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YPO: The World’s Most Powerful Network.

Uniting 21,000 peers from more than 125 countries, for 64 years

Young Presidents’ Organization
has been the network that matters most to business leaders.

YPO IN CANADA
“If I wanted to do business in China,
because of the international network I’ve
built up and the folks that I’ve met through
YPO, I could easily pick up the phone
and call a member in China and say,

780 members
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US$38 million median annual revenue and
190 employees per member company
MEMBER TYPE:

‘Hey, I’m thinking about visiting, could
you introduce me to a couple of people?’
And it would literally be that simple.”
Corey Miller
CEO of Miller Tirecraft
Nova Scotia
YPO member since 2008
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n today’s globalized world, the boardroom is no longer limited to a specific
location. Thanks to technology, businesses can move seamlessly across borders,
and operate from almost anywhere and do almost anything.
The increase in globalization has left the playing field wide open for Canadian
businesses of any size to be successful growing on the world stage. And, as you will
read in this edition of inBusiness, many business leaders of Canadian private companies are doing just that.
Whether a company wants to tap into the increased consumer base; reduce costs
through better sourcing; enter a foreign market through a rep office, joint venture
or establishment of operations; or acquire existing businesses, the potential rewards
can be significant. However, identifying and capitalizing on these opportunities is
not easy or straightforward, and it does involve risk. Expanding into global markets
requires research, careful planning, insight, guidance and expertise.
Expanding globally also means shifting to a global mindset, and this doesn’t happen overnight. A global mindset needs to be carefully cultivated and embedded into
the culture of an organization. This means truly understanding and embracing the
diversity of cultures to spark innovation and creativity within your company. In my
experience, successful global companies are able to fluidly bridge the needs of the local market with the expertise and capabilities that their business offers.
Canada has the talent, innovation and the intangible quality of being Canadian,
which can be leveraged to seize market opportunities on a global scale. I think you’ll
agree, after reading this issue of inBusiness, that Canadian businesses need to be on
the world stage sharing our products, services, ingenuity, great ideas and good business sense. The world really is our oyster.

ANATOMY OF AN ENTREPRENEUR A survey of 350 graduates of QuantamShift, an elite
leadership program created by KPMG Enterprise and the Ivey Business School
improve
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Opportunities await overseas, and we’ll help you get there
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Global Rewards Within Reach
Foreign markets are familiar territory for
many mid-sized companies based in the
Americas. Today, mid-market business
leaders are pursuing global expansion
with energy and discipline. The stakes
are high but the signs are positive:
substantial rewards are within reach.
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WHAT
A TRIP

PHOTOGRAPH BY MARGARET MULLIGAN

Charlie Scott calls
himself “the original
pig.” The co-founder
of Trufflepig Travel
Inc. came up with the
name years ago, then
built a company to
match: it sniffs out
fantastic destinations,
then creates bespoke
vacations for wealthy
clients. Trufflepig now
has a mini-office in
Paris, a guy in London,
another in Tuscany
and an army of “pigs”
all over the world.
Together, they have
arranged kid-friendly,
round-the-world
adventures, scouted
out bike routes by
helicopter and built a
luxury tent camp for
13 in the jungles of
Guatemala.
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HOW I DID IT

VITALS
trufflepig Travel
Toronto, Ontario
Founded 2003
13 full-time employees

Scott’s tips
• Be incredibly tenacious,
because it’s a slow road to
riches. But the non-financial
rewards are extraordinary.
• Be prepared to shake it up a
little bit, because the travel
industry is changing a lot.
Travel is creative, but the
travel industry is slow to
adapt. So be creative.
• The biggest change is that
the little guys like us have a
chance. It used to be that you
had to conform to a specific
model of travel agency. Now,
the business model has 100
shades. If you can deliver
and make your clients happy,
you’re going to be fine.

The first custom trip
we planned was a
wine and biking trip in the
Burgundy region of France,
for a venture capital investor
from Colorado. I went with
a partner and scoped out
all the routes, found some
great restaurants and booked
the hotels. With a client like
that, you need a few options,
knowing full well they’re only
going to pick one – and you
don’t know which one. Maybe
they’re tired, or they ride
longer than they thought they
would or it starts raining. So
for every kilometre the client
might travel, we would check
out five. For every restaurant
they might eat at, we would
check out six.
In our world, to “trufflepig”
is to look, dig, unearth and
find. The name popped into my
head years ago, and the idea
for the company grew from
that. I spoke to Jack Dancy,
my first partner, and sold him
on an idea that wasn’t fully
formed. Shortly after, Greg
Sacks joined us. We were all
very good friends: we’d worked
together as guides and trip
planners at Butterfield and

BY THE NUMBERS

flying high
The global tourism industry is growing by
roughly four per cent each year, with one
billion travellers generating $1-trillion in
revenue for the sector, according to the UN’s
World Tourism Organization. Here’s a look at
Canada’s own travel and tourism sector

