTS
Corporate Profile ....................... 4
Tradition meets Tech @ 181 King

From the Editor ......................... 5
BY PAUL KNOWLES
Branded: the bumper sticker, then the story

Watercooler .............................. 23
Deborah MacLatchy to head WLU; Grant to
Grand River; Hat trick for Perimeter; $15.8 ex-
pansion at Conestoga; New CEO for BBB;
House of Friendship expands;Sun Life, WLU
fight obesity; Josslin Insurance honoured; ATS
gives $100,000 to Kidsability; $6.1 million for
internet research at UW; $32.6 more for Engi-
neering; Jowett heads GRCA;Waterloo leaders
foster inclusivity; Minute School gets funding;
Desautels honoured by restaurant industry.

THE PRESENT AND FUTURE OF GROUNDHOG DIVERS
PAGE 20

WALTER HACHBORN REMEMBERED – PAGE 26

by PAUL KNOWLES

PAUL KNOWLES is editor of
Exchange Magazine.
email: paul.knowles@
exchangemagazine.com

xJOE BENNIGER, MARTIN COTE AND DIETMAR SOMMERFELD ON BRANDING - PAGE 13

M A R C H / A P R I L 2 0 1 7 | 7



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

According to Tom Galloway, the ION Light Rail Transit
project that has kept the core of Kitchener and Waterloo

in a construction uproar for the past year is not about trans-
portation. At least, not primarily.
Galloway, who is Chair of the Region of Waterloo’s Plan-

ning and Works Committee – and regional council’s point per-
son on the LRT project – told Exchange, “I use a phrase and it
gets me into trouble: The LRT is a planning tool that happens
to move people. The moving of people is not unimportant, but
the more important piece is the intensification, the piece that
drives investment in both the residential and the commercial
areas, and deals with recruitment and retention of talent.”
Galloway knows, perhaps better than anyone else in the

Region, that the Light Rail Transit project has come at a price
for the people of K-W, and especially the retailers along the
transit route. He also knows the frustration that comes with
delays – especially the delays experienced because Bom-
bardier – the company building the 14 trains – is well behind
schedule.
But he believes that it will all be worth it – and in an exclu-

sive interview with Exchange, he talked about the big picture
– where the LRT will actually take Waterloo Region.

Galloway offered an update on progress, as of mid-January.
He said, “It’s going quite well on the construction side – 92%
complete. All the underground work is done. Virtually all the
track is laid, although not necessarily embedded. Some has to
be concreted, some ballast with rock.” As well, this spring will
see track laid at King and Victoria.
He added that the underground utility work – involving

sewers, water pipes, gas mains and at a couple of points,
ancient corduroy roads – “is the biggest part of the job.”
So underground is done, on-ground is nearly done, and the

overhead “catenary” wiring system is now being installed. All
in all, says Galloway, “substantial completion is expected to
be in July of 2017.”
He adds, “That’s more or less on schedule. It may be a little

bit late, but with the lateness of the vehicles, it’s not of any
consequence.”
Ah yes, the vehicles. “This,” says the councillor, “is where

we have some delay. The first vehicle was to have been here
in August. It’s now not going to arrive until February… that’s
six months or so. We did originally build in a three-month
buffer for late construction and late vehicle delivery. Of
course, that three months is going to be gone with the six

THE REASON BEHIND
THE RAILS

BY PAUL KNOWLES AND JON ROHR

Tom Galloway explains that the primary purpose
isn’t transportation – it’s “intensification”.
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month delay. The last vehicle was originally to arrive in Octo-
ber of 2017 and it’s now not going to arrive until late Decem-
ber of 2017.”
He acknowledges, “Bombardier has had their problems…

But this system is designed for that vehicle and you can’t just
substitute vehicles.”
He admits, as well, “No question the Bombardier thing has

been the biggest headache. There is no question that it is
going to cost us some money. Right off the top, our funding
model has revenue starting in late 2017. Well, we’re not going
to have that fare revenue.”
Construction of the LRT will cost $818 million, with $300

million coming from the federal government, $240 million
from the province of Ontario, and the remainder from the
Region.
He told Exchange that since Bombardier has moved con-

struction of Waterloo’s trains to
its Kingston plant – where our
vehicles will be all they will be
working on – “There is some
reason to be more optimistic.”
The Waterloo vehicles are part of a larger order placed by

Metrolinx (once known as the Greater Toronto Transportation
Authority) – our 14 are included in an order for 182 vehicles.
However, says Galloway, since Metrolinx doesn’t need their
vehicles until 2018, the Waterloo 14 are at the front of the
order. “Our first vehicle is very close to completion. The sec-
ond vehicle is already under construction in Kingston.”
Once the trains are delivered to Waterloo, another complex

process begins. Grandlinq – the consortium chosen to design,
build, and operate the system – has to install the key electron-
ic systems in the trains, and then to run them (“burn the vehi-
cle”) for several hundred hours each before they are put into
service.
Galloway was asked if the late delivery might mean starting

with fewer trains. He doubts that this is a good solution,
because expert studies have shown that riders won’t adopt the
new option unless it’s working right, from the start. “That fre-
quency of eight minutes [between vehicles] is really, really
important.”

The primary purpose
All of these details are top of mind for area residents, as

they wait for construction to be complete, and the trains to
start running.
But Galloway insists that in the long run, providing trans-

portation is not the most important result of the project.
“While moving people is important, and that’s what this thing
actually does – the primary purpose of this project is intensifi-
cation, and it’s working.”
Galloway says that the LRT project was not sparked initially

by a need for better transit – although that is certainly an
important factor. It was initiated because the province of
Ontario told the Region – which currently has about 550,000
residents – that it needed to prepare for another 250,000 peo-
ple by 2035.
That’s a lot of new people, a lot of new residences, a lot of

everything.
The Region realized that new residential development

could no longer continue to consume “greenfield” land at the

existing rate. At that time, says Galloway, new residential proj-
ects were 65% greenfield, 35% intensification development.
The initial goal of the Region’s Growth Management Strate-

gy, he says, was to make it “50-50”. The LRT project was
designed to drive development toward intensification projects,
in the core, in existing neighbourhoods, and in brownfield
projects.
And today, before the first train has been delivered, the

project has already succeeded, he says. “There are just so
many examples of developers who have bought property and
have announced their plans or will be announcing their
plans… with major developments along the line.”
Galloway is delighted with the statistics that support his

claim of success – today, new residential development has not
only reached a 50-50 split, it has reversed the original figures,
with 65% intensification, and only 35% greenfield. “That’s the

real gratifying thing for me,”
says Galloway, but it’s not a
measure of success that imme-
diately occurs to the average
resident: “It’s not intuitive…

you have to sit and talk to people about that…. They under-
stand the transportation piece – ‘I’ll never use it, or I may use
it or my grandchildren will use it’. They think of the trans-
portation piece as how many people will use it or ‘will I use it’.
They don’t think of it as the community planning piece, which
it really is intended for.”

The rationale
When a rapid transit system was proposed, there was con-

siderable debate between light rail and busses. Galloway says,
“We decided on the more expensive rail because it gives you
40% more investment, according to the experts.”
He explains that this is because developers are much more

willing to invest in properties near rail tracks, because they
can’t be moved to another route by a decision of the next
council, the way a bus route can. “A developer, if he’s going to
buy this property over here for $20 million and put $100 mil-
lion into it, he wants the certainty of that rapid transit track –
he wants rail… So if you really want incentive, you put in track
that you know isn’t moving for who knows how long.”
As well, he points out, stats show there is “20% more rider-

ship on an LRT compared to a bus, because of the ‘cool’ fac-
tor.”
In addition to development in the heart of the cities, there is

an economic upside that may not be instantly obvious. Gal-
loway talks figures: “We’ll save $500 million dollars in road
construction over a 30-year period – roads that we will not
have to build, or will not have to widen.”
That, he points out with some pride, is more money saved

that the Region has spent on its share of LRT costs.
He highlights this particular advantage with a specific

example: “Ten years from now, with 250,000 people coming,
Westmount Road would probably have to become six lanes,
just as an example. Can you imagine how costly it would be to
just have to buy up one side of Westmount Road to create six
lanes? This [the LRT] takes care of that.”
He adds, “We’re going to save $500 million, and gridlock’s

not going to grow at the same pace, so there are benefits to
every taxpayer.”

COVER STORY

“We’ll save $500 million dollars in road
construction over a 30-year period .”
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development, this is a great tool, to
show that a community of our size is
investing in this kind of a system, cre-
ating that intensification and all those
amenities along the route. Particularly
for the knowledge workers and the
investors in the knowledge economy,
it’s huge. It’s a major attraction.”
He adds, “We have other good

attributes, but this really accelerates
that process in attracting investment –
not just residential investment, which
we are trying to do with the intensifica-
tion, but commercial investment. And
recruitment, which is a huge issue for a
lot of our local start-ups and estab-
lished companies.” He insists that all
of these positives are advantages “in
terms of the economic health of the
community, which affects everybody.”

“Unprecedented”
Galloway notes that the Region has

set a standard with the LRT project.
“This is a bit unprecedented in terms of
a community of our size, at least in
Canada.” He notes that other commu-
nities are rejecting the LRT project –

COVER STORY

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

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

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

GET THE ADVANTAGES OF THESE ?

