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The first marker,
as noted above,
is a personal

one, and it’s taking
that moment to cele-
brate 30 years work-
ing at Exchange Mag-
azine for Business.
Included in those
memorable years are

26 years as publisher, 4 years as a Southam Communi-
cations Inc. magazine division operations manager,
and 2 years as an account manager. For two years, I
was both division operations manager and publisher,
before I became owner in 1997.

And along with these roles came a continuous awe-
inspiring fascination in being part of a community’s
evolution. Sort of a nurturer of its ecosystem. What
seems like a life time, is but a blip to the environment in
which we live. Those who know me can attest that
although there have been many great frustrations, I’m
thoroughly enjoying this “blip”.

At a early age, I was given the opportunity to report
on this ever-evolving community. And during that time,
I have been enchanted with what has been accom-
plished here. Economic Development has fascinated
me since my first taste back in the early 1990’s, and for
the past 30 years it has captivated me - 24/7.

I have many to thank for this gift, but mostly I thank
readers and subscribers like you. And thanks to our
advertisers, marketers and believers, believers who
know that by sharing forwardly-positioned stories, we
can bridge divides and help change our environment.
That by uniting like-minded people and organizations,
together we can focus on economic prosperity and
future community well-being. To all that have shared
this mission, this is a time to celebrate you as well. It’s a
pleasure and a privileged to serve, and I’ll continually
work towards building a better economic environment
with governance that is forward thinking.

My second marker is that with this note, I announce
my stepping away from the formal role that has long
defined me. Along with my stepping down comes the
search for the next publisher, the next community
aggregator.

The next publisher will take over the helm of
Exchange; this includes control of the editorial mandate
and the opportunities that come with that and all the
relevant digital data sets (as defined in the prospectus).

I will be looking for innovative operational publish-
ing models accompanied with the backing and passion
to succeed. Exchange Magazine must continue to
serve the engaged readers and the many businesses,
organizations and associations that make Waterloo
Region (and perhaps independently) Guelph a prosper-
ous community. The new publisher needs a clear focus
on the future. The future will provide many opportuni-
ties for this community communication product, whose
unbiased brand connects all economic and business
agendas and reports on it as one economic catch basin.

My role will end with the publishing of the next
Exchange Magazine Quarterly, the Q4-2020. Yes, I am
feeling comfortable with this decision. I realize clearly
that it’s time to move on and let someone else take the
helm. It’s been a wonderful 30 years and I have no
regrets. I also know that opportunity abounds for those
who go after it and there is much more for me to do.
For the new Publisher: you can build and lead your edi-
torial team to champion this diverse and dynamic com-
munity and all the groups and individuals that make it
hum. Your new model may just be worth repeating in
other communities across Canada.

Over the next couple of months, I will be reviewing
proposals, preparing the content for the Q4-2020 issue,
catching up on some outstanding projects and taking
some time off to enjoy this transition.

As a final note, I would ask that all requests for the
prospectus, from interested individuals, corporations,
associations or groups be emailed to prospec-
tus@exchangemagazine.com, brokers will be protected,
(for more details please refer to the prospectus). With all
submissions, and as in the past, Publisher retains the
right of refusal. The final date for a request for a
prospectus is July 31, 2020.

It has truly been a honour and privileged to serve
Waterloo Region and Guelph as publisher and editor in
chief of Exchange Magazine. It is my wish that the next
publisher feel as privileged and awe-inspired by it’s
people, it’s business and it’s organizations.

To Paul Knowles my editor and for most of those 30
years (we were competitors once), a warm and heart
felt thank you - you are a good friend.

PUBLISHERS NOTE

/ PUBLISHERS NOTE

A CELEBRATION
WITH TWO MARKERS

Despite the uncertainty of a global pandemic under foot, this publisher is
celebrating two significant milestones and moving forward on one
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“THE FUTURE REMAINS
UNCLEAR”
Finances, communication, commissions among concerns of
pandemic-stricken institutions

BY JON ROHR AND PAUL KNOWLES

Every sector of society has been impacted by the COVID-19
pandemic, none more so than our educational, health care
and municipal institutions. Many of these institutions are

multi-faceted organizations, for which emerging into the “new
normal” is a highly complex – perhaps almost impossible – under-
taking.

As John Tibbits, President of Conestoga College has succinctly
stated, “the future remains unclear.”

Or as Ann L. Schultz, Principal of Rockway Mennonite Colle-
giate, says, “Rockway is learning as an organization to live in
these uncharted waters, and to trust through our faith and
through the collaborations with others, that we will get through
this, and find opportunity amid the crisis.”

The undeniable fact is that educators, municipal council mem-
bers, and health care officials, don’t know what the future may
bring. For example, in the City of Kitchener’s four-stage frame-
work for re-opening, city council will not meet in person until at
least sometime in 2021 – and that’s contingent on the success of
the first three stages of re-opening the community.

Educational adaptation
John Tibbits is equally cautious about his college. He says,

“Most experts predict further waves and resurgences of the virus

ahead, and we may be required to maintain physical distancing,
enhanced sanitation protocols, PPE use and other public health
requirements until such time as an effective vaccine becomes
widely available.

“The eventual re-opening of campuses will be a gradual and
deliberate process as we work to deliver essential services while
protecting the safety and well-being of our community. Initially,
we will re-open a limited number of classrooms, labs, shops and
studios later this summer to allow students to complete hands-on
components of their Winter and Spring 2020 courses to meet
learning outcomes and achieve course completion.”

But that doesn’t mean educational business as usual. He adds,
“Courses will continue to be delivered remotely for the Fall 2020
semester. Labs, shops and studios will be open for students in
courses where on-campus, face-to-face learning is essential. The

John Tibbits
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objective is to achieve a gradual, safe return to our campuses,
with as much on-campus activity as is practical and sensible
within public health guidelines.”

And while achieving optimal educational opportunities is
probably top of mind for students, for Tibbits there is another, at
least equally pressing concern – the college’s financial situation.
That’s a major concern of every post-secondary institution in the
country. Tibbits says, “Decreased revenue expectations com-
bined with increased costs and an uncertain future create an
ongoing sustainability challenge that must be carefully and
proactively managed. This is not a short-term issue: the current
situation could persist for as
long as 18-24 months. The col-
lege has a responsibility to take
decisive action and adapt in
order to remain viable and help
rebuild Canada’s economy once
the pandemic is over.

“Until that time, lower than projected enrolment of interna-
tional students resulting from travel restrictions and global eco-
nomic collapse will have a substantial impact on college rev-
enues. Domestic enrolment is expected to decline as well, as will
the ancillary fee returns the college collects through operations
such as facility rentals, residence, parking, bookstore and cafete-
ria sales. Costs will continue to increase as we resume limited
campus operations in the wake of the pandemic. To maintain the
safety and well-being of our community, we will need to restrict
in-person activities to small groups, requiring additional staffing
over longer hours of operation. Additional costs will be incurred
as a result of enhanced cleaning and sanitation protocols, recon-
figuration of learning spaces, and the provision of essential PPE
for students and employees.

“These costs are in addition to the investments in technology,
course enhancements and student support we have made in the
last few months. Given the uncertainty of how long the pandemic
crisis will continue, we must continue to build our capacity to
deliver courses remotely to provide students with the best possi-
ble learning experience.”

Rockway’s Schultz echoes some of Tibbits’ concerns. She told
Exchange that one of the key, ongoing concerns for the school is
“To maintain viability and sustainability of the school.” That was
already a stated principle; following the onset of the pandemic,
she says, “Our immediate priority was, and remains, to take care
of our students. Three days after March Break, faculty were
teaching and supporting students online. Following this, we
turned our attention to assessing and managing the impacts of
the crisis on the remainder of the Rockway’s fiscal year, which
ends on July 31... When the school building closed on March 24,
all staff transitioned to working remotely... Throughout these two
major operational shifts, it was of utmost importance to keep
Rockway’s mission up front, viable and sustainable.”

Municipal services
When it comes to some public municipal services, it’s easy to

sum up: they’re closed, or admission is tightly monitored. That
applies to almost anywhere people might gather, from libraries to
community centres. But most municipal services have contin-
ued, challenged by COVID-19, and suffering from a lack of rev-
enue. Municipalities are responsible for everything from road
construction and repair to garbage collection, from water supply

to policing – all ongoing under challenging circumstances.
Nancy Knutsic is Director of Water Services for the Region of

Waterloo; she told Exchange that as soon as the public was
aware of the COVID-19 virus, “in the very early days, the question
of the safety of the water was being discussed. Drinking water
has a very robust treatment, and it treats for viruses. So our treat-
ment of our ground water supplies as well as surface water sup-
plies achieve any virus treatment that is needed, and was consid-
ered safe. That was one hurdle we went through.”