Robinson, which creates highend biking and walking tours.
Bit by bit, we felt the need to
be doing our own thing, so we
left and started Trufflepig.
Our initial start-up was less
than $100,000. The money
came from a family friend my
mum had bumped into at a
cocktail party, an older entrepreneur who’d had some luck.
It was a simple deal: we had
to show him financial reports
every month and pay him back
within two years, and we did.
He didn’t take any equity or
even charge us interest. We
were very lean, running on
fumes. One of the nice things
about this business is that we
have no substantial overhead.
At the start, we only had to
pay for a couple of laptops and
a bit of travel for research. We
didn’t have an office or even
internet access, so we’d drive
around in my rusty 1986 Saab
to find Wi-Fi networks that
weren’t password-protected.
We had just enough money
to draw tiny salaries. We
did spend a lot of money on
trademarks, because we had
a hunch that if we lost the
name, it would pull the rug out

from under our feet. But once
we got a taste of the freedom
that came with doing our own
thing, we didn’t feel like we
could do anything else.
It was about 18 months
before we got our first customer, in 2004. Now, almost
half our trips each year are for
return clients. That first client,
the venture capitalist from
Aspen, has since taken 16 trips
with us. Our clients trust our
judgment and the choices we
make. Trust is number one.
When we research a place,
all we’re doing is editing the
options down to the ones we
believe in. But before we can
plan anything, we talk to the
client to find out who they are,
how they like their day to flow,
what kinds of hotels and restaurants they enjoy. Every trip
is a blend of art and science,
quantitative and qualitative.
If you go too much one way or
another, it’s not going to work.
I see each destination as
a puzzle, and I love puzzles.
Arriving in a foreign city at
midnight, with no idea of what
to do, then figuring it out and
nailing it – that’s exciting.”
 AS TOLD TO DIANE JERMYN

32
$81-

on
mi l l i

billion

Amount of economic
activity generated by
travel and tourism in
Canada

Number of outbound
trips to international
destinations made by
Canadians, up 6%

Overseas visitors
to Canada who
are 24 and under

Top 10 overseas destinations visited by Canadians
Mexico

Cuba

U.K.

Dominican
Republic

France

Italy

Germany

Mainland
China

Spain

Jamaica

1,589,000 1,082,000 908,000 766,000 729,000 375,000 345,000 314,000 245,000 243,000

SOURCE: CANADIAN TOURISM COMMISSION
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THE PRODUCT

PHOTOGRAPH BY CLINTON HUSSEY

Let it snow
Max Jenke knows snowboards:
the Vancouver native became a
pro rider when he was just 16.
When his sponsor stopped making
boards six years later, in 2002,
Jenke went looking for a new
one. “I realized there was nothing
I liked – not so much how they
made them, but what the boards
represented,” says Jenke. So he
teamed up with snowboarding
photographer Scott Serfas to start
Endeavor Snowboards. The pair
designed their own “rad” boards
and had them manufactured at a
factory in Oregon. Within a year,
the manufacturer had gone out of
business. The next two factories
they tried – one in Quebec, one
in Vancouver – went kaput, too.
“Our first six years were spent just
dealing with production disasters,”
says Jenke. “Then we took a trip
to Asia and were so blown away
by what they were doing that we
knew our future was there.” Seven
years later, they’re still using the
same factory, and their boards sell
in 29 countries. “We would love
to make our boards in Canada,”
Jenke adds, “but it’s just not realistic. It would double the price, at
least, of our boards.”
Jenke’s team designs and
produces prototypes at its Vancouver lab and can test them out
on the local mountain within 24
hours. “We play around a lot with
geometry, new materials and wood
species, and try to innovate the
production process to be more
efficient and create better-riding
boards,” says Jenke, who says
Endeavor will be launching its
new Seamless Sidewall Technology
next year – a rubbery band that
wraps around the board’s wooden
core to increase durability and
reduce vibrations. Then come the
graphics. As creative director,
Jenke manages a team of artists
from all over the world. “It’s pretty
rad engaging with these artists,
because a lot of them snowboard,
and they’re super-stoked,” says
Jenke, whose favourite ride is
Endeavor’s flagship deck, the
aptly named Board of Directors
(pictured). DAWN CALLEJA
inbiz.me
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THE PITCH

Cash is
king
REfficient Inc. is an online marketplace for businesses to buy and sell
new, refurbished and used telecom and
A/V equipment. The start-up, based in
Hamilton, Ont., was founded in 2010
on less than $10,000 by Stephanie
McLarty, the sole owner. “We try to
match a company’s extra resources with
those who need it,” says the former
telecom consultant, “helping them save
money and the environment.” With
10 employees and under $2-million in
revenue, she’s just beginning to turn
a profit. Her problem is cash flow. The
business works on consignment, but
as the company has expanded (it has
clients in 12 countries) and its clients
have gotten larger, the original model
of getting payment up front from buyers and paying suppliers in 30 days is
getting harder to maintain. About onethird of McLarty’s suppliers won’t work
with her if she insists on payment in
30 days. “As a small company, we don’t
want to say no,” she says. “It’s really
hard to push back when you need that
deal.” Her question: “Are there alternatives for creating mutually beneficial
solutions?” DIANE JERMYN