Get your questions answered about:

Learning / Training / Advancing

• VOIP
• Hosted Services
• Integration with your Smart Phone

One of the new train service bays located at the Dutton St. train facility

The brand
There has been a lot of attention paid to the Region’s brand, in recent months,

especially since the Waterloo Region Economic Development Corporation
announced the adoption of “Waterloo EDC” as the overall economic brand for the
Region (see the article, page 13, in this edition of Exchange).
Galloway believes the Ion LRT is a huge boost to the brand. “For economic



including London, Ontario – and he
believes that it a mistake. “We’re pro-
gressive, we do proper planning here.
We are out front.“
He knows the project involved

“some risks. There are huge political
risks in this thing. It would have been
politically much more easy to say ‘let’s
do a bus system,’ or not even do a
rapid transit system, just nibble around
the edges of transit and hope investors
would come and do intensification.”
That would have spelled failure, he

says. The investment by the developers
“wouldn’t have happened.”

Galloway notes that, over the course
of the last two municipal elections, vot-
ers had choices between candidates
supporting the LTR system, and those
opposing it – including at the Regional
Chair level. The pro-LTR candidates
won, across the region.
He believes that even skeptics will

come around. “I suspect there will be a
lot more people supporting this in five
years, because these major infrastruc-
ture investments are never fully appre-
ciated when they’re conceived and
when they’re built. They have to be
experienced for a while, and people
have to physically see the buildings
going up or the people using it, and
then they realize, oh yeah, maybe they
did have it right.”

Not done yet
Galloway says that, even when the

trains are running from the top of
Waterloo through Kitchener, the project
is not finished. “There is Phase 2, down
to Cambridge… . I’m committed to
Phase 2, and I certainly have every
intention, and I think council does as
well, to pursue the province particular-
ly to say ‘We’re ready for Phase 2.
You’re giving 100% funding to Hamil-
ton, Mississauga and others. It’s our
turn’. We can’t do it without some form
of funding from the province and the
federal government. “
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Register at www.rockway.ca

GRADE 7-12 INFORMATION NIGHT
Tuesday, April 25, 2017   •   7 - 9 pm

“At Rockway, my kids have no doubts that their teachers care 
about them and want them to succeed. The academic program is 
rigorous but there is plenty of support.  There are tons of 
opportunities to get involved in sports teams, music and the arts.  
The small size and strong community ensures that no one is left 
on the margins. My kids are challenged every day to think about 
the positive difference they can make in the world. The 
atmosphere is so positive that it’s almost hard to believe.  Walk 
the halls at Rockway and you can tell right away that it’s a 
friendly, happy, welcoming place.” 

~ Marcus Shantz ’90
Rockway Parent since 2014Marcus Shantz  – Class of 1990

Timothy – Class of 2020
Nathan – Class of 2021

Charitable #: 119122091RR0001#lifeatRockway

Rockway Mennonite Collegiate
110 Doon Road  | Kitchener  | ON | N2G 3C8
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“For economic development, this
is a great tool... for workers and
investors in the knowledge econ-

omy, it’s huge. It’s a major
attraction.”
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Way More Than Skin Deep

Beauty attracts.
Beauty takes effort.

Your fine car deserves our fine care

mitekautobody.com 519•578•2052 • 207 Centennial Court, Kitchener

Audi/VW Authorized Certified Collision Centre
BMW Certified Collision Repair Centre

Mercedes Benz Approved Collision Centre
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Is it a unique event, or has the decision to unite the two
United Way organizations in Waterloo Region set a stan-

dard for other groups representing sections of the region?
Time will tell if others will follow the United Way example, but
in January, the United Way Cambridge and North Dumfries
and United Way Kitchener Waterloo & Area decided to put
their actions where their name is. They announced the organ-
izations are joining forces as United Way Waterloo Region
Communities.
“Our United Ways have had the privilege of being leaders

within the Region of Waterloo for 75 years, and we remain a
significant part of these communities because we have contin-
ued to evolve along with them,” said Frank Voss, Board Chair
at United Way Cambridge and North Dumfries. “What excites
us most about this change is that it will give us an opportunity
to continue growing our presence in every single community in
our region, from the busiest neighbourhood in Kitchener to the
most rural part of North Dumfries.”
Ingrid Pregel, Board Chair at United Way Kitchener Waterloo

& Area, added, “We can’t do our work without generous
donors and volunteers, and this new organization will give
them a better experience while also bringing more people into
the United Way family. This is a natural coming together of two
organizations that share the same priorities and already work
with many of the same supporters. Without a doubt, we will be
stronger together.”
The two organizations announced that “An existing Joint

Board Steering Committee will be leading a selection process
in the very near future to bring on a new CEO to lead the
organization.”
The new organization will officially launch on April 1, 2017.

Combined revenue of the two agencies in 2015-2016 was over
$7 million.

The organizations have also announced that funded agen-
cies will continue to receive United Way support based on their
current agreements.
The two chairs – Pregel and Voss – released what was

termed “a joint op-ed”, which said, in part, “At United Way, we
know that to remain relevant and impact more people’s lives,
we have to value partnership over competition. We must con-
tinue to tackle issues with a long-term view, while still provid-
ing the supports people need in the here and now. And, per-
haps most importantly, we need to adapt.
“With that attitude in mind, the time is right to take the most

exciting step yet in the 75+year history of United Way in this
great region. We are joining forces, building a new United Way
focused on the 7 communities of our region.
“United Way Waterloo Region Communities – a brand new

organization which will help people and families live better
lives in Cambridge, Kitchener, Waterloo, North Dumfries,
Wilmot, Wellesley and Woolwich.
“The idea of collaborating in a more official way is not new. It

has been discussed with donors, supported agencies and other
stakeholders for many years. That’s because our two organiza-
tions already share so much – we fund a number of the same
agencies, we prioritize the same focus areas around helping
kids, reducing poverty and building strong communities, we
fundraise with some of the same organizations, and we both
depend on the incredible work of dedicated volunteers.
“What excites us most about this move, which we hope will

also motivate others, is how it provides an opportunity to create
a real presence in every single community in our region, from
the busiest neighbourhood in Kitchener to the most rural part of
North Dumfries.”
They added, “This process has given us the opportunity to

reflect on what we have done so well in the past 75+ years, but
more importantly look at areas where we need to better posi-
tion ourselves for continued success and relevance. Doing
things the united way requires a certain belief system, believing
that we stand to make the greatest impact by working together.
This unified organization will provide better service, a stronger
voice, and more local engagement across the region.”

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

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

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

Factory Warranty
• To maintain your car’s authenticity

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

diagnostic equipment
• Helpful advice from professionals with the

most up-to-date skills and training

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

519 576-9972
51 Bridge Street East, Kitchener

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

Important message to all

Audi, BMW, Mercedes, Porsche,
VW owners.

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

REGION’S UNITED
WAYS JOIN FORCES
The most exciting step in the history of the region’s United Way

x
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Rewind a decade or two, and try to imagine all of the
municipalities of Waterloo Region agreeing on one brand

name to represent all of them? Not a chance. And then imag-
ine that the chosen brand was “Waterloo”, with Cambridge
and Kitchener and the townships all in agreement.
Well, that discussion was actually held in the mid-1990’s,

and as Regional Chair Ken Seiling says, “politics got in the
way… so it was decided to stick with Canada’s Technology Tri-
angle as a compromise.”
Fast forward to 2017. Today, one key municipal leader says,

“Waterloo EDC was the best choice of all the different options
we were given.” That’s not Seiling, or Waterloo Mayor Dave
Jaworsky speaking – it’s straight from the mouth of Cambridge
Mayor Doug Craig, traditionally seen as the leading region-
skeptic.
But Craig agrees that we have entered a new era of cooper-

ation. He says that collaboration “benefits everybody in the
region.”

Backing the brand
The one-year-old Waterloo Regional Economic Develop-

ment Corporation announced the new economic brand for the
region in late 2016: Waterloo EDC. Lucinda Wallace, Market-
ing and Communications Director of the Waterloo Region Eco-
nomic Development Corporation, explained, ”We launched
our new brand, Waterloo EDC – inventing the future, in
November 2016 with the goal of increasing awareness of our
organization and region with our target audience (investment
decision makers and intermediaries outside of Waterloo
Region). Our corporate identity, Waterloo EDC – inventing the
future, is used in all marketing, communications and sales
materials (including print, digital and social media). We are in
the process of updating many of our external materials as well
as developing a new website (expected launch 2017) that
communicates and clearly represents our brand of “inventing
the future”.
Exchange Magazine interviewed 18 economic and political

leaders across the region, and the consensus is that choosing

“WaterlooEDC” as the brand was a good decision.
Craig is of one mind with his fellow mayors from the other

two cities in the region. Waterloo’s Jaworsky says, “Foreigners
have already heard the word ‘Waterloo’, primarily in reference
to the University of Waterloo (innovation, entrepreneurship,
competes globally, produces top talent). So it makes sense to
leverage ‘Waterloo’, a name that has also been associated
with us for 200 years (county, township, town, city, region).
Also, the University of Waterloo has a campus in each of
Waterloo, Kitchener, and Cambridge.”
UW’s Dean of Engineering, Pearl Sullivan, highlighted that

point when she talked about the international impact of her
university. “In the past 10 years we have helped over 1000
industry partners innovate… our plan is to support 10,000
more.” She refers to “Canada’s trust and faith in our model of
education.” In fact, a brand-new study reveals that University
of Waterloo sits tied for ninth place, world-wide, among uni-
versities who have educated individuals who have founded
start-ups now worth at least a billion dollars. UW has fostered
six, billion-dollar businesses.
Jaworsky’s point – that “Waterloo” is already a known brand

through UW, as well as connecting points such as Oktoberfest
and Blackberry – was highlighted by many of the leaders inter-
viewed, including Kitchener Mayor Berry Vrbanovic.
Vrbanovic likes the new brand, pointing to its simple effec-

tiveness. “When we made a decision to go to an Economic
Development Corporation and to take a new approach regard-
ing how we marketed ourselves to the world… you can’t mar-
ket yourself with the names of eight entities.”
Jane Klugman’s career has involved a stint with Commu-

nitech, a connection with Canada’s Technology Triangle, and
now she is President of Whitney Commercial Real Estate Serv-
ices. She recalls the situation in the 1980s: “We all would go to
a trade show and we would all have our own little booth, in
Hanover, Germany, or Chicago, and it would be Kitchener,
Waterloo, Cambridge and Guelph. People would have a hard
time knowing where Ontario was, let alone, Cambridge, Kitch-
ener, Waterloo and Guelph. So that’s when we decided on a
handshake and a prayer, let’s make it CTT.”