Of course, a change in public routine can also mean changes
in how municipal services are used. According to Steve Gombos,

Manager of Water Efficiency for
the Region, “We noticed that the
first couple weeks of the COVID
shut-down, we did see a drop in
our water consumption across
the Region, but then after that,
now we’re back up to normal

demands. We had some big factory shut downs, that did cause a
dip, but we’re speculating that in a lot of cases there are more
people staying at home using water, and many of those people
may have been commuting outside the region for jobs. The water
demands are stable and... normal for this time of year.”

When it comes to business usage, says Knutsic, “essentially
what we are finding is that some have gone down in their water
demands, some have gone up and some have stayed the same.
It’s a real mixed bag… Toyota shut down, but they’re back up and
running now. Another top water user is the University of Water-
loo, which has not returned to normal demands... Hospitals and
those kind of institutions are operating normally, and we’re see-
ing normal demands in general.”

Long-term care
One sector of the institutional world that is undoubtedly going

to see major changes engendered by the pandemic is long-term
care. The Ontario Health Coalition has called for the commission
announced by the Province of Ontario into long-term care “to be
under the public inquiries act and fully independent of for-profit
long-term care operators (unlike the advisory panel on long-term
care staffing that the government announced in the spring prior
to the pandemic declaration by the World Health Organization).
Further, this commission cannot delay immediate action being
taken to stabilize and support the workforce to stop the COVID-
19 outbreaks that continue to spread in long-term care homes
across significant parts of Ontario.”

“Any long-term care commission must have unimpeachable
credibility and operate in the public interest,” noted Natalie
Mehra, executive director of the Ontario Health Coalition. “That
means it cannot be led or controlled by any partisan (political
party) interests or by long-term care owners and operators. It
must be transparent and open, not by invitation only. Testimony
and research must be on the record and fully available publicly as
with formal commissions and inquiries in the past, and the com-
mission must report as quickly as possible.”

The Coalition is also calling for a full public inquiry into
Ontario’s overall response to COVID-19, once the pandemic has
stabilized. “There are a number of issues that warrant investiga-
tion in Ontario’s response to COVID-19 overall, not just for long-
term care, and these need to happen under the full powers of a
public commission,” said Ross Sutherland, coalition chairperson.

“Any long-term care commission must have
unimpeachable credibility and operate in the

public interest.”

x
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Sometimes it’s difficult to recognize a family business. In many
cases it’s because more than family are involved, or in the
case of technology, you just don’t think of family, at all.

And it’s not enough to think that blood is the sole determination
of family. It can be much broader than that, complex collaborations
of family members, friends, and other partners, and if families fail
to recognize that, communities will eventually suffer. Let’s refer to
it as, “family strain leads to community pain”.

Joseph Fung works with his two sisters and other investors and
collaborators. Donna, his youngest sister, has worked with her big
brother for over a decade. Middle sis Sheila joined the business in
June of last year. Sheila was the inspiration for their latest business.

Fung is a seasoned technology entrepreneur. He has had a num-
ber of successes with technology, mostly in the HR space.
Exchange Magazine covered Joseph in the May 2012 issue. His next
venture, TribeHR, was a different model: mostly cloud-based, with
venture capital behind it. As a result of a lot of hard work, it had
great success.

After operating TribeHR for
close to 2.5 years he then sold it,
in 2014, to a large American com-
pany called NetSuite. Over the
next several years Fung built the
business unit to a couple hundred
people. Building a great team, he had the chance to work with
some incredible people, both locally and internationally.

Donna was one of the first employees Fung hired at TribeHR,
and “eventually she took over all of the customer-facing and prod-
uct work”. After leaving Netsuite, and with some other nurtured
relationships, Joseph and Donna founded Kiite.

Sheila, who lives on the west coast of Canada, was going
through a life change. Like her siblings, she was also an entrepre-
neur and ran a martial arts studio dojo in BC, while raising a family.
“She was trying to figure out how to get a bit more stability in her

life, during this time of change,” says Joseph. The thought that she
could “nail it in tech sales”, was the inception of their new compa-
ny.

“Her change, and the challenges she had to do to over come,
was the inspiration to launch Uvaro,” which is Joseph’s, Donna’s
and now Sheila’s latest business venture. Uvaro was launched
early in 2020, just as the Covid-19 pandemic was reaching Canada.
They officially announced the new company in early February.

Joseph Fung says that, “everything I have learned, and every-
thing that I grew to appreciate” through developing and growing
his previous companies was about “building really, really good cul-
tures around work places”. This was not to be lost in a remote
working world. Currently the team now “tries to embody that in the
software we build.”

Fung speaks fondly of those early years, which did lead to a
“tonne of success”. TribeHR was first developed as a software to
manage your time off, “your vacation”, but it grew to be more than
that. “We knew we did something right – it was pretty awesome.”

Fung is willing to take part of
the credit, but deep down he
believes that the success of
TribeHR came from a team. “I’m a
very big believer in that Peter
Drucker quote ‘culture eats strate-

gy for breakfast’. We’ve always tried to be deliberate about the cul-
ture we created.” He would engage the entire team to help define
that culture: “That makes a lot of other process easier, as every-
body is very aligned and going in the same direction. We’ve been
able to maintain that through Kiite and Uvaro, as well – I feel very
privileged to work with the people I do,” says Joseph.

On the surface, Kiite looks very different from TribeHR. Kiite is
sales enablement software. Imagine giving your sales staff a “cheat
sheet” when in front of the client. All the things they need to share,
in order to make the sale, are there. TribeHR was founded with the

“We knew we did something right – it was pretty
awesome.”

COVER STORY

FUNG FAMILY KICK-STARTS
ANOTHER HR ENTERPRISE
This time, three siblings team up to better the North American tech sales eco-system

BY JON ROHR
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idea of making front line workers and managers more engaged,
autonomous, and feeling valued and aligned with their work.
“Reflecting back,” Fung admits, “we really didn’t feel like we
solved that problem as much as we wanted to.”

Taking the perspective of “how do we help every worker be
productive day one?” the two siblings built a general purpose
knowledge platform – and discovered that “customers wanted us
solve sales first ... that’s how launched Kiite.”

Working out of the Communitech Data Hub in Waterloo, Kiite
runs 6500 sales play-books across North America. “We found that
the tool, the software, is great for making things productive, but in
many ways tech was leaving segments of our population and
workforce behind”.

Fung is referring to the people who have grown up outside of
the tech community, the non techies, the ones who have involved
in sales, advertising, media, travel and telecom. Fung was noticing
that, “they can’t get a interview at a tech company, or software
company,” even though he knows “they would kill it”. And so the
three siblings launched Uvaro “to help close that gap.” Fung calls it
a “tech finishing school that helps get their foot in the door.” And,
he says, it’s “been amazing.”

Uvaro digs deeper, into the person and the worker, “the stories
of people’s lives and journeys – it is so energizing.”

Fung describes the reality of being CEO of two businesses as
being very complimentary – “there is a lot of overlap” – but they do
serve different markets, “Kiite sells to businesses, heads of sales
usually; Uvaro is kind of like a school.”

Uvaro operates entirely online, with students all over North
America. “We’re focusing on North America right now, we have
students from Scottsdale Arizona, Vancouver, Winnipeg, Atlanta,
Salt Lake City.”

COVID-19 has hastened the adoption of both company’s plat-
forms. Every software company, by virtue of necessity, has had to
embrace a fully remote workforce. Employees can be anywhere –
Montreal, San Francisco, New York, “it kinda’ doesn’t make a dif-
ference. When workers can be remote, it’s amazing to watch.”

While saying that “‘fortunate’ is not the right word,” Fung
admits that the pandemic, “had a interesting and unexpected, pos-
itive impact on the businesses as we launched it”.

Surprisingly, the physical distancing and stay-at-home requests
from governments everywhere “actually helped us develop an
acumen of processes that we had
not anticipated.” A simple exam-
ple of that is, “for many of the
students, their time, the two
hours a day in class, is their daily
social interaction”. Fung believes
that their new approach “actually
takes care of the mental health of
those customers” and feels it is
“part of our responsibility.”

Most businesses, he says, “don’t really think about that. But we
really had to face it very quickly. So now we do regular, Happy
Hour events together, even on the weekends, for all of our cus-
tomers. That’s the human connection, it’s the highlight of my
week … I get so much joy from it.”

There are other partners involved in the business and they all
work well together. “I’m very fortunate to have exceptional exam-
ples and opportunities to practice. My parents were entrepreneurs,

they ran a family business together, first a mechanical contracting
company, and subsequently they built a business in Investors
Group. So, we got to see what works and didn’t, in that family
work environment.”

In his early days, he launched a company in partnership with his
mother’s consulting firm. “She is such an amazing mentor, I
learned a lot about how to make it dynamic and effective and
where we had challenges.” When Donna joined TribeHR, they
went in with their “eyes wide open”. He says of the hiring process,

“if anything, I over-indexed on
being careful,” saying she had the
“worst, toughest interview I had
delivered or seen her participate
in ... I think the overabundance of
caution … helped us out”.