Sunil Mistry

PARTNER, KPMG ENTERPRISE
It sounds like REfficient needs a larger line
of credit. Shop around. Rather than going
to banks individually, McLarty should use
a corporate finance advisor to get banks
to bid on her business. Also, professional
services firms help companies raise money,
whether through the banks or venture capitalists. Because
it’s contingency-based, you don’t pay until the increased line
comes through. She could also compromise with her buyers and
suppliers, saying: “If you’re not going to pay me all up front,
can we agree on a deposit?” She’s effectively financing everyone
here, which is the complete opposite of what she wanted – to
simply be a flow-through for these transactions. It’s difficult to
get out of that if your clients don’t pay you something up front.

6
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Brian Miske

CHIEF MARKETING OFFICER, KPMG LLP
REfficient needs to become more agile. To
do that, she needs to find out more about
her suppliers and customers by doing a
segmentation analysis of both, based on
profitability. Then focus on those suppliers
that have the products with the highest profit
margin. She needs to remain flexible with getting them the cash
up front so she can fuel the rest of her business and establish terms
with other suppliers who are less profitable for her. More suppliers
will want to do business with you if you’re flexible. Some of the
big companies that are challenging her have made a decision that
her company isn’t a priority. But if they’re the ones with the highly
profitable products she needs, then she can do one of two things:
cough up the money up front or look for new suppliers.

DISCLAIMER (MISTRY, MISKE) SEE PAGE 2; PHOTOGRAPHS BY MICHAEL WATIER; ILLUSTRATIONS BY CHELSEA ROBINSON

Can Stephanie McLarty
keep customers happy
and still pay the bills?
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HOW TO

Chris Arsenault is the managing partner of iNovia Capital, a venture capital

firm that has backed companies like Babble (bought by Disney in 2011), Vizu
(bought by Nielsen in 2012) and Beyond the Rack (2013 sales of $150-million).
iNovia receives about 700 inquiries for funding each year, but invests in no more
than 10. Here’s how to get Arsenault’s attention (and his cash). JUDITH PEREIRA
Know who you’re pitching to
There’s no point pitching
a semiconductor or lifescience deal to iNovia, which
focuses on digital media,
consumer internet and
enterprise software-as-aservice. Yet, that’s how a lot
of entrepreneurs start their
pitch: by asking what they
invest in. Another bad move is
pitching a product or service
that the VC is already invested
in – especially if you try the
“mine is better” angle.
Takeaway: Do your homework.
Know the type of companies the
VC invests in and whether it
specializes in seed or laterstage funding.

Get the introduction right
The success rate of cold calls
or e-mails is about one in
inbiz.me
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1,000. Accelerator groups
such as Toronto-based
Extreme Startups, GrowLab in
Vancouver or FounderFuel in
Montreal can help with that:
in exchange for equity, they
give you access to mentors and
help refine your business plan
and pitch.
Takeaway: “If the entrepreneur
is coming to me from a CEO I’ve
already backed, he gets priority,”
says Arsenault. “If a person
comes highly recommended,
then the pitch is already better,
in my mind.”

Understand the space you’re in
Venture capitalists are often
vetting several similar pitches
at any given time. Right
now, for instance, picturesharing apps are hot. But
while there might be 120 apps

out there, there’s only one
Instagram. Arsenault says
80 per cent of entrepreneurs
fail because they don’t know
who their direct (and indirect)
competitors are, and have no
plan to deal with them.
Takeaway: There are things
that you can control, such as
employees, growth rate and scale
of product development. And
there are things that you can’t,
such as the economy, technology
shifts and consumer habits. But
showing that you’re aware of the
threats gives you an advantage
over hundreds of entrepreneurs
with the same idea as you.

Prove your prototype or
concept works
Robert Gold and Yona Shtern,
founders of Montreal-based
Beyond the Rack, a discount

retailer of name-brand
fashion, went the manual
route to prove their idea
had legs. Gold took pictures
of dresses and bags in local
stores, and Shtern posted
them on the website. As soon
as someone bought an item
online, Gold would purchase
the item from the bricks-andmortar store, then repackage
it and send it to the customer.
They did this for a month,
all while operating at a loss,
to prove to investors that
there was a huge demand
for discounted, brand-name
fashion. Beyond the Rack now
features clothing from Gucci,
Fendi, Marc Jacobs and other
high-end retailers.
Takeaway: Think outside
the box to show investors that
customers want your product.
SPRING 2014
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ASK A PRO

Q: As an aging small business owner, I’m
worried about retirement. How should I
be preparing my portfolio?