A BRAND FOR
EVERYONE
Waterloo EDC is the new brand that replaces (CTT) Canada’s Technology
Triangle and represents our diverse community to the world

Mayor of Waterloo Dave Jaworsky, Waterloo Regional Chair Ken Seiling, Mayor of Cambridge Doug Craig and Mayor of Kitchener Berry Vrbanovic at the
announcement of the Toronto-Waterloo Corridor in 2016

BY PAUL KNOWLES AND JON ROHR
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But we have
evolved, she
says. “With all
the technology
that has come
out of this area,
with all of what
the University
of Waterloo has
become known
for, it has
become one of
the sole rea-

sons why people what to be here... I’m a fan of the new
brand, I think it’s a great, great thing.”
Dietmar Sommerfeld is Senior Vice President at CBRE Ltd.

He has a unique take on the new brand – he’s excited simply
because there is one brand, whatever it might be. “The
momentum is great, and it’s good that we’re calling our-
selves something. I’m not sure what it is, matters.”
The key is conquering the confusion, in his opinion. “The

message from the Region of Waterloo and Kitchener-Water-
loo has been really very confusing... let’s call it something!”
So Waterloo EDC is fine with him.

Community or corporate?
Exchange asked the key economic development leader in

the region – WREDC CEO Tony LaMantia – if the new brand

effectively represents the communities of the Region. He
suggested that the question “is based on a flawed assump-
tion – i.e. that a brand is supposed to directly represent an
organization’s community stakeholders. To be clear, a cor-
porate brand’s purpose is not about representing sharehold-
ers or communities, or even reflecting an organization’s
legal corporate name, as much as it is actually about com-
municating an organization’s service offering/brand prom-
ise/value proposition in a clear, concise and memorable
fashion.
“In other words, conveying a corporate identity and

(hopefully) some competitive advantage to cut through the
real clutter in a fiercely competitive global marketplace for
foreign direct investment (i.e. our primary target market).
“The name ‘Waterloo EDC’ and accompanying tagline

‘inventing the future’ were designed to specifically to repre-
sent our Investment Promotion Agency – i.e. our organiza-
tion and value proposition – whenever we are engaged in
investment marketing abroad (across the Province, country
and internationally) on behalf of the communities of Water-
loo Region.”
Minto Schneider, CEO of the Waterloo Regional Tourism

Marketing Corporation, did not challenge the idea of “com-
munity”, but focused on the need to promote the region
beyond its borders. “Waterloo EDC is working with all of the
communities within Waterloo Region to sell to prospects
outside of the region. The important aspect of the branding
is what resonates with the intended audience.”

Ginger Whitney,
John Whitney and
Jane Klugman



It’s time for a new perspective.
11-

Join the next cohort September 2017.
LazaridisEMTM.ca

Joe AbiDaoud, Class of 2017

EMTM

Benefits for all
Almost everyone talked about the

benefits of effective branding and eco-
nomic development that will come to
every part of the region. Ian McLean is
President and CEO of the Greater
Kitchener-Waterloo Chamber of Com-
merce (which includes Woolwich
township). He believes “Waterloo EDC”
is “a good choice,” adding that the
names of the other communities in the
region “wouldn’t have the same reso-
nance.” Waterloo is best known, so
“You take what the good Lord gives
you.”
But McLean stresses that an effec-

tive brand – like Waterloo EDC – is just
a starting point. “Branding is about
communicating, about repetition,
about everyone saying the same

thing.... Coherence is essential.”
He says that the brand is “the

bumper sticker” that initiates a conver-
sation – “the paragraph” – that allows
more detail and more diversity.
McLean’s counterpart at the Cam-

bridge Chamber of Commerce is Greg
Durocher. He agrees that Waterloo
EDC “probably does” effectively repre-
sent the communities of the Region.
But he insists that work has to contin-

Tony LaMantia and Lucinda Wallace

Pearl Sullivan
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ue at the local level, as well. “You can’t serve multiple person-
alities. That is why it was so important to continue to have
local ED offices in the mix as well. First, WREDC doesn’t have
the staffing to do it all, and each area economic development
focus is a little different, making a one-size-fits-all difficult to
make happen.
“I think the local ED offices, through WREDC, will be able to

promote their offerings under the one banner quite easily…
This is about connecting with the world, telling them we’re
open for business and we’d love to have you join us building
prosperity.”
There seems to be general agreement that once Water-

looEDC catches the attention of businesses and investors, the
diverse personalities of the various parts of the Region will

become strengths.
Martin Cote of CBRE points to the vast

scope of economic activity across the
region. “I think all too often we get a little to
focused on high-tech as if that’s the only
driver.... It’s much more diversified than
that, and that really is where the strength of
our community is. All the traditional indus-
tries, the advanced manufacturing, engi-
neering firms, our proximity to Toronto, it
all adds up to a strong, diverse economic
base.”
Scott Higgins, of HIP Developments,

agrees that while the tech sector is vitally
important, it is not the whole economic
development picture.
“Great tech jurisdictions not only have

the ingredients like great schools and a tech
ecosystem of VC, incubation, accelerations,
etc. but perhaps even more so they must be
fun places to live and work. We need more
great public spaces to play in. We also then
need awesome urban buildings to live in. If
we don’t build awesome and innovative
places to live young people won’t want to
stay (or come) and call Waterloo Region
home.”
LaMantia comments on the strength of a

diversified economy: “Our marketing team
is developing a ‘Why Waterloo Region’ nar-

FEATURE STORY

Joe Benniger, Martin Cote and Dietmar Sommerfeld

Minto Schneider
Perspectives and ideas

of importance to
the women of

Waterloo Region

Dr. Randy Paterson
Psychologist and Author

In medical matters, your mind can be either
your best friend or your worst enemy.
 
Join the discussion with Dr. Randy J. Paterson, 
psychologist and author of “How to be
Miserable: 40 Strategies You Already Use”,
a highly engaging book using medically
grounded advice, and a healthy dose of
‘reverse psychology’, to demonstrate that to
be happier, and ultimately healthier, you may
simply need to stop sabotaging yourself.

For details and tickets visit:
supportstmarys.ca/sheshares

Questions?
Contact Cristen Brown
cbrown@supportstmarys.ca
519-749-6918

Thursday April 27, 2017
12:00pm - 2:00pm
Bingemans Ballroom

$75.00 per person
Luncheon, Speaker, Book Signing



rative, along with our partners,
that will coherently highlight the
core messages, relative
strengths of our communities
and our Region’s strong and
diversified economy, disruptive
start-up ecosystem and formi-
dable clusters of globally
renowned talent/research
capacity and manufacturing
excellence.
“In addition to the collabora-

tive efforts underway to market
the Toronto-Waterloo corridor, our own new brand and tagline—“inventing the
future”—is exactly what we’re doing in Waterloo Region, and we’re doing it in vir-
tually all sectors of significance in the rapidly evolving global economy.”
Durocher points out that each community has unique features and assets. In

terms of his own Cambridge, he told Exchange, “For the most part, the businesses
we are looking for will be geography seekers as much as anything else. We sit well
in that arena, well located, close to transportation and a perfect place for foreign
companies to set up to serve the North American market. We’ll be just fine under
WREDC.”
Exchange’s questions had included a reference to the “multiple personalities of

the region.” Mayor Jaworksy challenged the term: “It is not a matter of ‘multiple
personalities’; it is a ‘family of municipalities’.
“Diversity of choice for inbound employers, and employees, is our strength, and

often parameters such as geography and price come into play.”
He noted that employers come with different priorities: “An employer may want

to be close to the 401; want to be in an urban/rural environment; want to have the
lowest price; want to build on 25 acres of open land; [or] want to locate next to a
university. Most often the free-market (availability) is a determinant.”
He added that employees also may “want to live in a rural town; want to live car-

free in the city and use the LRT; [or] want to have one-spouse work local and
another use GO train to commute.”
Says Jaworsky, “The reality is that we offer all of these options, but that only hap-

pens when we come together.”