And the result is nothing but
incredible. Each sibling focuses
on different areas. “The skills sets

and our interests are complimentary, even though our personali-
ties are similar … it’s a source of amusement for many of our cus-
tomers, and our team, I think”.

His role and his creations put Fung on the front lines of North
American HR needs. What he sees in terms of workplace innova-
tion during the COVID-19 crisis actually pleases him: “Many lead-
ers have taken the first step in their beliefs and understanding
around inclusion in the workplace. So many leaders are realizing
and gaining a new appreciation for what it’s like for parents, and
being successful in work ... there are so many examples.”

“If we can do anything to improve the productivity
of our companies and our economy, by investing in

improvement and quality, that’s going to pay
dividends to our country.”

COVER STORY

Joseph Fung speaks at the inaugural True North
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Fung says that the impact on teams has been really noticeable
during this global crisis. “I’m seeing a lot of leaders realizing how
important it is to act and accommodate those patterns in our work-
force. It’s super interesting to see, it’s definitely a step function, I
don’t see it as a pendulum swinging back in forth. A lot of compa-
nies are adopting policies that are going to put them in good stead
for a long time and that’s really good”.

And will the future of work include more remote working and
work place flexibility? “Even if you go back to work, you’re going to
have employees who are worried, families who are worried,
employees who have elderly parents. We just have to take a look at
the headlines, we have Facebook, we have twitter, we’ve got
Square, the tech companies can do it easily, so they’re doing it

first”.
Fung doesn’t believe it’s reasonable to think that every company

is going to work 100% remotely. “We’re seeing a lot of leaders that
are realizing now for the first time, ‘Wow, I’ve got a lot of diversity,
and we need to accommodate that’. I think we’ll see a lot of small-
er, shared office, hoteling, I think people won’t necessarily be
expected to be in every single day. More work-sharing, as a side
effect – it’s going to force a lot of business process change.

Fung brings up ISO standards, and office safety standards, sug-
gesting that a lot of what is required in the workplace may be
required remotely, like eye washing stations, ergonomic seats,
hand sanitizing stations, secure employee files. He asks, “How can
you do that if you don’t have an office or location? So I think there

is still a lot of uncertainly.”
Fung then points out an outcome of the

global pandemic that few are comfortable
talking about. “The thing we’re also seeing”
he says, citing a Warren Buffet quote, is “it’s
only when the water goes out, do you see
whose been swimming naked.”

Fung is referencing this “long, long bull
market”. It’s permitted a number of compa-
nies “to grow and thrive with sub-optimal
processes.”

Fung believes we’re going to see a lot of
companies “getting impacted, because they
didn’t have great processes in place.” He
means things like finance automation, sales
processes, HR processes; he’s seeing a lot of
companies being forced to figure out how to
adapt and improve their processes.

“This excites me because as a country, our
productivity numbers are pretty terrible. If
we can do anything to improve the produc-
tivity of our companies and our economy, by
investing in improvement and quality, that’s
going to pay dividends to our country in real-
ly proud ways – so I’m cautiously optimistic
that that will have a longer term impact. I
can see a lot of companies being more rigor-
ous in the process creation now”.

The part about attraction of talent, “really
gets me excited ... we’ve seen such huge
growth of tech companies here, but at the
same time the talent pool that we tap into,
doesn’t generate enough talent to sustain us
for the next decade or two.”

Fung believes that a lot of technology
leaders should have “cause for concern”. But
if they’re prepared, there is a big positive.
Alignment of priorities is important because
with proper encouragement and mentorship,
and the right government policy in place,
more local companies will have the ability to
hire the experience they need, and to hire
from anywhere in the world. “I think it’s
going to have a hugely positive impact on
local companies”.
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I’m a short-term pessimist but a long-term optimist.” That’s a
comment from David Lefebvre, Vice-President of Restaurants
Canada. And it’s pretty typical of the attitudes of representa-

tives of the national business community, across the board, as
they comment on the current and long-term impacts of the
COVID-19 pandemic.

For example, Dale Dunlop, President of the Travel Media Asso-
ciation of Canada (and a Nova Scotia lawyer), told Exchange,
“This pandemic has had consequences that I think will change
the travel industry forever, but none of us can predict in what
way. That’s the scary part. The
optimist in me says that ulti-
mately travel is a life affirming
thing to do and we will figure
out a way to do it safely, I just
don’t know when.”

Expert observers do express some hope, but they are also by
and large convinced that even when better times come, things
will never be exactly the same. Robert Muggah is with the
SecDev Group in Ottawa and the Igarape Institute, in Rio de
Janeiro, Brazil. He says, “Some immediate changes brought about
by COVID-19 will be more obvious than others, and the longer
the delays in immunization, the more lasting they and other
transformations will be. Most urban transport hubs such as air-
ports, train and bus stations will feature temperature checks,
health screening and crowd-control measures. Places where peo-
ple interact – from office buildings to hospitals – will be retrofitted
to reduce physical proximity. Retail outlets that do not go digital –
from shopping malls to grocery stores – will not survive.”

Brandon Grosvenor, Founder and CEO of Brand Grow Media
Inc., says that many of his clients have had to change everything
about their businesses, due to the pandemic. “Many have simply
put their plans on hold if they are not able to open or demand
has gone away. For essential service providers we have seen an
increase in tactical messaging such as home delivery or sanitized
environments to shop in.”

Staying alive
That fundamental question of survival is on everyone’s mind.

People are looking ahead, hoping to eventually reach a level of
success, as soon as possible – but before that, the issue is simply,
staying afloat.

LeFebvre says that a Restaurants Canada survey of 16,000
restaurants across the country revealed that “10% of independent
operations are not reopening,” and that another 8% said they
would also fail if they could not get back into business within two
to three months.

He added that overall, some estimates indicated that up to 30%
of small business are in danger of not re-opening.

But he said, “We think the
predicament is less dire” than the
survey indicated.

While Dunlop does express
hope for the long-term future, he
is frank in his assessment of the

current state of the travel industry. He told Exchange, “The Travel
Media Association of Canada represents Canadian travel media
and industry members from every province and territory plus
destinations around the world. The total inability to travel has
meant that media members cannot get to the industry destina-
tions they would normally write about, blog on, photograph or
video. Their sources of revenue have dried up overnight as news-
papers, magazines and online sites have curtailed their travel
sections. From the industry point of view it has been just as bad
with no tourism revenue projected for most of 2020 and possibly
beyond… Overall, I can think of no segment of the economy that
has been hit as hard as the travel and tourism industry.”

One sector that challenge tourism for that dubious distinction
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would be the music and entertainment industry. Rob Barkshire,
President of the TD Kitchener Blues Festival, told Exchange, that
these are “very trying times for the music industry, the entertain-
ment industry in general… diffi-
cult times for all of those that
do that professionally and are
part of the support structure, for
concerts, tech crews, road
crews, facility crews, and so on.
Some of these people are defi-
nitely in tough times; musicians
are fairly and predominately
self-employed, so I think they
are having a really difficult
time.”

Muggah offered this analysis: “All cities are vulnerable to
COVID-19, but some are more at-risk than others. Some factors
stand out: a city’s size, density and level of pollution influence
the trajectory of viral outbreaks. COVID-19 will likely persist for

years. Even with the most sophisticated testing and contact trac-
ing, cities will suffer waves of infectious outbreaks until immunity
takes hold or antiviral therapies and vaccines are developed. And

yet cities cannot, and will not,
stay locked down indefinitely. If
they do, spiralling food prices,
rising unemployment, economic
disintegration and social and
political unrest will follow…
COVID-19 will also disrupt
urban commerce, cultural life
and political action. Without
major financial support, the
shops that give cities their char-
acter, from restaurants to book-

sellers, will struggle to bounce back. Many cultural establish-
ments like museums, theatres and galleries will be shuttered and
those that reopen will be accessible only to those with immunity
or with access to a computer screen.”

Supply chains
One key to business survival, according

to Claudia Dessanti and Daniel Safayeni, is
access to global sources and markets.
Dessanti is senior policy analyst and
Safayeni is direct of policy, both with the
Ontario Chamber of Commerce. The two
have written, “Given the highly integrated
nature of global supply chains, export
restrictions from one jurisdiction can ham-
per the production of exports in other
countries, triggering a series of events that
reduces the global supply of critical med-
ical supplies that are in high demand. Sim-
ply put, the interconnected nature of the
global economy means it is neither prag-
matic nor prudent for countries to move
towards self-reliance.

“Perhaps nowhere is this truer than in
Ontario, where economic growth is con-
tingent on harmonious global trading rela-
tionships through which we can export
and import liberally. The COVID-19 crisis
has underscored the importance of well-
functioning global supply chains Ontario
relies upon for food, health care supplies,
and domestic manufacturing. While inter-
national law does allow governments to
restrict trade in times of crises, considera-
tion must be given towards the irreparable
harm those restrictions may inflict on
global relationships, in addition to the
added costs and inefficiencies countries
will bear.