The ﬁnal
countdown

A: Start by figuring out how much you’ll need to

A: Get professional advice before you start – from HR, an employee relations rep or

lawyer, or an employment lawyer – when dealing with any kind of dismissal. Every
situation is different, and you need to consider multiple factors.
First, look at the employee’s tenure. If he’s within the probationary period, speak
with him, set expectations, monitor him and document discussions. Then terminate
him within the probationary period if he doesn’t improve.
Also consider the gravity of his behaviour. If it’s something illegal or a serious
breach of your code of conduct, your organization may decide to terminate him immediately. Depending on their tolerance for risk and the situation, an employee may
be terminated “with cause,” where severance and notice isn’t provided, or he can be
terminated without cause and provided severance – basically, you pay him to leave.
Either way, he could challenge the decision through litigation.
If he doesn’t fall into either situation, and you don’t want to pay him to go away, begin the progressive discipline process. Meet to discuss the issue, give him the chance
to respond, and set expectations for improvement within a specified time. Document
all discussions so both parties are clear on next steps. The employee should also be
coached and monitored along the way. If he hasn’t met the agreed-upon levels of
improvement, begin the warning-letter process, starting with warning letter No. 1,
followed by letter No. 2 (the final warning letter), and then the termination letter if he
consistently fails to meet expectations.
Another option: have an open conversation with him. He might realize where the
situation is heading and could just decide to exit the organization on his own.

LAURA J. CROUCHER, PARTNER, ADVISORY SERVICES, KPMG IN CANADA, NATIONAL
SERVICE LINE LEADER, PEOPLE & CHANGE

retirement
planning by
the numbers

$54,100

Amount the average senior couple
spends each year in retirement,
according to Statistics Canada

55%

 SUNIL MISTRY, PARTNER, KPMG ENTERPRISE

Roughly how much of your preretirement income you’ll need to live
comfortably in retirement (not the
70 per cent many financial advisors
will tell you)

74%

The portion of self-employed people
who are financially preparing for
retirement, versus 85 per cent of
employed people

DISCLAIMER (CROUCHER, MISTRY) SEE PAGE 2

Q: I have an employee who has a toxic effect at work. What steps do
I need to take to get rid of him?

retire. People often don’t know how to actually
get out of their business with enough dollars
to retire on an annual basis, so get help from a
financial advisor. If you’re selling, you might need
a two-year window to take advantage of strategic
tax-planning opportunities, such as Canada’s
capital gains exemption. If you qualify, you can
get the first $800,000 tax-free. If a family member or someone else is taking over or buying in,
consider stretching out the transaction so you get
the money over several years.
If you have RRSPs, stocks and bonds, investment or rental properties, and other assets in
your portfolio, understand where the risks are.
Unless you’re investing-savvy, consult a professional for advice. Make sure you’ve maxed out
your RRSPs so you’re saving the tax up front. You
might want to pull out of more volatile investments and stick to things with a stable rate of
return, so that you keep the big portion of your
principal for as long as possible. As you retire,
there are ways to get the money out at a lower
tax rate, but much depends on how much you
need. Look at your cash flow to see what you can
or can’t do. Will the money coming in cover your
debts, plus your expenses? Clear as much debt as
possible before retiring.
Be realistic. The closer you get to retirement
age, the more expensive it becomes to make
changes to your investments, because time is
working against you when it comes to the value of
money. Assuming you’re close to 60, CPP and OAS
come into play as well. Don’t neglect to apply.

SOURCE: STATISTICS CANADA
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THE WORLD HAS NEVER BEEN SMALLER, AND NO
MATTER WHAT BUSINESS YOU’RE IN, CHANCES
ARE YOU HAVE POTENTIAL PARTNERS OVERSEAS.
THESE FIVE COMPANIES OVERCAME A VARIETY OF
CHALLENGES TO CAPITALIZE ON OPPORTUNITIES
ABROAD – WHICH MEANS YOU CAN, TOO
ILLUSTRATIONS BY SONIA ROY
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DEVINCI CYCLES