Not there yet
Clinton Ball, Director of Client Programs and Initiatives at the Accelerator Centre,

is very positive about the state of the Waterloo brand – but also notes there is more
to do. “I think we do an amazing job in being efficient in how we grow start-ups;
one thing that we lack is the risk capital and the willingness to place bets on very
early stage companies…. It’s just something that we are behind the times on, some-
thing that we know is an issue and are working towards. Once we get that financ-
ing bit figured out, we also build up the support mechanism with the government at
a more national level and provincial level. Then we can do some crazy things, we
could be a world leader. I’m absolutely confident that we have the talent, and the
ideas to that.”
John Whitney, of Whitney Commercial Real Estate Services, also sees a very

strong future. “Activity levels are coming back again… The tell-tale signs are just
awesome. We all know what Communitech is doing and we all know what the
Accelerator Centre is doing, we all know what these tech guys are doing, but it’s
even beyond that. GHD just took a big chunk of space on Phillip St., Shopify is
expanding to the new building on Caroline.
“We compare our number with Toronto brokers and when we tell them how

much office space we lease or sell in a year they say ‘You’re kidding! We don’t have
anyone even in the downtown office market doing those kind of numbers.’ It’s
unbelievable!
Ginger Whitney, of the same company, points to the changing demographics that

are making Waterloo a new, more urban brand. “It’s becoming more of metropoli-

FEATURE STORY

PROFESSIONAL JANITORIAL
SERVICES FOR BUSINESS

Specializing in Commercial,
Industrial and Institutional facilities

Call us for all your cleaning needs:
� General Janitorial & Office Cleaning
� Carpet Cleaning
� Floor Stripping & Waxing
� Interior/Exterior Window Cleaning
� Ultrasonic Blind Cleaning
� Construction Cleanup
� Factory Cleaning
� Computer Cleaning

We will help protect
your Real Estate investment

Tel: (519) 884-9600
Waterloo, Ontario

Fax: (519) 884-8699
Toll Free: 1-800-983-6661

wwwwww..jjddiicclleeaanniinngg..ccoomm
BONDED & INSURED

Member of the Canadian Franchise Association 
and Better Business Bureau

JJaammiieessoonnss
See us for Game Room Ideas

Family Owned and Operated
Since 1929

Bankstyle Shuffleboard Tables
(Several tables 
on display)

103 Ontario St. S., Kitchener 
• Free parking at the door! 

519-745-4053
Mon-Fri 10:30 - 6 • sat 11-4
www.jamiesonsbilliards.com

JJaammiieessoonnss

Indoor/OutdoorSee us for:
• Pool Table Sales, Service, 
Supplies and Accessories

• Recovering and Refurbishing
• Billiard Table Lights 
• Shuffle Boards

• Dart, Accessories
Equipment,
Cabinets &
Scoreboards 
• Delivery

Scott Higgins
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TANNERY 
EVENT CENTRE

Phone: 519-744-1555     Toll Free: 1-800-667-0833     Web: bingemans.com

Offering cutting-edge technological options, The Tannery Event Centre, in Kitchener,
Ontario is a dynamic and vibrant space ideal for your next event. Previously a
turn-of-the-century mill, its history has been revitalized into a vibrant meeting space.
Among its tech amenities are a 100 foot by 10 foot projection screen and a digital
system that allows for standard, multi-layered and simultaneous projection. 

Located in the heart of creativity in downtown Kitchener, the Tannery is a part of
Communitech and close to Waterloo’s renowned Accelerator Centre.

JOIN US FOR THE NEXT EVENTS IN OUR

RESERVE YOUR TIME ONLINE AT BINGEMANS.COM

2017 BRUNCH SERIES

16
APRIL

EASTER 
BRUNCH

MOTHER’S DAY 
BRUNCH14

MAY

BINGEMANSCATERING
 Phone: (519) 744-1555 Toll Free: 1-800-667-0833 Web: bingemans.com

BIN#### - Exchange Magazine - Full Page (Tannery-Catering).indd   1 11/29/16   12:17 PM

JOIN US FOR THE NEXT EVENTS IN OUR

 

 

   

JOIN US FOR THE NEXT EVENTS IN OUR

 

 

   

JOIN US FOR THE NEXT EVENTS IN OUR

 

 

   

JOIN US FOR THE NEXT EVENTS IN OUR

 

 

   

JOIN US FOR THE NEXT EVENTS IN OUR

 

 

   

 

 

   

2017 BRUNCH SERIES
JOIN US FOR THE NEXT EVENTS IN OUR

APRIL

61

 

 

   

2017 BRUNCH SERIES
JOIN US FOR THE NEXT EVENTS IN OUR

 

 

   

2017 BRUNCH SERIES
JOIN US FOR THE NEXT EVENTS IN OUR

 

 

   

2017 BRUNCH SERIES
JOIN US FOR THE NEXT EVENTS IN OUR

 

 

   

2017 BRUNCH SERIES
JOIN US FOR THE NEXT EVENTS IN OUR

 

 

   

 

 

   

61
YAAYM

41

 

 

   

BRUNCH
RTHEOM

 

 

   

 

 

   

 

 

   

 

 

   

 

 

   

RESERVE YOUR TIME ONLINE AT BINGEMANS.COM

744-1555(519)Phone:
BINGEMANS

 

 

   

RESERVE YOUR TIME ONLINE AT BINGEMANS.COM

W1-800-667-0833ree:FollTToll744-1555
TERINGAATERINGCBINGEMANS

 

 

   

RESERVE YOUR TIME ONLINE AT BINGEMANS.COM

bingemans.comeb:W
TERING

 

 

   

RESERVE YOUR TIME ONLINE AT BINGEMANS.COM

 

 

   

RESERVE YOUR TIME ONLINE AT BINGEMANS.COM

 

 

   

 

 

   

 

 

   

 

 

   

 

 

   

 

 

   

 

 

   

 

 

   

system that allows for standard, multi-layered and simultaneous projection. 
Among its tech amenities are a 100 foot by 10 foot projection screen and a digital
turn-of-the-century mill, its history has been revitalized into a vibrant meeting space.
Ontario is a dynamic and vibrant space ideal for your next event. Previously a
Offering cutting-edge technological options, The Tannery Event Centre, in Kitchener,

 

 

   

system that allows for standard, multi-layered and simultaneous projection. 
Among its tech amenities are a 100 foot by 10 foot projection screen and a digital
turn-of-the-century mill, its history has been revitalized into a vibrant meeting space.
Ontario is a dynamic and vibrant space ideal for your next event. Previously a
Offering cutting-edge technological options, The Tannery Event Centre, in Kitchener,

 

 

   

system that allows for standard, multi-layered and simultaneous projection. 
Among its tech amenities are a 100 foot by 10 foot projection screen and a digital
turn-of-the-century mill, its history has been revitalized into a vibrant meeting space.
Ontario is a dynamic and vibrant space ideal for your next event. Previously a
Offering cutting-edge technological options, The Tannery Event Centre, in Kitchener,

 

 

   

Among its tech amenities are a 100 foot by 10 foot projection screen and a digital
turn-of-the-century mill, its history has been revitalized into a vibrant meeting space.
Ontario is a dynamic and vibrant space ideal for your next event. Previously a
Offering cutting-edge technological options, The Tannery Event Centre, in Kitchener,

 

 

   

 

 

   

 

 

   

Communitech and close to Waterloo’s renowned Accelerator Centre.
Located in the heart of creativity in downtown Kitchener, the Tannery is a part of

system that allows for standard, multi-layered and simultaneous projection. 

519-744-1555     Phone:

 

 

   

Communitech and close to Waterloo’s renowned Accelerator Centre.
Located in the heart of creativity in downtown Kitchener, the Tannery is a part of

system that allows for standard, multi-layered and simultaneous projection. 

W1-800-667-0833     ree:Foll TToll 519-744-1555     

 

 

   

Communitech and close to Waterloo’s renowned Accelerator Centre.
Located in the heart of creativity in downtown Kitchener, the Tannery is a part of

system that allows for standard, multi-layered and simultaneous projection. 

bingemans.comeb:W

 

 

   

Located in the heart of creativity in downtown Kitchener, the Tannery is a part of

 

 

   

 

 

   



tan city, with the core, with the uptown, with the downtown,
with the LRT connecting everything… it’s more of a hub.”
Cote, of CBRE, notes that a key element in the burgeoning

region is still the price advantage, compared to the GTA.
“You’ve got this great organic economic growth, a diversified
economy, Waterloo region with the tech, Toyota, the insur-
ance guys, the universities, tonnes of employment, but you
also have this bedroom community aspect where people are
commuting.”
His colleague Joe Benninger notes, however, that there are

limits to growth potential that demand creativity. “Kitchener-
Waterloo has always been such a land-constrained market.
We’ve grown to our limits in terms of the urban boundary...

It’s a very land
scarce market and I
think what we’re
seeing that most if
not all of the green-
field commercial
development oppor-
tunities are gone,
and the trend is
back to the core.
That live-work
intensification that
is happening in the
core is going to
drive retail and
services to the core
as well.”