“Ultimately, it is in Canada’s interest to
avoid the contagious spread of trade pro-
tection policies and this will require a
coordinated, proactive global commitment
among world leaders.”

“A Restaurants Canada survey of 16,000
restaurants across the country revealed that ‘10%
of independent operations are not reopening,’ and
that another 8% said they would also fail if they
could not get back into business within two to

three months.”



The future of tech
Samir Saran believes that the COVID 19 pandemic has “accel-

erated” the globalization of technology. Saran, with the Observer
Research Foundation in New Delhi, India, has stated, “Processes
that were once subject to national jurisdictions – be it political
conversations, trade and commerce, or national security consid-
erations – are increasingly migrating to ungoverned digital
spaces, creating what I have
called a ‘platform planet’. It is
clear that the coronavirus will
accelerate this process and
more permanently fuse our
technological and social sys-
tems while encoding inequities
and cleavages therein.”

Saran believes that societal concerns about the invasiveness of
some tech will be set aside because of the urgent need for solu-
tions to the pandemic and its impacts. He says, “Technologies that
society would have once expected greater regulatory scrutiny
around –such as the use of artificial intelligence (AI) in healthcare
– will likely be fast-tracked and deployed. Meanwhile, consumer
technologies that are scaling rapidly, such as videoconferencing
and fintech platforms, will face additional scrutiny from con-
sumers and states as they become more utility-like in their
deployment. As this process of synthesis unfolds over the coming
year, the international community will be confronted with a new
set of opportunities as well as risks. Perhaps the first and most
visible risk emanates from a largely ungoverned digital public

sphere. Indeed, this pandemic has also been accompanied by an
‘infodemic’, with misinformation and disinformation flooding
most social media platforms, which for all practical purposes play
the role of both traditional media and discussions rooms of yore
that shaped public opinion.

“Fake news alone, however, is not the only dimension of this
risk. The response to it may be equally dangerous. The COVID-19

outbreak may end up creating
stronger censorship regimes in
an attempt to curb the spread of
disinformation. Equally worrying
is the power of technology plat-
forms to mediate these spaces
during times of crisis and the
dangerous collaboration or con-

frontation brewing between technology companies and govern-
ments.”

Robert Muggah says, “Elections and public demonstrations
may also be fundamentally altered, with many activities migrating
to the digital sphere. The risks of intrusive surveillance and cyber-
malfeasance are very real.”

Upsides?
There are experts who are seeing long-lasting, positive results

arising from the issues around COVID-19. For example, Muggah
suggests that “many cities will become more pedestrianized and
accessible for walking and bikes.”

Brandon Grosvenor notes that many businesses have taken
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positive, pro-active steps in the midst of lock-downs, using their
resources for positive, inspirational communication, “whether it is
thanking front-line workers or simply thanking people for staying
home. One example is a large national CPG advertiser who, rather
than cancelling their advertising, have donated their ad space to
local businesses struggling to stay open – to use for their own mes-
saging to the public.”

And in the big picture, there is still room for hope. Experts and

observers aren’t quite sure how we will get there, but there is a
general consensus that things will get better, that the vast majority
of businesses will survive, and that many will actually emerge to be
stronger, more innovative, and more flexible – all keys to survival in
the current economic system, pandemic or no pandemic.

As Brandon Grosvenor told Exchange, “For small to medium
sized businesses COVID-19 will create new consumer shopping
habits that are likely to become the new norm. A faster move from
bricks and mortar to e-commerce. For them, it is a great time to get
their plans in order. For larger brands it is also a wonderful time to
steal share and build awareness. Most large media companies are
offering extensive discounts for those who wish to stay active.
Some of the largest brands in the world were built in times of hard-
ship or uncertainty.”
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“For small to medium sized businesses COVID-19
will create new consumer shopping habits that

are likely to become the new norm.”

There is nothing “normal”
about being in business right
now; it’s unlikely that things

will return to the old “normal” any
time soon. In fact, odds are good,
according to many local business-
people, that “normal” has become
an archaic term – nothing will ever
be normal again.

Bingemans, Kitchener’s enter-
tainment, recreation, and conven-
tion complex, is one example of a
business slammed by COVID-19,
and planning for a future that looks very different from what “the
future” may have looked like, 10 months ago. Mark Bingeman told
Exchange that, at one point, “We had laid off 95% of our staff,”
which numbered well over 300. Almost every element of the multi-
faceted Bingemans operation was shuttered, except for take-out
food from Boston Pizza and some limited catering.

Stephanie Soulis, of Little Mushroom Catering, understands
what it’s like to see the bulk of business disappear overnight. Her
company has adapted as much as possible, she says. “Operational-

REGIONAL BUSINESS:
LOOKING TO THE FUTURE
Local businesses believe there is a future worth working for

BY PAUL KNOWLES AND JON ROHR

x

Stephanie Soulis
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ly, we’ve completely shifted from doing full service event catering,
to now providing grocery and prepared meal delivery and curbside
pick up.” But like Bingeman, she acknowledges that for the
moment, “The event industry has been completely shut down. With
gatherings being restricted, our traditional means of operating, and
when we can return to work, is totally up in the air. The wedding
industry in particular, where weddings have been planned 1-2
years out, is most in question. Venues, caterers, photographers,
djs, etc. have no answers for couples about when to reschedule or
what things will look like when people are allowed to gather.”

As discussions grew about the province and the region easing
pandemic restrictions, Bingeman says, “We have hired some peo-
ple back… but a significant portion
are still on lay-off.” He said,
frankly, that even the 75% subsidy
program offered to employers by
the federal government did not
enable much re-hiring. “When you
have no revenues coming in, you
don’t have the funds to pay the 25%.”

And Bingeman, who is also a director of Explore Waterloo
Region, says that while “there are some glimmers of opportunity…
it doesn’t mean you will be back to normal.”

He adds, “The COVID issue is going to change the industry in
general… we believe this issue is going to be with us into next year
and beyond.”

Change is inevitable
In truth, almost every industry and business sector is experienc-

ing changes that are likely to become permanent. Ron Caudle, of
Caudle’s Catch Seafood, has seen a significant impact – “we lost
60% of our business overnight” – but he sees at least one positive
change developing. He told Exchange that before the pandemic,
“we were getting 20-30 on-line orders a week. Now we’re getting
20-30 orders a day. And people love our curbside pickup.” He pre-
dicts that, “some of these things are going to stay the same even
after this is over. I think customers like the convenience.”

Ian Thomas, CEO of Kindred Credit Union, points to a number of
pandemic-inspired changes that may bring permanent changes to
how the credit union does business. He told Exchange, “Similar to
many other organizations, staff members who are able to are work-

ing from home. We’ve ramped up
the technology that we use to
ensure that staff members can
access all the systems they need to
remain productive and stay in
touch with their colleagues and
their teams.

“We also hosted our first ever virtual annual general meeting in
mid-April for our members and stakeholders.”

But it’s not all about tech-based innovation. Thomas added, “It’s
amazing how in such a high tech society, low tech solutions are
having a positive impact during this crisis. All of our branches have
a Drop Box, much like a library book deposit. Up until the crisis hit,
the Drop Box was typically only used for business members to
make deposits after regular business hours. Since the crisis hit,
we’ve changed things up and shared with our members how it’s
available 24/7 and they can use it to deposit cash and cheques, as

COVID-19 REGIONAL OUTLOOK

“The COVID issue is going to change the industry
in general… we believe this issue is going to be

with us into next year and beyond.”



14 | w w w . q u a r t e r l y . e x c h a n g e

ways than typical. Showings required
social distancing, we wore masks, gloves and
in some cases face shields. Sanitizers were
set up at each property and were used by
clients and agents. Many more confer-
ence/zoom meetings and for the most part
we have stayed very productive.”

From his perspective in commercial realty,
Whitney looks to a future that is undefined.
He says, “The office market has been strange
because a lot of companies staff are not in
the premises but are working from home. It
will be interesting to see how the space plans
for office users will be adapting to the world
of social distancing. Certainly the occupancy
levels for office space will become less dense
than the trend over the last number of years.”

Rick Baker is founder of Neustyle Software
and President of the Centre For Family Busi-
ness. He says that the pandemic crisis has
actually caused him to “open my mind” to a
more flexible approach to working from
home. “There have been some real positives,”
he says.

He told Exchange, “We struggled with hav-
ing people work from home as the norm,” but
the pandemic created a situation where “we
have a person who worked with us and has
never worked out of our office.” Today, most
of the 12 Neustyle employees are working
from home, and “it’s probably that our poli-
cies about attendance at the office will be
changed to allow for more working at home.”

Neustyle’s business has remained “status
quo”, as the software company worked with
clients who were also doing the fast transi-
tion to working from home. Most of those
transitions “went very smoothly,” says Baker.
He expects that this change will have a per-
manent impact on how many companies do
business in the future, echoing Whitney’s
comment that changes in occupancy are very
likely.