BACK IN THE RACE
CHALLENGE: TAKING A SECOND SHOT AT THE U.S. MARKET AFTER A DISASTROUS FIRST FORAY

in Vegas is where you want to be. The two-day event is the biggest cycling

the world of high-performance bicycles, the Interbike Trade Show in Las

product offering was key: Gauthier reduced
it to Devinci’s three strongest mountain bike
trade show in North America, attracting thousands of consumers, dealers and
models, and only went where there was a big
manufacturers. But in 2004, Félix Gauthier, CEO of Devinci Cycles, wanted to
mountain bike market. “We looked at the
be anywhere but Vegas. Five years into his attempt to conquer the American
territory not as one country, but as 50 states,”
market, he was hemorrhaging money. It was time to head back to Quebec.
says Gauthier. “You can’t sell a downhill bike
“The first three years we were there, we were nearly covering our expenses,”
in Florida.”
says Gauthier, whose factory in Chicoutimi, Que., produced 15,000
Gauthier also tackled the currency issue
bikes in 2013 (including Bixi bikes for bike-sharing programs around
head-on. “When making our sales forecasts,
the world). “But the last two years weren’t good. That final year, I
we do a currency forecast as well,” says Gauthknew that I was losing.” At $100,000 a week for floor space, travel
ier. “We’re not a company that specializes in
and staff accommodations, hitting the U.S. trade shows conexchanging money, so we work with some
sumed a huge chunk of his sales and development budget.
banks and take information from three to
To finance all this, he had taken out a loan with the Canafour sources to make a currency exchange
dian government that saw it lend half the money for every dollar
contract. Rather than wait for payment, we
he spent. “I realized I was losing a lot of money trying to develop
buy currency at a fixed price from our Canathe market,” says Gauthier. “Five years in, I owed them $600,000.”
dian sales.”
All told, the stateside foray cost Devinci $1.2 million.
Today, Devinci works with agents, rather
Gauthier spent the next few years asking himself what went wrong.
than distributors, to sell its bikes in the U.S.
His conclusion: the company lacked focus. Devinci was trying to
Rather than purchasing a bulk order
hawk 30 different models – and doing it in every U.S. market. “We
to offload independently, like a dealer
were following the water instead of having specific territories in
would, agents broker relationships
mind,” says Gauthier. “We were selling bikes in the west coast and
with retailers, allowing Devinci to sell
the east coast, and we were not prepared enough for delivery from
smaller numbers and retain control
our factory here in Canada.”
over marketing. By slowly expanding
Currency markets also wreaked havoc on Devinci’s profits. “We
its product offerings and territories,
2013 WORLDwere buying components from Asia and, by the time the bicycles
Gauthier is seeing those numbers grow.
CHAMPION
DOWNHILL
were made” – a process that takes 160 days – “and shipped, and
“I don’t have a short-term vision,” he
RACER
the 30- to 90-day payment term rolled around, 30 per cent of the
says. “If you are honest about what you
STEVIE (THE
trade was lost due to the exchange rate.”
can do, year after year, you won’t grow
CANADIAN
In 2010, Devinci took a second shot at the U.S. market. It
like a bomb, but you will retain a good
CHAINSAW
now contributes 15 per cent of the company’s sales. Gauthier’s
relationship with the dealerships – and
MASSACRE)
SMITH RIDES
strategy this time around is radically different. Narrowing the
you will grow.” KALI PEARSON

AND THE
WINNER
IS...

A DEVINCI BIKE
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GETTING A
SECOND WIND

CHALLENGE: NAVIGATING
AVIGATING A WORLD OF RULES AND REGULATIONS

When in 1972, international business was not part of

Rowan Williams Davies and Irwin Inc. was created

the company’s plans. It would have had a hard time expanding
beyond Canada’s borders even if it wanted to: the Guelph, Ont.based engineering consulting firm got its start looking at how
drifting snow affects buildings.
In 1977, it entered a new niche, studying the effects of wind on
large structures. RWDI would work with design and architectural
firms to help create buildings that wouldn’t sway in heavy winds
and could withstand hurricanes. It was a good time to get into
the business, says Anton Davies, the company’s chairman.
The world was in the midst of a skyscraper boom, and the
company’s new expertise opened international doors: not
every city gets snow, but there’s always wind.
RWDI quickly found business outside of Canada. Clients
popped up in New York, Chicago, Denver and other U.S.
cities. “It used to be universities doing this,” says Davies. “So
BURJ KHALIFA,
there was a real demand to get things done fast, and that
DUBAI
meant a lot of work from U.S. firms.”
Today, wind engineering is the company’s main source of
revenue. While it still does business in Canada, it also works
METRES
in a plethora of countries around the world. It consulted on
(AND RWDI
the Petronas Towers in Malaysia, the Shanghai Tower in
WORKED ON IT)
China and Burj Khalifa, the world’s tallest building, in the
United Arab Emirates. This 375-person company has also

WORLD’S
TALLEST
BUILDING

828
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ROWAN WILLIAMS DAVIES AND IRWIN INC.

worked in Turkey, Iraq, India, the U.K. and more.
Not surprisingly, working in such a disparate
collection of countries can be a challenge. While
wind generally has the same effect on buildings
everywhere, each country has its own regulations around how strong a structure must be
when it’s built. While the structural engineers
and architects that hire Davies’s firm are familiar
with local regulations and have detailed discussions with RWDI about the particular specs for
each project, regulations can change without notice. In Dubai, for instance, regulations around
wind speeds changed for “no reason at all,” says
Davies. RWDI had helped design buildings with
speeds of 38 metres per second in mind, but that
was recently changed to 45 metres. That seemingly small alteration could increase a project’s
cost by hundreds of millions of dollars, he says.
He and his clients are lobbying the government
to reverse the new regulation.
Tax rules can also be problematic. Every country has its own tax laws, and if executives don’t
understand the rules, they could have trouble
getting money out of a country, he says. Davies
would know – he’s having difficulty getting
income out of China and into Canada. In China,
tax regulations can vary city to city. His company
wanted to transfer $1-million from a Chinese
bank into a Canadian one, but he was stonewalled. Why? Because the company had moved
its office to another city and didn’t update its taxrelated information. “It took us years to figure
out how to get our money out,” he says. So far,
they’ve been able to move $600,000 back home.
There are other issues that only a global business would have to deal with, such as war and terrorism. Employees try to visit the projects they’re
involved with, but there are some countries, such
as Iraq, that they avoid. “We’re not going there,”
Davies says. “There’s serious political upheaval on
all levels and roving gangs with guns.”
While they always have to work with partners they can trust, it’s even more important
when they can’t check on the work themselves.
Fortunately, in this case, RWDI has an Istanbulbased partner that’s spent a lot of time in Iraq.
“They have people going in and out, so we don’t
see a need to go ourselves,” he says.
All of the challenges that come with running
an international business are, of course, outweighed by the benefits. The company is planning to expand in India, it’s growing in China,
and it continues to have a hand in some of the
most important buildings being erected today.
“I can remember drooling over the thought of
working in the States,” Davies says. “In Canada,
there’s one tower here and one tower there, but
then we were working on five or six tower projects. It’s just gotten better from there.”