Staying on the team bus
Sommerfeld says that the area is growing through collab-

oration. “I don’t think there has ever been a time in the mar-
ket where the stars have been aligned as they are right now
in terms of strong local economy. Things have never been
better. We’ve got all forms of government supporting the
local economy – the provincial government is talking to local
and to national, the prime minister is talking to the premier,
talking to the mayor of Toronto. 
“That would have never happened if the parties weren’t as

aligned as they are right now. The result is we’re getting lots

Clinton Ball
Ian McLean CEO of The Greater KW Chamber of Commerce and Greg Durocher CEO of
The Cambridge Chamber of Commerce
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Look who’s building 
your community!
PROVEN TRACK RECORD OF 
CONSTRUCTION EXCELLENCE

Gateman-Milloy is a respected Kitchener-based construction
company with a proven track record. What began as a small 
landscape contracting business in 1982 has grown into an
award-winning construction firm. Our unique combination 
of core competencies and demonstrated experience over 
34 years is unmatched by others. We are committed to 
demonstrating every day the things that have earned 
us this reputation.

gatemanmilloy.com
519.748.6500

commercial . industrial . institutional . recreational
residential . design-build . project management

Grand Valley Construction Association 
Community Builder of the Year

INNISFREE HOUSE

FEATURE STORY
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Working throughout the stages of business ownership
has its ups and downs.  Nowhere is this experience

more intense than when you’re operating your own busi-
ness, in partnership with your spouse. With each up
comes a new opportunity, and when you’re 30 years into
the cycle, you start to look for the next logical transition.
That’s the stage where Bruce and Yvonne Kingsbury,

owners of Groundhog Divers, find themselves. Still in love
with the business, still in love with the industry, and still in
love with their clients, they’re nonetheless at the point
where they need to start thinking of the next stage. And
with some businesses, that’s not so easy. The Kingsburys
run Groundhog Divers, a specialty retail and destination
travel business that is unique in so many ways. 
The Kingsburys are second owners, purchasing the busi-

ness nearly three decades ago, on a handshake and with a
love for diving. They bought it from some very close friends
and mentors, Mike and Margaret Gerus. Mike and Margaret
started the business in 1983. Bruce and Yvonne took over
the business approximately six years later. 
“The transition was a little back and forth, while Mike

and Margaret were establishing things down there,” com-

SUCCESSION - AND
THE UNIQUE BRAND

of support, financial, getting the railway corridor open, people
are actually cooperating, the local story in my view has never
been better than in 35 years.”
Cambridge Mayor Craig says, simply, “Our competition is

not with each other – that’s the new philosophy we’re advo-
cating.”
Kitchener Mayor Vrbanovic agrees. “It’s all about compet-

ing against the rest of the world, not about competing with
each other.” He points to examples of cooperation between
the cities, such as the move of Google from Waterloo to Kitch-
ener, and the reverse migration of Stantec from Kitchener to
Waterloo. He smiles that, when Kitchener helped Héroux
Devtek find new property in Cambridge, because there was no
appropriate Kitchener property for the company’s expansion,
in the end the firm opened a new Cambridge facility but
retained their Kitchener space, as well.
Vrbanovic opts for first-name basis with his fellow urban

mayors: “This is the kind of approach Doug, Dave and I have
been taking.”
In their interviews with Exchange, the three mayors – and

many of the other local experts – have moved beyond the
Waterloo EDC brand question to discuss branding on both
larger and smaller levels – from the Toronto-Waterloo Corri-
dor to smaller, neighbourhood business communities that are
growing up in the cities, largely through the process of infilling
and brownfield development. There will be more about these
themes in the next issue of Exchange Magazine.

Groundhog Divers is a niche retail destination travel business
that demands a high degree of technical expertise

x
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ments Bruce. “Down there” is Cozumel, Mexico, where the
Geruses built a second business that served the training,
certification, and recreational diving market. It was a niche
market whose dedicated patrons commit to lifestyle of div-
ing.
Diving is a hobby where not only a person’s vacation

time is spent in pursuit of the sport, but also a modest sup-
ply of money. The Geruses saw a huge growth opportunity
in the destination dive business. They established the
Papahog Scuba Emporium in Cozumel, a location offering
a relatively close, year-round diving destination for the
Kitchener/Waterloo and Southern Ontario enthusiast. 
Establishing a viable business in another country takes,

a lot of patience and a lot of money. Eventually the Geruses
were able to attain dual citizenship, making Cozumel their
permanent home. And the Kingsburys took over Ground-
hog Divers, the most diversified scuba training centre in
the KW area. After three decades, it still attracts the adven-
ture-minded traveller.
The two couples started in a business environment so

different from today. Bruce recalls the first year that
Groundhog Divers was in Kitchener, he met Mike, and
Bruce became a diver. Soon Bruce worked his way up to
the instructor level, and as Mike and Margaret were begin-
ning the transition to Mexico, started to help out. “Then,
we were down in Cozumel, visiting with them and over a
couple of beers and a handshake we bought this place.”
Over the decades, “things have changed”; the customer

has adapted and evolved as the technology has improved.
The driving factor is now a person’s bucket list. Certification
is required, as your life depends on understanding and mon-
itoring key factors, such as how much air you have to
breathe. The 20-minute resort pool lesson can be somewhat
misleading. 
The joy of the destination, the camaraderie of the people

and experience shared with new friends, at the end of the
day is priceless. 
Bruce and Yvonne are currently in a transition; they need

Bruce Kingsbury, left, and Kyle Main of Groundhog Divers
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Benjamin Franklin’s accomplishments range from run-
ning successful businesses to founding libraries, to

inventing the lightning rod, to helping create a free nation
and being an international statesman. There is also one
less-known piece of brilliance: in 1727, just 21 years old,
Ben gathered a group of 11 associates and created a club
they called Junto, later the Leather Apron Club. The club’s
purpose was to enable its 12 members to learn from one
another and gain self-improvement that would help not
just themselves but others in their community. The mem-
bers shared their rare and expensive books with one
another. Soon, this led to the creation of libraries for their
community. The members also shared political views, vet-
ting position papers. This led to political lobbying and gov-
ernment policy improvements in Pennsylvania.�
Almost 300 years later, people still gather in groups to

help one another and their communities. The interesting
word ‘Junto’ has been lost over time, replaced with Roundta-
bles, Peer-to-Peer groups, Master Minds, etc. � When we
create or join our Juntos, we can pave the path for success:
we can be very clear about the purpose of our group; we can
set clear rules of engagement; and, as members, each of us
can be lear about our desires and expectations.

Junto Purpose
Franklin stated “…I had form’d most of my ingenious

acquaintance into a club of mutual improvement…”. The club
would be selective, having ingenious people as members who
would receive self-improvement and give help to others.
� Napoleon Hill, author of ‘Think And Grow Rich’, used the
words ‘Master Mind’. Using Andrew Carnegie’s model, Hill
created the following framework for group purpose: “A “Mas-
ter Mind” may be defined as: “Coordination of knowledge and
effort, in a spirit of harmony, between two or more people, for
the attainment of a definite purpose.” This philosophy helped
many become millionaires and, a couple of generations later,
Hill’s philosophy helped free a nation – India. �
When people work together with clear purpose they can

change the world. Purposeful groups accomplish a virtually
unlimited range of important achievements: � • controlling
and eradicating major diseases,� • creating political reform,� •

ROUNDTABLES &
PEER-TO-PEER
Understanding group purpose, rules, desires and expectations  

thing related to diving comes up in their lives, our name will
pop into their mind.” When Kyle started to tell friends about
his new career at  Groundhog Divers, “it always begged a
question, and the conversation followed. It gives me that
opportunity to say ‘Yeah it’s this dive shop,’ and if you want
to find out  more …” – Jon Rohr

a successful succession plan. Enter the millennial like no
other millennial: Kyle Main. Main is a Kitchener native,
whose parents moved around the world as missionaries. Kyle
spent a lot of time living in Colombia, where the young man
met his wife.  He speaks fluent Spanish, (handy, as most of
the closer diving destinations are in Spanish-speaking coun-
tries). When he was 18, he returned to Kitchener looking for a
job
“Yvonne said, you really have to talk to him,” so Bruce did.

“He’s of that millennial generation, but his approach to life,
his insight to people and his wisdom – he’s not a millennial in
so many of the ways that I’ve encountered. He fit right in and
has been with us ever since.” 
Main was at the right place at the right time. After five

years, he is now 23 years old, managing partner and in suc-
cession to own a very cool and interesting dive shop.
There is a difference between experiencing diving and

being a diver. There is a certain amount of education that
needs to take place. And once you have the education you
must practice. “It’s one thing to take a scuba course to go to
the Dominican so you can dive at your cousin’s wedding.
That’s a completely different things than learning how to dive
and been a proficient diver. We’re able to show our cus-
tomers that there is more to this than just the experience,”
says Bruce. 
One of the unique experiences Groundhog Divers offers is

that, surprisingly, there are many opportunities to dive, local-
ly. “We have a tremendous opportunity for diving here, we
encourage a weekly and twice weekly local dive at a beauti-
ful location that Groundhog Divers has exclusive access to.
We do a lot of our training there, we have access to it all year
long.” Bruce took a number of local divers and did a big New
Years Day dive there. “The water was so crystal clear you
could see 60-70 feet deep.” The location is a bit of a secret,
but it’s only 20 minutes from the business’s Victoria St. loca-
tion. “That’s been a very positive thing for us,” adds Bruce.
“We also have an indoor pool,” located behind their Kitchener
retail store. 
So what’s with the Hog theme? “The whole hog thing

works so well,” says Bruce. “So many people remember us
for such a long period of time, and it’s pretty clear that any-

MONITOR

When people work together with clear purpose they
can change the world.

Groundhog Divers founders
Mike and Margaret Gerus, at
their Papahog Scuba Emporium.

BY RICK BAKER
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putting men on the moon,� • providing relief from disaster,
and� • helping people improve their minds and improve their
abilities. Successful groups have clear and simple purpose.
We must be clear about purpose when we set up groups.�
When our Greater Kitchener-Waterloo Chamber of Com-

merce set up CEO peer-to-peer groups, we canvassed dozens
of local business leaders on how a CEO P2P group could
deliver value. They wanted:� • focus on business topics,� • a
safe environment to learn from peers in senior roles, and� •
occasional external education to complement the peer-to-
peer learning. Our community’s two GKWCC CEO P2P groups
are still active and vibrant, helping business leaders test
ideas, gain knowledge and improve abilities. 