COVID-19 REGIONAL OUTLOOK
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well as transfer slips, signed documents, and information for our Investment or Lending
staff members. Many of our members are even using our drop box to send us personal
notes of encouragement!

“We’ve altered our service approach so that during business hours, the drop box is
checked a number of times each day and items are processed without delay. This is just one
small way we’ve adapted a low tech solution to provide another option for members to con-
duct business with us while maintaining social distance.”

Steve Wagler, of Josslin Insurance Brokers, says that the pandemic has created some
unique challenges in his sector, but has also caused the company to “implement things that
have been on our strategic plan for the past three years, at a very hectic pace…. We are
learning a lot.” That includes improving internal communications with “regular conference
calls and video conference calls”, ironically resulting in “talking more within our teams than
we did when we could meet face to face.”

Josslin saw its employees move rapidly to a work-from-home scenario; the focus now is
making that more and more efficiently, looking to the future. Like many companies, Josslin
is seeing an accelerated move into the digital world. Says Wagler, “We also have found that
many are open to receiving their policy documents digitally and we now have more than 80
percent of our clients email addresses so we are able to do deliver documents in a safe
manner.”

A key challenge? There has been a lot of talk about payment relief in a number of sec-
tors, including the insurance industry. However, Wagler told Exchange, “Our suppliers have
been supportive in offering up premium relief measures for our clients but it has not been
consistent in any way. As you can imagine with more than 25 insurance company suppliers,
not one of them is offering the same kind of relief which creates communication and mes-
saging challenges for our clients.”

One very public business sector that has had to adapt top to bottom is the real estate
industry. John Whitney, of Whitney Commercial Real Estate Services, reflected on the
changes, both to residential and commercial real estate sales. He told Exchange, “With real
estate as an essential business we kept working but we certainly worked in very different

Rick Baker



Q 3 - 2 0 2 0 | 15

Baker also notes that the pandemic has
underscored the need for companies –
especially small companies – to “be better
prepared” for potential disasters.

Catching the wave
Baker’s company saw no decrease in

business because of the pandemic, and
there are certainly other businesses that
found themselves in the right place at the
right, critical time – like John G. Brown &
Sons, based in Elmira. The company’s
product was work clothes, such as cover-
alls, shop coats, cooler jackets, chef uni-
forms and aprons. General Manager Brian
Brown told Exchange that, after an initial
negative impact caused by the pandemic,
the company found a niche that actually
led to increased business and hiring 10
new staff members.

Says Brown, “With the COVID-19 com-
ing, sales were definitely slowing down. A
portion of our products go to essential
places like meat packing plants, but the

orders were drying up. We had to figure
out a way to keep going, and hospital
gowns seemed to be the logical step,
because everybody was crying for hospital
gowns or isolation gowns. So we made up
some samples, called a bunch of [private]
nursing homes, and ended up getting
some business”.

Brown’s initial approach was to hospi-
tals, but the gowns weren’t officially certi-
fied, so that market seemed closed. How-
ever, “One of the hospitals passed our
name on to a nursing home in Mitchell,
which initially ordered 300.” That led to an
introduction to the purchasing department
of one of the larger nursing home compa-
nies, “and over the course of three weeks
we pounded out an agreement, and they
ordered 8000 of them.”

Since then, Brown has also been selling
reusable and washable PPE clothing to
dental offices and dental hygienists. Today,
95% of Brown’s production is hospi-
tal/isolation gowns, and the company has
hired 10 additional staff and have had to
retool their production. They use a local
production facility, and have leveraged a
cottage industry of rural seamsters.

COVID-19 REGIONAL OUTLOOK

Entrepreneurial optimism
Most local companies were not positioned to pivot like John G. Brown, and most have

taken a significant hit. But given the essential nature of entrepreneurs – who wouldn’t be
in business if they didn’t understand risk and reward – it may not be surprising that even
in these dire times, there is a lot of optimism.

For example, Allen Schiedel, of Schiedel Construction, says that in March, “we had to
lay off a majority of our staff to stay afloat, which we have never done in the history of our
company,” but quickly adds, “We were excited to get the green light to go back to work
after Victoria day weekend, bringing majority of all staff back to work and now playing
catch up with all our job schedules.”

He told Exchange, “All in all we are in good spirits and are hopeful the economy will
bounce back. We appreciate all our clients’, subtrades’ and employees’ patience during
the period of closure and new everyday reality of COVID-19.”

Kindred’s Ian Thomas says, “If there is a bright spot at all in the midst of this crisis, it
has been the opportunity to proactively reach out to a broad cross-section of our mem-
bers.”

Stephanie Soulis, of Little Mushroom, says that COVID-19 has underscored the need to
be “listening to our clients’ needs.”

Ron Caudle reflects back a decade, to some innovations that have now paid dividends.
“Back then,” he says, “we were kind of single-minded… it was all food service and gro-
cery. We didn’t concentrate on our own retail that much. I said, ‘We’re going to be a lot
stronger if we have three revenue generating sources vs. two. Because what if something
happens to one of them?’ Low and behold, here we are. That was a good strategy, way
back then.”

The current result? Caudle’s has stressed social distancing, protective masks, and all
the other items necessitated by the pandemic… and on Mothers’ Day, they saw the results.
Says Caudle, “Even though people had to wait outside, we actually tripled our retail sales
that day. It was a record day. That’s part of the good news story.”

Mark Bingeman believes there will be good news, as well. He is anticipating a shift in
the convention business, away from giant conventions that attraction thousands who

The company has hired 10
additional staff and have had to

retool their production.
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travel vast distances, to conventions using many regional hubs –
and he’s determined that Bingemans will be state-of-the-art ready
to be one of those hubs.

He does acknowledge that “we’ll have to re-educate all of our
consumers.” Bingeman thinks that the first wave of returning con-
sumers will be local residents. “People will do things within their
own market, and then they will slowly venture out.”

Bottom line, says Bingeman, is that “People want to be around
other people, they feed off the energy of other people.”

Rob Barkshire is looking for this, too – the Blues Festival is now
planning to celebrate its 20th anniversary in 2021… “hopefully…
we’ll see.”

Michael Snyder, of Future Focus, is a Waterloo-based leader-
ship consultant. He has looked beyond the present situation, in
fact, well beyond any resolution of the pandemic, to predict a larg-
er shift in the structure of business.� He asks, “How do we utilize
this opportunity to pivot, and to drive strategy forward in a way

that will be ahead of the curve?”
His answer? “Going into the next generation, there are so many

exciting things going to happen. I think the younger generation of
entrepreneurs have a greater sense of resiliency, they are innova-
tive and creative, the companies are innovative type of compa-
nies. Mostly technology driven, not all of them but most of them,
so shifting in this new normal will be a little bit easier for them
than the traditional businesses. If you look at it from a family busi-
ness perspective, where you’ve got the next generation coming in,
this is probably a great opportunity for the next generation to take
the reins more, because I think they would be more agile, and
responsive, resilient, and think about new ideas, as to what does
this business look like going into this next generation.” x

“This is probably a great opportunity for the next
generation to take the reins more, because I think
they would be more agile, and responsive, resilient,

and think about new ideas.” 

x

The current pandemic has paused the present, requiring businesses
to focus on the future. In no industry is this more apparent than retail
– physical distancing and capacity regulations, along with social
aversion to in-person gatherings, have created obstacles that threaten
retail’s viability, especially among retailers who rely on a high-touch
in-store experiences. 

Strangely, the key to retail’s future may be looking into its past. 
Sears, Roebuck and Co. began its journey to becoming the world’s

largest retailer in the 1890’s by creating a virtual solution to overcome
the physical limitations of in-store retail. Society was largely rural,
which meant long journeys to general stores for a limited selection of
goods. The Sears catalogue allowed for customers to view, compare,
and price its products, regardless of physical location. The catalogue’s
wide selection of goods and level of detail was unprecedented, quickly
turning readers into loyal customers and driving Sears’ growth.

Of course, in our current situation, Amazon presents a solution to
the challenges of in-store retail, but only for mass-produced,

undifferentiated products. How will retailers who have built their
businesses around the showroom experience remain profitable
without customers visiting their stores?

The solution for these retailers will be virtual showrooms – realistic
and immersive online experiences that allow visitors to customize
products, add features, and compare prices in real time. Large
corporations such as Ford, Ikea, and Nike have spent the last decade
using their considerable resources to build product configurators,
virtual showrooms, and augmented reality applications to take the
buying experience completely online. The challenge for mid-sized
retailers in Waterloo Region will be to develop this technology in a cost-
effective manner to compete with multinationals. 

Imagine that you own a furniture store. You are fully aware that your
target market is spending more time online, especially when making
buying decisions. However, when comparison shopping, the Ikea
website allows your would-be customers to design a complete living
room set, based on the dimensions and aesthetics of their homes
while your site offers static images of individual pieces. 