SHERWOOD HOCKEY INC.

PLAYING AT
FULL STRENGTH
CHALLENGE: MOVING PRODUCTION OF AN ICONIC CANADIAN PRODUCT

For

LAFLEUR PHOTOGRAPH BY DENNIS MILES

most companies, outsourcing manufacturing to China is a
no-brainer: the labour’s cheap and product quality doesn’t
have to suffer. But that decision is more complicated when you’re
creating a product that’s quintessentially Canadian.
Sher-Wood Hockey Inc., the popular hockey stick manufacturer,
spent years wrestling with that choice. While it was making its sticks
at a factory located behind its head office in Sherbrooke, Que., most
of its competitors were shipping production overseas.
The company knew it could make sticks for less by going to China,
but hockey players across the country had said they wanted their
equipment made at home. “We wanted to keep the Canadian stamp
on the stick,” says Alexandre Beaudoin, the company’s director of
export sales. “That was really important for guys who were playing
in the NHL.”

The allure of lower costs, though,
eventually became too great. SherWood started outsourcing some of
its manufacturing in 2002 and sent
its last batch of sticks overseas in
2012. It was the last stick maker to
shed its “Made in Canada” tag. It now
deals with five Chinese manufactures
and one based in Ukraine.
Companies that outsource obviously want their product’s quality
to remain high, but when it comes
to hockey sticks used by passionate – and often particular – hockey
players, any deterioration won’t be
tolerated. That’s why the company
PRESENT
sends people to check on its factories
every two months. During each visit,
MARTIN
the Sher-Wood representative is lookBRODEUR
GOALIE, NEW
ing to see that production is running
JERSEY DEVILS
smoothly. If new machinery has been
introduced, they’ll make sure it works
BOBBY RYAN
properly. They also talk to factory exRIGHT WING,
ANAHEIM DUCKS
ecutives about Sher-Wood’s research
and development plans, what new
gear the company would like to
PAST
produce and how to improve upon
GUY LAFLEUR
their existing sticks.
RIGHT WING,
In addition to bi-monthly visits,
MONTREAL
head office receives weekly reports
CANADIENS/
that document every step of the
QUEBEC
NORDIQUES
manufacturing process. Beaudoin
and his team know when a stick is at
KEN DRYDEN
cosmetics, when it should be sent to
GOALIE,
drying, and when it will be shipped
MONTREAL
and packed. If they see that an order
CANADIENS
is behind, they call their manufacturer to find out what has gone wrong.
Before any stick can go to market,
though, it has to be tested in Canada. The first step is getting
the equipment in the hands of hockey players, both amateur
and professional. After each game or practice, Sher-Wood’s
testers score their stick on durability, how it feels, whether it
broke and more. The company also has a lab where it tests a
stick’s flexibility and pressure points. If it’s not up to par, it
will go back to its overseas partners for a fix.
So far, there haven’t been any big problems. The key, says
Beaudoin, is to develop a strong personal and business relationship with the people who run those factories. “They need
to know you,” he says. “You can’t just outsource – you need
to develop that relationship.”
It also helps that attitudes toward outsourcing have
changed. No one, not even the clients who wanted Canadianmade equipment, has complained about where the sticks are
manufactured. Customers are happy as long as they keep
scoring goals. “We fought that battle of buying locally, but
people are looking for good-quality products for a certain
price,” says Beaudoin. “As long as the sticks are still good,
then it doesn’t matter where they’re made.”