Junto Rules�
When people work together in groups, rules are used to

guide action. Too many rules can stifle desired action, too few
can result in undesired action and dysfunction. The key is to
have a small number of overarching rules linked to the group
purpose and the values shared by the group.�
Franklin created rules for his Junto. In his own

words:� “Every member, in his turn, should produce one or
more queries on any point of Morals, Politics, or Natural Phi-
losophy, to be discuss’d by the company; and once in three
months produce and read an essay of his own writing, on any
subject he pleased. Our debates were to be under the direc-
tion of a president, and to be conducted in the sincere spirit of
inquiry after truth, without fondness for dispute, or desire for
victory; and, to prevent warmth, all expressions of positive-
ness in opinions or direct contradiction, were after some time
made contraband, and prohibited under small pecuniary
penalties.”� Within four years of its creation, Franklin’s Junto
had helped many members, helped many Philadelphia busi-
ness people who were not members, and created one of the
first libraries in North America.�
Our local Centre For Family Business has created a number

of Roundtables to serve its members. CFFB, after exploring
member needs and obtaining professional input, created an
operating manual with a full set of guidelines and rules for a
Roundtable constitution. Our community’s four CFFB Round-
tables have enhanced the lives of members by generating
life-long friendships, delivering difficult-to-find wisdom from
trusted peers, and providing the ability to share business
and/or personal burdens.

Junto Member Desires & Expectations�
Juntos excel when members’ expectations and desires

align with the group’s purpose and rules. A properly-formed
group will have limited purpose. If we wish to have meaning-
ful group experiences then we must make sure we under-
stand:� • our interests and how well they align with the
group’s purpose, � • our ability to contribute value to the
group and its members, including the specific contributions
we and others in the group are ready, willing, and able to
make, and� • our interest in receiving value from the group
and its members, including the specific contributions we are
ready, willing, and able to take.�
Successful groups have clear purpose, values and rules. We

can accomplish great things when we align with others. 

For the last decade, Waterloo’s Accelerator Centre has
been developing a global reputation for its highly suc-

cessful entrepreneurial business-building program. Its
effectiveness is underlined by the fact that past AC CEO
Tim Ellis was recruited by the World Trade Organization
to speak, educate and inform global destinations on how
to set up their own business incubator.
Ten years ago, you would have been hard pressed to

find an incubator like Waterloo’s Accelerator Centre. There
were only a handful, and they pale by comparison. 
Fast forward to present day and every prosperous juris-

diction in the universe is developing or has developed
some form of incubator to accelerate ideas and to support

community entrepreneurs. 
Incubators are on the cusp of innovation. Their clients

create new businesses that eventually change people’s
lives. Incubators house educators, mentors, experienced
leaders, all working toward accelerating the time it takes
to develop and idea into a business. 
The culture that supports such an activity, the staff, CEO

and directors each must live and breath innovation. So it
should come as no surprise that at some point in a pro-
gram’s life, revisions are required and a new paradigm
model for incubation introduced.
Enter Clinton Ball, Director of Programs and Initiatives at

the Accelerator Centre. In early 2016, Ball and the AC
team, lead by CEO Paul Salvini, decided to revisit their
incubator program. “As ironic as it may sound,” says Ball,
“incubators need to be innovative as well.”
Ball’s team’s goal was to focus on what kind of impact

could be delivered to AC clients in the future. Ball began
with a benchmark analysis of what other incubators were
doing, globally. He had spent the last three years meeting
“interesting and impressively  smart people” from various
countries. He’s been on dozens of incubator visitations,
from Japan, to South Korea, and all across the US. Working
with community partners, like the now defunct CTT, Ball
listened to “people in the incubation and the accelerator
space… and compared what other people are doing.”
His conclusion? With the innovations they have now

incorporated into the AC program, “what we’ve created
here is completely unique… this is our own innovative
product, that you can only get in Waterloo.”
The key is that the AC has combined the best of long-

cycle incubation programs and accelerator programs that

FROM IDEATION TO
SCALE-UP
The Accelerator Center has a global reputation that is about
to get accelerated

MONITOR

“As ironic as it sounds, incubators need 
to be innovative, as well” 
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objectives, and timelines set around building the business.
It’s serious stuff,” says Ball.
He says, “It took about eight months to really roll out,

and it’s been successful. We’ve had our first cohort of new
companies with the new program go through the first of
four phases.”
The first cohort of the new program includes 10 compa-

nies. They all ended the first four months by presenting to
a trusted group of AC stakeholders. Stakeholders form a
panel, and at the end of the presentation give a “signal” to
the companies.  Ball explains, “We do it with a red light,
green light, yellow light. Companies that get a green light
have clearly shown that there is a defined market and that
someone is willing to buy their product. It’s an indication
that we should invest more time and energy, and they
move on to phase two. We had that group that started at
the end of 2016 and they’re in phase two now.”
Another change is that the AC has a client service team

that now services clients on a daily basis. The daily routine
emphasizes the programming and then connects them to
the right mentorship group, an advisor network made up of
voluntary industry experts. “These experts are venture cap-
italist, graduates, as well as people that have built busi-
nesses before and want to give back.”
Ball is quick to point out that “one thing about the AC is

that we are super picky who comes in our building. We like
to describe our program as gold-class, we like to look for
the best companies in the Region and abroad. Our program
is for entrepreneurs that demand a accountability-driven
experience, they want someone to put a hand on their
shoulder, and really work with them in the trenches, to
build a company.”

It’s a program designed for
those that “demand a struc-
tured approach in how to go
about building a business,
and it’s for those that want to
accomplish certain goals in a

certain time line.”  The AC’s new approach shows measur-
able results, indicating to entrepreneurs that there is a
structured way to build a business. A good ecosystem for
incubators has five pillars: 1) educational support system;
2) industry support system; 3) venture capital; 4) the actual
accelerators/incubators; and Ball includes “a local munici-
pality willing to take a chance”, much like Kitchener has
with its innovation district, as a fifth pillar.
One of the advantages Waterloo Region has is the col-

laborative nature of the community. Waterloo Region is the
second most dense ecosystem in the world, after Califor-
nia’s Silicon Valley. But other ecosystems are coming on
stream in Singapore, China, New York City, UK, Berlin, Tel
Aviv, and Los Angeles.
The AC relies on a mix of funding sources to grow and

scale its not-for-profit community service. “We have been
definitely getting a lot of love and support from people who
have helped us out in the past. And new players that have
come to the table, but we need to expand the pie again, if
we look to grow. The model can support it, we just need a
financial model to support that growth as well. We are kind
of in our sweet spot right now,” says Ball.  – Jon Rohr

identify and support specific phases of a start-up’s develop-
ment. The AC program typically extends over two to four
years which Ball dubs, “a brand new model for incubation.”
The new program has a four-phase approach. The first –

ideation, customer discover and early validation – essen-
tially means building a product someone wants.
The next phase is to build a solid foundation to scale;

this looks at product validation and market fit for customer
creation. All too often, innovative ideas are designed to
meet an assumed market need
while the market still needs to
be developed. 
The third phase is designed

to grow your business, with a
focused approach that develops
new customers with an empha-
sis on product development. 
The final phase is scaling for global success, the acid test

for achieving repeatable and scalable business throughout
the world. Ball says the phases encapsulate all the neces-
sary elements that help a client “figure out their idea and
identify the market.” Key early questions include, “For
whom am I building this?” and, most importantly, “How am
I going to make money?”
The new program places a strong emphasis, says Ball,

“on evaluating opportunities early, beyond a single cus-
tomer. Success comes with a wider audience, a wider
group, a repeatable scalable sales model. The new pro-
gram then builds an organizational sales model alongside
that.  And we can do that using these four phases in as lit-
tle as a two year period.”
Along with the four phases, the AC has adopted a new

accountability, milestone-driven approach to its program-
ming. The redesigned program has created a clear process,
“from ideation to scale up”. It permits a clear understand-
ing of where the new business is and where it should be
transitioning to – the next stage. “Clients have really clear

MONITOR

“We like to describe our program as gold-class, 
we like to look for the best companies in the

Region and abroad.”

Clinton Ball of Accelerator Centre
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DEBORAH MACLATCHY, A DISTINGUISHED SCIENTIST
with extensive experience in research,
teaching and senior administration,
has been appointed the next president
and vice-chancellor of Wilfrid Laurier
University.
A former dean of science who has

served as Laurier’s provost and vice-
president, academic since 2009,
MacLatchy will begin her five-year
term as president and vice-chancellor
on July 1, 2017. She succeeds Max
Blouw, who will complete his second
five-year term on June 30, 2017.
MacLatchy has played a lead role in

many significant initiatives at Laurier,
including: a new strategic academic
plan; the establishment of innovative
undergraduate and graduate degrees;
development of Laurier’s integrated
and engaged learning model; develop-
ment of the multi-campus governance
framework; the launch of the Laurier
Institute for Water Science; the cre-
ation of the Laurier Centre for Women
in Science; the advancement of the
university’s research agenda; creation
and expansion of the Office of Aborig-
inal Initiatives with a focus on com-
munity partnerships and support for
Indigenous students.
MacLatchy is a founding fellow and

past chair of the science directors of
the Canadian Rivers Institute, and is a
past-president and council member of
the Canadian Society of Zoologists.
She is chair of the board of the Balsil-
lie School of International Affairs. 
MacLatchy was named one of Cana-

da’s Most Powerful Women for 2012 in

a Top 100 list compiled by the
Women’s Executive Network. 

GRAND RIVER HOSPITAL HAS RECEIVED a
$15,000 grant from the Bell Let’s Talk
Community Fund to support children
and youth living with developmental
disabilities who are also facing mental
health issues.

FOR THE THIRD TIME IN THE AWARD’S THREE YEARS,
Perimeter Institute researchers have
won two of the three Buchalter Cos-
mology Prizes on offer. It’s the third
time since the prize’s launch three
years ago that Perimeter has been a
double finalist.