To compete, we must reimagine the process. Visitors who can build
custom products, share design ideas, and interact with your staff will
turn into customers. Just as in the early days of Sears, forward-thinking
businesses who can develop virtual solutions to new physical
restrictions will survive, and those who can astonish customers online
will thrive!

At NeuStyle Software & Systems, our goal is to sustain businesses
in Ontario by using our software development skills to bring the
showroom experience online. We believe that every step of the
customer experience can remain interactive and stunning – ensuring
consumer dollars and local businesses remain in the region. Contact
the author at  pat@neustylesoftware.ca

Online experiences that allow 
visitors to customize products, 

add features, and 
compare prices in real time.

VIRTUAL SOLUTIONS 
TO PHYSICAL 
RESTRICTIONS
Realistic and immersive online experiences for retailers
BY PAT FARRER

CONTRIBUTOR COPY

Michael Snyder
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Lee Fairclough could never have pre-
dicted the immensity of the challenge
she would face, when she took on her

new role on January 6, 2020. That was the
date she became the new President of St.
Mary’s General Hospital in Kitchener.

Since 2014, Fairclough had been Vice
President, Quality Improvement at Health
Quality Ontario, the provincial advisory
body for quality of health care. In that role,
she has led the design and implementation
of quality improvement programs and
ensured the accelerated spread of proven
models of care. Beginning in July of 2019,
Fairclough has also served as an Interim
Lead with the new Ontario Health agency,
laying the foundations for a proposed Cen-
tre of Excellence in Mental Health and
Addictions. She was chosen as St. Mary’s
incoming President after a national search
by St. Mary’s Board of Trustees.

COVID-19 has placed unprecedented
pressure on St. Mary’s General Hospital. It
has created a difficult reality for the hard-
working frontline staff committed to provid-
ing lifesaving care for those in need. As the

referral centre for specialized respiratory
and thoracic disease in Waterloo Region,
St. Mary's has experienced intense pressure
during the COVID-19 pandemic, and this
crisis continues to present a difficult reality
for the hardworking frontline staff. Despite
the inherent risk to themselves and their
families, the frontline staff of St. Mary's
remain committed to providing lifesaving
care for those in need. 

Thanks to residents in Waterloo Region,
and the generous Manulife donation match
program, more than $695,565 has been
raised for St. Mary’s. Funds raised are pro-
viding personal protective equipment and
resources required to continue responding
to the COVID-19 pandemic. 

Mike Doughty, President and CEO, Man-
ulife Canada, said, “As a long-standing sup-
porter of St. Mary’s General Hospital, I’m
proud we’re able to help ensure our dedi-
cated healthcare heroes have the resources
they need so they can continue to help and
heal the community.”

Fairclough responded, “I am touched by
the generous display of financial and emo-
tional support that has been demonstrated
by this community and Manulife. Both are
so important and contribute greatly to our
ability to respond to the COVID-19 crisis.”

New AI algorithms that provide infor-
mation about physical distancing,
the isolation measures that a person

who tested positive for COVID has taken,
and testing results for individuals will be
incorporated into a contact tracing app to
better forecast the spread of COVID-19 and
predict any further outbreaks of the
virus.� Patricia Nieva and William Melek,
University of Waterloo mechanical and
mechatronics engineering professors, are
partnering with Facedrive Health, a Toron-
to-based company, to incorporate the new

algorithms they’re developing into a smart
phone contact tracing app called TraceS-
CAN.� “As the economy starts to reopen
and people leave their homes and start
working onsite again, there will be a need
for continuous widespread testing for
COVID-19,” said Nieva. “A digital contact
tracing system that can quickly alert people
who may have been in contact with some-
one with COVID-19 will be a critical tool in
slowing the spread of the disease and miti-
gating further waves of infection and our
new algorithms will help to make these
apps much more effective.”�

In addition to contact tracing, Nieva,
Melek and a team of Waterloo Engineering
students are creating software algorithms
for the grouping of individuals within a
community based on smart phone Blue-
tooth data. They are also working on wear-
able Bluetooth devices that will further
improve the accuracy of the app.

There were 419 residential homes sold
through the Multiple Listing System of
the Kitchener-Waterloo Association

of Realtors in May 2020, a decrease of
40.5% compared to May 2019, but an 80%
increase compared to April 2020 when
sales contracted sharply due to COVID-
19.� “Real estate was included as an essen-
tial service in Ontario from the outset of the
COVID-19 shutdown, and realtors have
stepped up to ensure those who need to list
or buy can do so safely,” said Colleen
Koehler, President of KWAR.� Total residen-
tial sales in May included 255 detached
homes (down 41% from May 2019), and 42
condominium apartments (down 42.5%).
Sales also included 79 townhouses (down
42.8%) and 43 semi-detached homes (down
29.5%). �
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The average sale price of all residential
properties sold in May increased 6.5 % to
$568,275 compared to the same month last
year. 

Waterloo Brewing Ltd. has
announced a $13.4 million invest-
ment in its facility to satisfy the

upcoming volume demands of its rapidly
growing business. The project will include
expansion of its brewing and blending
capacity as well as the installation of a new
can line.� “Our business has been experi-
encing significant growth over the past sev-
eral years and we are investing to ensure
that we can continue to satisfy the ongoing
growth demand,” stated George Croft, Pres-
ident and CEO.

Region of Waterloo Transit Services
has implemented a number of meas-
ures to reduce greenhouse gas emis-

sions, including procuring hybrid electric
buses, implementing anti-idling technology,
adjusting maintenance programs, using
ultra-low sulphur diesel and launching elec-
tric ION light rail vehicles. Regional Council
has approved the recommended approach
to ending the use of diesel only standard
buses and transition the transit fleet to zero
emission vehicles. �

The Government of Canada’s Future
Skills Centre has announced an
investment of close to $1.2M for the

development of a new program from Con-
estoga College that will help care workers
across Canada develop essential skills for
assisting those living with dementia.� The
Canadian Remote Access for Dementia
Learning Experiences (CRADLE) program,
to be developed and delivered through Con-

estoga’s Schlegel Centre for Advancing
Seniors Care, will provide online training
for personal support workers who provide
support for those living with dementia in
the community, or in nursing or retirement
homes. 

The program will be available across the
country to help address urgent skilled
labour shortages and maximize workplace
engagement, with a particular emphasis on
rural areas with limited access to training.
“Unregulated care workers comprise the
largest paid workforce in Canada’s health
care system,” said Dr. Veronique Boscart,
Executive Director of the Schlegel Centre.
“By providing additional opportunities for
these workers to access the specialized
training they need to address the complexi-
ties in dementia care, we hope not only to
enhance the skill level of this essential
group of care workers, but also to increase
their job satisfaction and engagement, lead-
ing to improved workforce retention.”�

Bruce Lauckner has been appointed
the new Chief Administrative Officer
for the Region of Waterloo. Lauckner

joins the Region from Ontario Health. Since
November 2019 he has been the Transition-
al Regional Lead, West Region and Chief
Executive Officer for Hamilton Niagara
Haldimand Brant, Waterloo Wellington,
South West and Erie Local Health Integra-
tion Networks. Prior to this role he served
the Chief Executive Officer for the Waterloo
Wellington LHIN for the past decade.

Torstar Corporation, the owner of
Metroland and The Waterloo Region
Record, along with the other daily

newspapers including the Toronto Star, has
entered into an arrangement agreement
with NordStar Capital LP for NordStar to
acquire Torstar. Under the terms of the
transaction, NordStar, controlled by Jordan
Bitove and Paul Rivett and wholly-owned
by the Bitove and Rivett families, will
acquire all of the issued and outstanding
Class A shares and Class B non-voting
shares of Torstar for $0.63 in cash per
share. Former Ontario premier David Peter-
son has agreed to be appointed as Vice
Chair of the Toronto Star following comple-
tion of the transaction.

Innovation Guelph received the CANIE
Award for Enterprise Support presented
by the Innovators and Entrepreneurs

Foundation within the 2020 CANIE Digital
Awards Tour. “Everyone at Innovation

Guelph is beyond excited by this award,”
said Anne Toner Fung, CEO, Innovation
Guelph. 

DarwinAI, the explainable AI compa-
ny located in Waterloo, has
announced a strategic collaboration

with global aerospace leader Lockheed
Martin that seeks to improve Lockheed
Martin’s customers’ understanding of AI
solutions.� Explainable AI (XAI) or “explain-
ability” attempts to illuminate how neural
networks – complex constructions that
mimic the human brain – reach their deci-
sions. 