SHER-WOOD’S
NHL ROSTER

BRYAN BORZYKOWSKI
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LED ROADWAY LIGHTING

KING OF
THE ROAD
CHALLENGE: GOING
OING UP AGAINST MULTINATIONAL RIVALS WITH A MADE-IN-CANADA PRODUCT

The The Halifax-based manufacturer of light-emitting

future is looking bright for LED Roadway Lighting.

diodes (LED) got a glimmer in 2006 that street lighting might
be a profitable niche. It was a smart move for the privately held
company, which previously made electronic parts for a wide of
range of industries. Today, LED Roadway has grown to more
than 200 employees (with factories in Amherst, Nova Scotia,
and Victoria) and has installed LED systems in more than
37 countries, including Iceland, Colombia, South Africa and
Australia. But if growth has been relatively swift, thanks to
early entry into the market, expanding and hanging on to what
they have could be a challenge in the extremely competitive
LED world.
Longer-lasting, energy-efficient LED lights are rapidly coming
down in price, while at the same time the space is quickly filling
up with companies looking to cash in on a worldwide market
estimated to reach $42-billion in 2019, according to a 2013
WinterGreen Research report. Players in the space range from
LED chip and package production lines in China to large companies like General Electric and Philips. The latter firm announced
in mid-2013 that a full 30 per cent of its total $2.85-billion in
lighting sales in the latest quarter came from LEDs.
Faced with that kind of competition, what’s a small company
going to do? If you’re LED Roadway, the first thing is to prove
that your lighting systems (which are up to 70 per cent more
efficient than traditional bulbs) can withstand anything the
elements throw at them. When a chance came up to have their
lights installed on Prince Edward Island’s Confederation Bridge
as part of a pilot project to test LEDs, the company happily
participated. Ken Kovachik, LED Roadway’s director of marketing, refers to the pilot as a “torture test.” On the bridge, the
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BY THE
NUMBERS

300+

NUMBER
OF LED
ROADWAY’S
MUNICIPAL
AND UTILITY
INSTALLATIONS
GLOBALLY

20

YEARS
DESIGN
LIFE OF THE
COMPANY’S
LEDS

60%

AVERAGE
ENERGY
SAVINGS
COMPARED
TO A HIGHPRESSURE
SODIUM LAMP

lights were subjected to rain, wind, ice,
snow and salt air. “It’s got everything but
tropical heat,” Kovachik says, noting that
LED Roadway not only got a showcase
project out of the pilot, but now has 305
luminaires on the bridge.
The company’s other strategy was to
dissect the elements of the LED light and
determine its weakest point. That turned
out to be the power supply; that component
was the most likely to fail in an LED. LED
Roadway moved away from using commercial, off-the-shelf, third-party power supplies in favour of manufacturing its own.
In doing so, it became the first company to
create a power source with a life expectancy
equivalent to the lightbulb’s.
Creating the power supply became LED
Roadway’s key competitive strength, according to Kovachik. “We’re not manufacturing the $100 Chinese street light that
some buy and they get failure within two
years. That’s not our market. We manufacture a 20-year design life power supply.
Commercial off-the-shelf stuff? It’s about
five years.” According to Kovachik, LED
Roadway’s lights perform better on both
energy savings and maintenance – the latter thanks to the power supply – than its
competitors, and that’s what makes the
firm shine. CHARLES MANDEL
inbiz.me
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with the engraved message on the soles: “Resists alkali, water, acid, fatigue and Satan.”
Adrian very much has the business coursing
FLUEVOG SHOES
through his veins. “I started selling shoes when
I was 14, at the Granville store,” he says. These
days, he tries to recreate the retail experience
that his father perfected in Vancouver. It’s
as much science as art. “We have a great web
business,” he explains. “So I can look at zip
codes in the U.S. and see where I ship
shoes to, which is a great indicator
of where pockets of Fluevoggers
live. For instance, Austin, Texas, is
one right now – I don’t have a store
CHALLENGE: EXPANDING YOUR BRAND WITHOUT LOSING YOUR TRENDSETTING IMAGE
there. And then once you pick the
city, there are usually two or three
neighourhoods you want to be in.
all of Canada’s creative talent, fashion is not one of the things this
You walk the streets and kind of
country is known for. John Fluevog is one of the few exceptions.
figure it out.”
The iconic shoe designer has made a name for himself with an array of
It doesn’t always work out pershoes that, as a whole, defy description – other than a widespread reputafectly. In Quebec, says Adrian, the
SCARLETT
tion for comfort, wearability and whimsy that has attracted the likes of
company has struggled with the
JOHANSSON
Madonna, Scarlett Johansson and Robin Williams.
language barrier, while in Minneap(ACTOR)
The Fluevog empire took root in the counterculture movement of 1970s
olis, the cold weather has limited the
BETSEY
Vancouver, when John Fluevog paired up with family friend Peter Fox to
amount of foot traffic that walks in
JOHNSON
found Fox & Fluevog. At that time, the men were selling other people’s creto Fluevog’s store. That said, Adrian’s
(FASHION
ations – outré wear like patent leather knee boots for men. It wasn’t until
goal is that in 10 years’ time, Fluevog
DESIGNER)
Fox departed for New York a decade later, in 1981, that Fluevog went out
will have 60 privately owned and
NEIL
on his own and started to design shoes under his own name.
operated stores around the world.
PATRICK
He hasn’t looked back. Fluevog now counts 11 U.S. locations (from L.A.
(All the Fluevog stores are wholly
HARRIS
to New York to Minneapolis), along with seven Canadian stores. Current
owned by the family; there are no
(ACTOR)
plans are to open another three stores a year, a significant ramping-up of
outside investors.)
the company’s growth strategy. The question is, how do you expand your
And then what? “When it starts
JACK
WHITE
reach while maintaining the unique qualities of the Fluevog brand? “As
not to be fun, it’s time to quit,”
(ROCK STAR)
the company grows, it in fact becomes easier to maintain quality, as with
says the elder Fluevog. “Call me an
the increased volumes we can exert more pressure on our suppliers and
artist, and maybe I am, but for me,
WHOOPI
manufacturers to increase quality,” Fluevog explained by e-mail from Peru,
it’s not so much about selling shoes.
GOLDBERG
(ACTOR)
where he was visiting one of his factories (this one makes women’s shoes).
Rather, it’s more about spreading
“It’s like a stream flowing out from a mountain. If the water is pure at the
messages, stories, peace and groovy
top, it will flow down and remain pure, and it will spread the original pure
love vibes.” MATTHEW O’GRADY
water to the plains below, increasing
new markets and customer base.” (Yes,
the 65-year-old entrepreneur talks like
that all the time.)
Fluevog has entrusted his son Adrian,
Fluevog’s chief operating officer, with
the important task of expanding the
brand globally. The younger Fluevog,
32, works out of Fluevog’s flagship
location. Opened in 2008, the soaring
6,000-square-foot, glass-wrapped store
in Gastown is split evenly between offices (the mezzanine level, where 14 designers and business types work) and a
main-floor retail space. There, hip sales
clerks in their twenties serve equally
hip 20- and 30-something customers
from nearby tech and design companies,
helping them into an array of casual and
formal footwear like the metallic silver
Fortitude Luther ($315) and the bestselling Angels line of shoes and boots
($195 to $239), which come complete