ELECTED REPRESENTATIVES from the federal,
provincial, regional and municipal
governments joined members of the
Conestoga College community at the
college’s North campus, Waterloo for
the announcement of a joint federal-
provincial government investment of
$15.8 million supporting a major
expansion project for the campus.
The funding will support Phase 1 of

Conestoga’s Pathways to Prosperity
initiative, which involves the expan-
sion and revitalization of the college’s
North Campus in Waterloo.
The project includes the develop-

ment of three primary components.
• A new Institute for Culinary &

Hospitality Management will greatly
expand capacity for programming and
applied research.
• The Centre for Advanced Learning will

focus on the delivery of new and

expanded programming for informa-
tion and communications technology
and other high-demand areas.
• A new Access Hub will provide

students, newcomers to Canada, job
seekers and area employers with
access to information, programs and
services in a single location.

The Board of Directors of BBB serv-
ing Central Ontario, with offices in
Kitchener, announced that Patrick
McKeen has been appointed CEO.
McKeen replaces Ric Borski who
served as Director through the BBB
Kitchener Office. The BBB Kitchener
office underwent rapid growth
throughout Southern Ontario under
Borski’s leadership. 

THE HOUSE OF FRIENDSHIP’S Emergency
Food Hamper Program is offering
greater dignity for our neighbours in
need of food in its revitalized 807
Guelph St. Kitchener building. The big-
ger, safer and more efficiently
designed space drew partners, donors
and community leaders in a Grand-Re-
Opening on Friday January 27, 2017,
celebrating a vital renovation and
bringing food hamper distribution back
under one roof.
On hand were MPP Kitchener Centre

Daiene Vernile and Ontario Trillium
Foundation representative Gebre Beri-
hun, along with other elected officials
who joined the event to congratulate
House of Friendship on receiving a
$150,000 OTF grant which helps
reduce hunger and food insecurity.

WATERCOOLER

Deborah MacLatchy

House of Friendship executive director John Neufeld



SUN LIFE FINANCIAL HAS TEAMED UP with Wil-
frid Laurier University in the fight
against obesity and chronic disease
and has committed $500,000 to launch
a community outreach program to
improve activity levels and nutrition in
youth and their caregivers as a way to
prevent and manage type 2 diabetes.
The Sun Life Financial Centre for

Physically Active Communities will
offer low-cost or free programming to
children and youth who are at risk of
developing type 2 diabetes and other
chronic conditions in high-priority
neighbourhoods (lower income, immi-
grant and First Nations communities).
Health-care experts in Laurier’s

Department of Kinesiology and Physi-
cal Education will work collaboratively
with families to change habits and
improve physical-activity levels, nutri-
tion and knowledge around diabetes
prevention. The centre will offer group
and individual support and guidance
on nutrition, physical activity, and
behaviour modification. 
Since 2012, Sun Life Financial has

committed over $17 million to diabetes
awareness, prevention, care and
research initiatives around the globe.

JOSSLIN INSURANCE WAS HONOURED with the
prestigious David Borges Community
Involvement Award by the Cambridge
and North Dumfries Community
Foundation for its commitment to
community, including work with local
not-for-profit organizations like Strong
Start to Reading.
Josslin Insurance, which recently

celebrated its 135th year of continuous
business in the region, has five offices
in Ontario, including Cambridge.
“Josslin Insurance opened their Cam-
bridge office less than two years ago,”
said Lisa Short, Executive Director of
the CNDCF. “They used their experi-
ence in other communities to find
ways to engage, give back and make a
difference locally. We were impressed
with their efforts to quickly immerse
themselves into our community and
get involved.”

ATS AUTOMATION TOOLING SYSTEMS INC. has
donated $100,000 to KidsAbility
Waterloo, to help KidsAbility and chil-
dren and youth with special needs.
“We are all thrilled to be in a position

to support KidsAbility in delivering crit-
ical services to children and youth in
Waterloo Region and Wellington Coun-
ty,” said Anthony Caputo, ATS chief
executive officer. “The dedication of all
involved with KidsAbility, including its
staff, volunteers, and supporters, is

inspirational.”
WALTER HACHBORN, CO-FOUNDER and Presi-

dent Emeritus of Home Hardware
Stores Limited passed away in Decem-
ber at the age of 95. 
Walter started working in the hard-

ware industry in 1938 and created
Home Hardware in 1964 with two part-
ners, Henry Sittler and Arthur Zilliax.
He had been its President since the
beginning, seeing the company grow
from 122 dealers to over 1100 stores
and annual sales of over $6 billion. He

retired from day-to-day operations in
1988 and retained the title of President
until 2010 with more than 75 years in
the hardware industry.
In 1985, he was awarded an hon-

orary doctor of laws degree from Wil-
frid Laurier University, where he
served as a member of WLU’s board of
governors for 10 years. In 1988, the
Retail Council of Canada presented
Hachborn with the Distinguished Cana-
dian Retailer of the Year Award. He
was also named Retailer of the Century
in 1999. In 1999, he was made a Mem-
ber of the Order of Canada. He was
named to the Canadian Business Hall
of Fame in 2014. 

RESEARCH AT THE UNIVERSITY OF WATERLOO that
has the potential to affordably connect
billions of new users to the Internet via
intelligent antennas will receive $6.1
million in joint funding from C-COM
Satellite Systems Inc. and the federal
government.

C-COM and the Natural Sciences
and Engineering Research Council of
Canada (NSERC) will each provide
funding of $3,055,000 over five years.
C-COM will also provide $751,000 of
in-kind support to the project, which
Professor Safieddin Safavi-Naeini,
from the Department of Electrical and
Computer Engineering at Waterloo will
lead. Safavi-Naeini is the head of the
Centre for Intelligent Antenna and
Radio Systems (CIARS) at Waterloo.

Work at CIARS involves the devel-
opment of low-cost, flat, modular
antennas capable of establishing and
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maintaining links to satellites, even
while on the move. That capability
would be a breakthrough for C-COM,
which presently manufactures and
sells robotic antennas for fixed Internet
connectivity in 103 countries around
the world. The new technology would
enable widespread broadband internet
service in cars, trains, ships, planes
and other vehicles.

“If you imagine there are billions of
people out there with no connectivity,
and hundreds of millions of cars,
trucks, planes, boats, anything that
moves, the market potential is excit-
ing,” said Leslie Klein, an alumnus of
Waterloo Engineering and co-founder
of C-COM.
An initial product may be on the

market within two to three years.
Other possible applications for the
antennas include use with high-speed,
5G communications networks using
millimetre wavelength radio frequen-
cies, which are expected to become
reality within about five years, and
sophisticated radar imaging for sensor
systems in self-driving cars.

THE FEDERAL GOVERNMENT WILL CONTRIBUTE $32.6
million for the construction of a state-
of-the-art engineering building at the
University of Waterloo. Minister of
Small Business and Tourism Bardish
Chagger, MP for Waterloo, announced
the funding under a program to update
research and innovation infrastructure.
Engineering 7, the seven-storey,

240,000-square-foot building, will
accommodate expanding demand from
student enrolment and feature

advanced research labs. It is under
construction on Waterloo’s east cam-
pus at a total cost of $88 million, with a
scheduled opening in the spring of
2018.
Home to growing biomedical and

mechatronics engineering programs,
as well as research on disruptive tech-
nologies, including machine intelli-
gence, mobile robotics, autonomous
vehicles and wearable biomedical
devices, Engineering 7 will be one of
the largest buildings on campus when
complete. An atrium and enclosed
pedestrian bridges will link it to the
existing Engineering 5 building.
A focal point of Engineering 7 will be

the Engineering Ideas Clinic, a novel
space allowing professors from differ-
ent engineering disciplines to collec-
tively teach theoretical concepts

through experiential, hands-on learn-
ing. Waterloo Engineering’s 7,500
undergrad students will use the facility.

HELEN JOWETT HAS BEEN ACCLAIMED to a sec-
ond one-year term as chair of the
Grand River Conservation Authority.
Chris White has also been acclaimed
to a second one-year term as vice-
chair.
The 26-member GRCA board is com-

posed of representatives appointed by
the municipalities within the Grand
River watershed.
Jowett was elected as a Region of

Waterloo councillor for Cambridge in
2014, and was subsequently appointed
as a member of the GRCA board. White
has been a member of the GRCA board

since 2014. He was elected to the
Guelph/Eramosa Township council in
2003, became mayor in 2006 and
served as warden from 2011-2014.

THE MUNICIPAL LEADERS OF WATERLOO REGION
have made a public commitment to
fostering an inclusive and welcoming
environment across the region. The
statement, signed by all seven mayors
and the regional chair, was a response
to the terrorist act in Québec City, and
the restrictions on travel initiated by
US President Trump.

MINUTE SCHOOL, A START-UP DEVELOPING a
new education platform based on
“micro-courses,” has received a
$1,200,000 from a local, individual
investor to develop a wider course
offering and to enhance their technol-
ogy.
“This investment is tremendous for

Minute School; having an experienced
investor put their faith in our business
gives us an incredible vote of confi-
dence,” says Tushar Singh, Minute
School CEO and founder.