United Way Waterloo Region Commu-
nities is accepting funding applica-
tions for the Emergency Community

Support Fund. The fund provides financial
support to charities and other qualified
donees adapting their frontline services to
support vulnerable Canadians during the
COVID-19 pandemic. The ECSF was
announced by the Government of Canada
in collaboration with United Way Centraide
Canada, Community Foundations of Cana-
da and the Canadian Red Cross.�

“This fund is critical in supporting our
local organizations as they continue to bat-
tle the pandemic and its economic fallout,”
says Joan Fisk, UWWRC CEO. “We are
working with all our community partners to
help determine where these funds are
needed most. The coronavirus has created
more than one problem and we must be
able to deliver more than one solution.
United Way Waterloo Region Communities
is collaborating with Kitchener Waterloo
Community Foundation and Cambridge and
North Dumfries Community Foundation. 
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The organization is relatively new, and with $30 million in fed-
eral funding, received last August, it’s laser-focused on signif-
icantly increasing the number of patents Canada has in its

roster. 
To do this, there needs to be political will and extraordinary

changes from the political elite. Because currently, Canada is des-
tined to be a working elephant, with powerful countries like China
and the United States feeding it
mere peanuts, when they’re
enjoying banquets.

“It’s as much of a supply chain
issue, as it is an educate-for-
innovation issue,” says Jim Hin-
ton, founder of the Innovation
Asset Collective. Hinton is a pas-
sionate patent agent and Intel-
lectual Property lawyer, who also
teaches a course on commercial-
ization of innovation in the mas-
ters degree program at Western University. 

He says Canada is a selling intangible assets “for bargain base-
ment prices”.

During the last few months Covid-19 has highlighted a systemic
problem in Canada – that we lack freedom and control of our
essential products that could and will save lives. The issue is patent

ownership – or more specifically, lack thereof – and if we continue
down this road, the science fiction era that we are still going
through could one day lead to Canada being a working colony,
with other countries living of the fruits of our labour. 

On scale, Canadian IP can be acquired for cheap, taken out of
the country and commercialized to another country’s benefit. “It’s a
problem,” says Hinton.

Canadians are great generators
of ideas –  the telephone, the
indexing of the Oxford dictionary
that led to search engines like
Google and Safari, the digital
smart phone, sonar and even rub-
ber boats, for instance. Those are
just a few local examples created
by once great companies. 

But we’re not the country that
is around when ideas are being
commercialized and when money

is been made off those ideas. 
As Hinton puts it, we’re “missing out on the hockey stick

growth… and then the huge returns that come with being a global
leader in the technology space and what that market opportunity
and positioning will afford for you,” and your country. 

Hinton’s background is in engineering. From there he got into

IP STRATEGY

CANADA’S 
IP POLICY 
RESULTS 
IN A 
NET NEGATIVE
Foreign entities are benefiting 
from poor systemic IP policies
BY JON ROHR

Jim Hinton 

“Huawei has locked up all the key researchers in
many of the key universities – like, 13 universities
– across Canada ... to make sure that no other
Canadian company is going to be able to work

with those universities”.
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the IP profession, but what really started exciting Hinton was in
2014, when he started working for the Centre for Innovation and
Governance Institute (CIGI) where he ran a “pro bono” IP Law clin-
ic out of Communitech. The goal was to basically “help students
with their IP stuff”. 

Hinton quickly recognized a systemic issue, that “nobody knows
about IP – and it’s the most important part of a technology compa-
ny.” Ideas are intellectual property, and can be owned, and can be
the source of financial gain. But “you can’t commercialize what
you don’t own”. And so, IP is how you own your technology.

“It was kind of eye opening” he
says, “to see the big gap” in the
process, because education and
government don’t look “at IP as a
business asset”. 

Most people believe that IP is just a legal construct, but Hinton
disagrees. “It’s just like real property … you have to have proper
title… The asset is a business asset,” creating the ability “to make
money from your ideas”. 

Hinton says that 93-95% of the value of a company is in the
intangible assets, “so you look at the balance sheet, and that’s
what you own.” In Canada, that’s what a tech company is: “99% of
the biggest tech companies, their software, their code, their patent,
their brand, that’s it.”

And Canada largely fails at keeping the great innovative ideas
as Canadian owned, allowing for a made-in-Canada tag, and all
the benefits that come with that, including fulfilling a job strategy.

“It’s been a transition period over the last five years” says Hin-
ton, “trying to communicate the value of where the innovation

economy is.” He also states that it’s challenging to have “policy
makers react to that”. 

Hinton believes there is a better option for our policy makers to
consider, taking proactive steps instead of spending time and ener-
gy setting up branch plants that are owned by foreign companies,
in many cases conglomerates – which by the way is a focus of both
all three parties’ political agenda. They see that as an easy route to
job creation. 

But there is a underlying problem, says Hinton. “When things get
tough, then the branch plants disappear, what do we have left?

Google is happy to retreat on
their SideWalk Labs project back
to Mountain View, but when we
have Canadian companies [own-
ing and operating on a global

scale], they’re not going to retreat, they’re not going to disappear.”  
Past governments of Canada have fumbled the IP prosperity ball,

unlike countries like China, the US and South Korea. These coun-
tries all recognized what the linch pin of the global economy would
be – and that would be “to own IP”. 

Referring to smart city development, Hinton says, “we own less
than 1% of the IP in the Smart City space … [and] because we don’t
own that already, we’re subject to have to pay the guys that already
existed.” 

This should be a red flag to any city embarking on a partnership
with the likes of Google and Facebook.  

If you’re getting into “the smart city space”, Hinton believes that
most companies, including start-ups, “likely” don’t have the free-
dom to operate in that space, “because you’re building on the

IP STRATEGY

“Nobody knows about IP – and it’s the most
important part of a technology company.”

 
www.regionofwaterloo.ca/conservation  |  519-575-4400, TTY: 519-575-4608

 

Apply for one of our water-saving programs  

 

 

Many save from  
$250 to $500  

per unit per year.

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  

 
  

 

  

 

 

  
  



Q 3  -  2 0 2 0 | 21

shoulders of somebody else.” When you enter that space, and
you’re successful, be prepared to lose a lot. 

Hinton calls the problem of “freedom to operate”, Canada’s
biggest challenge. “We’re coming into a world where if you’re a
new entrant to a market … banking future innovation on the start-
ups we are creating now, most of the landscape, we don’t already
own.”

Because we don’t have this freedom to operate, Hinton says we
“sort of have this glass ceiling”, where the owners of the space dic-
tate that you can get to a certain size, but “then other people … the
people that own the land that we built our house on … come
knocking and say it’s time to pay up.” Think back to RIM.

We’ve all heard of it, and by that time it happens it is a legal
issue. This lack of “freedom to operate”, is
reinforced by government policy “that is still
doing innovation in industry like it was 30
years ago”. 

Thirty years ago tech companies were few

in number, and manufacturers who made tan-
gible products made up 85% of Canada’s busi-
ness; intangibles, or tech, totalled 15%. Fast
forward to 2020 and the whole thing has
flipped, but “the government has not caught up
… they’ve come a long way … but they’re not
caught up”.  Hinton believes that even as
recently as 2015, “the Canadian government
didn’t get the importance of IP.” 

In their haste to attract jobs, our govern-
ments set up the IP rules without understand-
ing the game. So 90% of the patents that are
filed in Canada are from foreign companies …
“so it’s predominately building a revenue
stream for them [foreign companies].” 

Future opportunity is not lost – we simply
need to find some new space and own it. “At
the same time, we [Canada] need to be sure
that our section of [a new space] is growing,
not only in our own domestic market, but
globally… there’s a need to reinforce our
patents with policy, and thus increase Cana-
da’s freedom to operate for its companies”. 

Hinton says China started to realize the
game was changing 15 years ago when they
“didn’t recognize that they had a lot of IP at the
time, it was sort of a new concept for them.”
Hinton adds that China decided to take action,
and establish ownership of significant IP. So
they targeted Canada, as well as other coun-
tries, establishing ownership of IP developed

here. The strategy moved China from being a nation that realisti-
cally was “a non-existent IP owner,” to one of the “biggest filers
globally”. 

China adapted to the new global reality very quickly.  If they
were forced to play by IP rules, “then they sure as anything are
going to be IP owners,” and “sure as hell, were going to be the one
to own the space.” China’s filings and IP generation “have gone
through the roof,” says Hinton. 

“They’ve recognized that if there going to play the IP game
they’re going to play it very well”. Canada has never done that,
“and now there is a cold war of IP that is going back and forth
between the US and China, not only ratcheting up what types of
protections are available but ratcheting up of filings, and who is
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“There’s a need to reinforce our
patents with policy, and thus
increase Canada’s freedom to
operate for its companies”. 
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going to blink on this”. 
He adds that then there’s the “incentive for domestic companies

to rapidly generate swell”, and so in China’s case, patents are paid
for by the government. “They’re subsidizing those [costs], same
thing for in the US, IBM filed 9000 patents last year and didn’t pay
any taxes.” Hinton says, “there are all sorts of ways these countries
are pushing to be these generators. Clearly they are in the game,
but where’s Canada? We have our patent rules and have the head
of the patent office, who came in from the passport office, so we’re
not playing the same game.” In comparison, the last patent director
in the US was once a Google employee. 