THE NEIGHBOURHOOD GROUP OF COMPANIES,
the parent company of The Wooly
Pub, Borealis Grille & Bar and Miiji-
daa café + bistro, announced that
company Chair Bob Desautels has
been awarded the 2016 Restaurateur
of The Year by Ontario Restaurant
News. Desautels commented, “This
award is a testament to the strong
management teams we have at our
four restaurants. It also proves that
operating in a sustainable fashion
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ernment, first hand. His tenure included Liberal, New
Democrat and Progressive Conservative mandates. He
started with the provincial Ministry of Natural Resources.
His career with the province included stints with Correction-
al Services, the Treasury Board, the Ministry of Skills Devel-
opment, and the Alcohol and Gaming Commission.
When he retired, he was General Counsel for the Alcohol

and Gaming Commission of Ontario. Since retirement, he
has continued to consult and represent clients in the areas
of alcohol and gaming regulation.
At the outset of his career in public service, in the 1980s,

Bourgeois lived in Toronto, but more than two decades ago,
he and his wife, Susan Campbell, moved back to Kitchener.
Campbell is a retired lawyer and former vice-chair of the
Ontario Municipal Board.

Honoured for arts contributions
Bourgeois’ retirement from public service did not mean

retirement from being a public volunteer. He has been very
involved in arts and culture in the region for decades, and
his contributions were noted as he received a Waterloo
Region Arts Award in 2000, as well as his recent City
Builder Award. (He’s quick to underline the important con-
tributions of the other people who were honoured with this
year’s City Builder Award.)
He was one of the founders of the J.M. Drama group

(formed by alumni of St. Jerome’s and St. Mary’s schools).
From that, he became involved in founding The Registry
Theatre, and Createscape,
and has served on the Water-
loo Region Arts Fund, the KW
Symphony Board, and the
KW Art Gallery Board, among
others.
His expertise as a lawyer

has been volunteered to help
arts and culture groups
organize and incorporate, but
he is also very involved in creating arts – with J.M. Drama,
he has both acted in and directed theatre, most recently
directing “The Odd Couple” at the Registry.
Bourgeois says he got involved as a volunteer both out of

a sense of duty to his community, and because of the joy it
has brought to him. “I was taught at St. Jerome’s that, if you
have skills and talents, it’s your obligation to assist, to bet-
ter the community. If you can do things in areas you enjoy,
so much the better.” He says his parents always encouraged
him to “do things that make you happy.”
His involvement in the arts – from laying legal ground-

work for a new arts group to playing a part in stage – has
always made him happy – until recently.
Createscape is one of his pet projects – a charity “with a

mandate to support the development of arts, arts initiatives
and arts organizations in Waterloo Region. Donations to
Createscape support charitable activities carried out
throughout the Region, including through Creative Enter-
prise Initiative.”
And in those last three words lies the genesis of Don
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Bourgeois’ frustration, a disillusionment so powerful that it
is driving one of the Region’s key arts and culture volun-
teers right out of the field.
Createscape was carefully created as a charity to allow

donors to receive income tax receipts, while allowing the
organization some flexibility in supporting the arts, since
many legitimate cultural groups, festivals  – or individual
artists – don’t have charitable status. 
Createscape is a purely volunteer entity, committed to

supporting and nurturing the arts in Waterloo Region. But
two of the projects supported
by Createscape have been
highly controversial.
One, the Creative Enter-

prise Initiative, was formed –
and funded – to foster the arts
in the Region. Createscape
signed on to support some of
CEI’s initiatives, such as the
Grand Social website, semi-
nars for artists and arts

organizations, and more. CEI fell into disfavour, both in the
local arts community and eventually, among political lead-
ers. There were questions about the effectiveness of the
organization. Funding was cut off, and CEI officially ceased
to exist at the end of 2016.
Bourgeois is deeply disappointed – not only about the

end result, but about the process. He says that the anger
and invective thrown at CEI and its supporters was entirely
out of hand. These, he says, “were volunteers who devoted
hundreds and hundreds of hours to try and do something of
benefit for the community.” Instead, they were targets of a
“feeding frenzy” of anger.
He also felt the brunt of such anger over another project

supported by Createscape – the creation and installation of
statues of Canada’s Prime Ministers, originally intended to
be located at Wilfrid Laurier University. This project engen-
dered a loud outpouring of protest, as people against the
statue installation pointed out the failings and political
incorrectness of some of the nation’s earlier leaders. Sup-
porters of the project felt that this missed the point – no one

CONTINUED FROM PAGE 30

“I was taught at St. Jerome’s that, if you have
skills and talents, it’s your obligation to assist, to
better the community. If you can do things in

areas you enjoy, so much the better.”

Don Bourgeois, left, receives the City Builder Award 
from Kitchener Mayor Berry Vrbanovic.

MAKING A DIFFERENCE
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was claiming our Prime Ministers were saints, simply that
they played significant roles in the history of the nation.
Such arguments did not sway the university – which

explains Bourgeois’ earlier unhappy comments about WLU
– but after another false start or two, the first statue – Ruth
Abernethy’s sculpture of John A. MacDonald – was placed
at the Castle Kil-
bride National
Historic Site in
Baden. Bourgeois
says three more
Prime Ministerial
statues will be
completed and installed at Kilbride in 2017.
Bourgeois believes he knows where the problem lies in

the arts and culture community in the Region: “Where’s the
leadership?” he asks. The answer, he says, is “no one.” The
whole CEI event – and some other arts community contro-
versies, as well, from the acrimony between the KW Sym-
phony and the Centre in the Square to the issues around
conflict of interest on the Arts Fund board – “has poisoned
the well, overall.”
Efforts to create new organizations seem to have failed.

An attempt to re-start the Waterloo Region Arts Council is
apparently moribund. Bourgeois says the effort known as
the “arts re-boot” has led to “nothing.”
Bourgeois is walking away from his involvement – but he

continues to be a strong proponent of the arts. “All organi-
zations have to evolve,” he says. He calls for leadership to

emerge, and for arts groups to be relevant. “Arts are fun,”
he says. But they are also important “They speak to people.
Every single culture in history, every society, creates art.
We’re all creative, to some extent.”
The arts create employment and economic activity, he

notes, but more importantly, “they are part of social devel-
opment. They cre-
ate identity…. They
are crucial to a
healthy society.”
So what does the

future hold? For
Don Bourgeois, the

future means winding down his volunteer commitments,
and focusing on his legal work, and his hobbies such as art
collection and travel.
For the arts and culture community? He thinks that

answer is less clear. “You need that leadership – someone
to take that first step. I think we have that leadership in the
public service sector, at the regional level, and among the
business leaders. But I don’t know if we have that leader-
ship in the arts and culture sector. Where is this?” he asks.
He points out that the arts community has traditionally
struggled to cooperate, because of competition for funding.
Instead, he calls for everyone in the arts and culture sec-

tor to cooperate to “build a community… not an institu-
tion.... I think it is doable. And I know it is essential.”
But he won’t be doing it. “It’s time for others for come up

to the plate.”

He believes he knows where the problem lies in the arts and cul-
ture community in the Region: “Where’s the leadership?” he asks. 

SPONSOR A HEALTH CARE, EDUCATION,  COMMUNITY SERVICE, ARTS & CULTURE OR 
SPECIAL NEEDS STORY AND HELP GENERATE AWARENESS WHERE IT’S NEEDED THE MOST

Exchange Magazine, and the CAGP Waterloo Wellington Chapter
are looking for corporate sponsors to help tell 

community stories in the May 2017 issue. 
This Waterloo/Wellington section has space available for 

corporate sponsored   community minded, 
not-for-profit or charity  strategic giving stories.  

Help share the reason why we give.

For more information contact Exchange Magazine at:
Tel: 519.886.0298 or email: exchange.business@exchangemagazine.com

MAKE YOUR DIFFERENCE: 
HELP TELL THE STORY OF WHY WE GIVE!

Sponsor a story and  be recognized for your support; this will make a difference for your not-for-profit or charity child.

Waterloo Wellington Chapter



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

When Don Bourgeois gets involved in a job, a cause,
or a challenge, he gives it everything he has. That’s

part of the secret behind his lengthy career as a public
servant in the province of Ontario; and it’s undoubtedly
the reason he was among the most recent recipients of
the Mayor of Kitchener’s “City Builder Award”.
He received the honour because of his work with J.M.

Drama, the Registry Theatre, and the arts
and culture charity, Createscape.
You don’t have to spend a long time

with Bourgeois to realize that he has
loved working in public service, and that
he has been wildly passionate about, and
devoted to, his volunteer activities in arts
and culture.
So it comes as something of shock to

hear him say, “I’m getting out, entirely.”
But he is – he’s winding down his involvement in the local
arts scene, and he’s not doing it happily. In fact, Bourgeois
talks about the “poisoned environment” in Waterloo
Region’s arts and culture community.

Don Bourgeois was born and raised in Waterloo Region,
and attended Wilfrid Laurier University – although he is not
a fan of that institution, today. He became a lawyer,
interned with a ministry of the provincial government  – and
didn’t leave the public service until his retirement in 2014.
In an era when people are typically cynical about govern-

ment – at all levels – Bourgeois says some surprising things.
“I love government,” he told Exchange. “Government does a

good job, in general, in Canada.” He
adds that his comments are not just
focused on the provincial entity – he
praises the federal government, provin-
cial governments and municipal govern-
ments, “here, and across Canada…. In
Canada, we have political leadership
that’s willing to listen,” he says. He lists
some local leaders _ past and present
– who he respects: “Carol Zehr, Berry

Vrbanovic, Ken Seiling, Dave Jaworsky – generally people
with tolerance and patience and who are willing to listen.”
There’s no doubt that he has seen the workings of gov-
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“Government does a good job,
in general, in Canada… we

have political leadership that’s
willing to listen.”

CITY BUILDER
AWARD WINNER
CALLS FOR ARTS
LEADERSHIP
Don Bourgeois is disappointed in
“poisoned” arts environment

BY PAUL KNOWLES 





 

 
 

  

  

 

 

 
 