So how to fix the problem?
Canada’s tax rules and funding policies don’t ensure that more

patents will be filed by domestic companies – so they need to
change. Innovative research projects in Canada are significantly
funded by government, up to 50%. Hinton notes that “these are
public funds”. Then with “a click of a mouse, [funded researchers]
can transfer the IP … then someone else in another jurisdiction can
commercialize it”.  From a tax perspective, “we’ll never tax the
gains on that commercialization … the policy makers don’t even
know the value of the IP.” To sum up: the Canadian government
funds the creation of IP, and then watches as the IP creators trans-
fer the rights – and thus the profits
and potential tax revenues – to an
entity in another country. Canada
pays; someone else profits.

Hinton is lead on the Innova-
tion Asset Collective, a $30 mil-
lion federal government patent collective pilot project. “I’ve studied
the best practices of comparable global systems, but the ambition is
different,” Hinton says. Priorities are not aligned, “we can give $49
million to MasterCard, ‘like on a moments notice’ and then it takes
years to do $30 million dollars to do a patent collective for all of
clean tech … it’s out of proportion.  With the $13 billion dollars of
government funding that goes to research institutions … it’s a little
bit to validate what we could be doing … and it’s taken two years to
even get to this point … It’s something … but there is still a huge
realignment that needs to continue to happen.” 

Hinton focuses on things like developing a data strategy. Right
now, he says, “There is nothing there,” but Hinton believes things
can change, “To me it’s a win in that we’re recognizing the value of
it. There is such a long way to go. Reorienting is one thing, but then
accelerating to be productive is the second thing.”

Last year’s funding of the patent collective is a start. “We have to
recognize where our strengths are, from a technology perspective,
and where we are investing – clean tech and AI, and data-driven
aspects of places where we can focus. Making sure we are looking
in areas where we have some capability”. 

The whole principle behind the patent collective, is to work col-
lectively. “It’s something we’ve been talking about for the past four
to five years, around this patent fund, patent collective. That’s sort
of the first step. And then we need to have data. IP and data are our
most valuable assets, data acquisition and generation and data col-
lectives’ strategy as well for getting access to data so Canadian
companies can innovate and grow.”

And we’re up against behemoths, battling the data sets that are
held by these big, predominately US private firms. “How can we
complete against them, the Amazons and Googles of the world,
when we don’t have anything comparable in our areas of

strength?”
Hinton believes we could “be far more productive with what

we’re doing”, but there are two entities that are not well positioned
to deal with IP. The first is “the inventor”, the second is “the univer-
sity”. Neither of them is commercially-focused. 

The problem is deep, especially in a community like the Region
of Waterloo, and the current policy and practice are hurting the
Canadian economy. “There is nothing that says universities don’t
create the best and brightest students globally, that’s what they do
well, and basic research, yes, but when it comes to applied
research and innovation, there is a net negative. They’re causing
more problems than they are good”. 

Hinton looks to three places for change. The first, is the provin-
cial Government, the second is the Federal government and the
third is from the innovative institutions themselves. Hinton cites a
deal made between University of Toronto and LG as an example of
the systemic failure. U of T AI helped LG balance their load in
washing machines. The deal was done a couple years ago, and U
of T received a couple million bucks for it. Instead, U of T could
have looked at what the commercial success of holding that patent
would entail, and said “no, we’re going to help our domestic com-
panies become champions” of the balanced washing machine, and

let our own economy grow. Hin-
ton says, “Right now that they can
do these deals and sort of get
away with it. And nobody is call-
ing them out and saying, ‘Don’t
do that because it’s not helping, ...

it’s hurting us’.”
Hinton works with some great Canadian companies who finance

great research projects. But to have the skills and ability to make it
big is not enough.  Hinton states that, “in some sectors, they’re all
locked up, like Huawei has locked up all the key researchers in
many of the key universities – like, 13 universities – across Canada.”
The strategy is very clever: “to make sure that no other Canadian
company is going to be able to work with those universities.” Hin-
ton adds, they “put in a little bit of money and [they] basically have
made sure that there will be no competitors, coming out of Canada
… forever.” Even the students are locked up. It’s an intentional
strategy, says Hinton. “It’s a valuable thing – you not only get the
outputs, but you also never have to compete with anybody again in
that space. These are the best and brightest we are creating, and
they’re being locked up – effectively forever”.

Hinton stresses that Canadian innovators have to recognize the
space “where we don’t own anything” and then “clear the land and
create some freedom to operate, collectively.” 

Canada needs to follow through and make sure that Canadian
companies own the IP. “We’ll dump the money into it, create it, but
where is the global ambition to be the next one that can have it...  If
we don’t do it, somebody else is, or has already done it. It’s com-
petitive”.

Hinton believes that when properly aligned, seen through the
“freedom to operate” lens, each innovation player could ask their
team, “How does this increase our freedom to operate in Canada?
How does it affect our freedom to operate globally?”

He adds, “if it’s a negative, don’t do the deal,” or at least recog-
nize that you’re going to do the deal for reasons of a political
nature. And that, he believes, is not the road to innovative inde-
pendence, or profitability. x

Canada is a selling intangible assets 
“for bargain basement prices”.



“WE NEED TO
GET THROUGH
THIS.”
There is a post-pandemic future for business, says CFFB head

BY PAUL KNOWLES

Janice Ruddock seems cautiously optimistic about the future of
the businesses that are part of her organization. Ruddock is
Executive Director of the Centre for Family Business, a Waterloo

Region-based organization of family business enterprises; current-
ly, the membership role totals 62.

Ruddock talked to Exchange about the impact of the COVID 19
pandemic has had on the members of the CFFB – and it’s clear that
no business is untouched by the global crisis. But she suggests that
there are three general categories among the businesses.

About 10%, she says, have expe-
rienced “complete annihilation.”
Their business has entirely disap-
peared. “They are completely shut
down right now.” But even for
these most-affected businesses,
Ruddock believes there is a future;
that they will rise again when the
pandemic is over, partly because
most “have had good support from their funding partners.”

The vast majority of CFFB members – she estimates, 80% – have
experienced difficulties, but “they have had to pivot” to do business
in new ways. Often, they have laid off many staff members (“Some
of our members have practically laid off all of their people at this
point in time”), but they continue to find some revenue sources.
Overall, she predicts, these businesses will be “okay.”

And then there are the 10% of businesses who are “doing
extremely well, because their services are needed.” These busi-
nesses are actually thriving in pandemic times, as essential servic-
es or providers of essential products, such as Personal Protective
Equipment (PPE). It is possible that the end of the pandemic could
have a slightly adverse impact on these companies, as their new
markets shrink. But Ruddock believes they will be able to revert to

their previous, successful model. Ruddock adds, “These companies
have been in business quite a while. They are solid businesses,
well-managed. They will probably go back to their original busi-
ness model.”

Overall, looking at the CFFB members across the board, she
believes all companies “will be able to continue forward” when the
crisis disappears. “Time heals all,” she adds. “People will become
more comfortable.”

Ruddock has been with the CFFB for less than a year, coming to
the position from her position as
Executive Director of Taste of Nova
Scotia. The pandemic hit just as
the CFFB was initiating a member-
ship drive; that has been preempt-
ed by the immediate crisis.

Says Ruddock, “Just before this
happened, we were looking for
new members,” through a cam-

paign stressing the significant value of CFFB membership. Then
can COVID 19. Ruddock is eager to pick up where she had to leave
off, and says an ideal number of CFFB members would be “around
100… I think we can grow to that number.” Members primarily
come from Waterloo Region and the surrounding area.

Despite the disruptions, she says she has enjoyed her time since
coming to Waterloo Region and the CFFB. “I’ve been with the Cen-
tre for Family Business now for nine months,” she told Exchange.
“I’m starting to get to know our members. I feel very honoured to
be a part of this association. There are some amazing people, and
amazing businesses.”

So the future, according to Ruddock, is bright, for businesses and
for her organization. But first, she admits, “We need to get through
this.”
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The vast majority of CFFB members – 
she estimates, 80% – have experienced 

difficulties, but “they have had to pivot” to do
business in new ways

MAKING A DIFFERENCE
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Janice Ruddock ED at CFFB
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$58,256.70 *

plus taxes & license

Enform Remote

Apple CarPlay

Enform Safety Connect

Control a range of vehicle functions from a distance using 
your smartphone and Lexus App - from starting and stoping 
your engine to locking and unlocking your doors.

Just plug a compatiable iPhone 5 or newer into your vehicle’s 
data USB, and Apple CarPlay enabled apps will appear on 
your vehicle’s touch screen.

Emergency SOS assistance and enhanced roadside assistance 
are just the push of a button away. Whether it’s as simple as a 
�at tire, or as urgent as a collision, live 24-7 service is there to 
answer your call.
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