KEEPING
YOUR COOL
For
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The average turnover rate among small and mid-sized businesses
is 13 per cent, and the cost of losing just one employee can run into
the tens of thousands. Here’s how to make sure your employees stick
around – without spending a fortune
BY DIANE PETERS / PHOTOGRAPHY BY ANDREW QUERNER

N

urse Next Door, a franchise operation that provides
private care to seniors, doesn’t offer its employees fat
salaries, an onsite gym or lush benefits. Yet, at the
company’s Vancouver head office, turnover rates among
its full-time staff members hover in the low single digits.
Among the company’s junior staffers, essentially call-centre
workers who schedule home visits for Nurse Next Door’s 80
franchisees, turnover is a mere 20 per cent.
Considering Statistics Canada puts the average turnover rate
for smaller organizations at close to 13 per cent – and around
30 per cent for call-centre workers, according to Western
University’s Ivey Business School – that’s a brag-worthy
achievement. “We are precise in who we hire, and we are a great
company to work for,” says CEO John DeHart, who co-founded
the company in 2001.
There are all sorts of costs associated with employee
turnover: lost productivity, time spent seeking out and
interviewing potential new recruits, plunging morale among
remaining employees who have to take over abandoned
projects and, of course, hard dollars. According to the
inbiz.me
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Canadian Federation of Independent Business, for instance,
small and mid-sized enterprises (those with between 50 and
500 employees) spend an average of $2,700 on training per
employee per year. And in a recent survey, the international
human resources consulting firm Mercer found that 45 per
cent of companies peg the cost of turnover at more than
$10,000 per lost employee. Another 20 per cent put the cost
at $30,000 or more.
When you’re running a lean shop, you might not be able
to afford Google-style perks, but you can’t afford to let great
talent walk out the door, either. “Many small businesses only
think about retention when someone is leaving,” says Tanya
Sieliakus, vice-president of consulting services for HR Pros Inc.
in Halifax. But if there’s a skill shortage in your region or sector
– and chances are, there is – you need budget-smart ideas to
retain staff now, long before resignation letters start showing
up on your desk. Luckily, there’s a positive side effect: clever
retention strategies are good for your overall business and will
likely please both your customers and your bottom line, just as
much as your team.
SPRING 2014
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John DeHart, the co-founder and chief executive of Vancouver-based franchisor Nurse Next Door, admits his daily Heart Star awards (along with monthly and annual
employee-recognition events) might be a bit hokey, but they help keep the company’s turnover rates in the single digits

Pay fairly
“You have to be competitive,” cautions Barbara Adams, managing
director of consulting company HR Architects in Fort Langley,
B.C. “But you don’t have to pay at the top if you offer other things
that compensate.” A great workplace culture or flexible hours,
for instance, might help keep someone at a mediocre salary. Be
cautious about certain pay-scale traps. The first is recruiting hot
new hires at one rate, while existing employees are stuck at a lower
tier. They’ll figure out the discrepancy eventually – and they won’t
be happy. Second, be careful of new hires who join your operation
at a lower salary because they’ve just been laid off: once they put
in serious sweat for you and realize the pay won’t budge, they’ll
start trolling the want ads (after all, it’s easier to get a job when
you already have one). Third, if you’re paying juniors at the bottom
of the curve, be sure the management team isn’t expensing steak
dinners and flying first-class. That will only foster resentment.

Ask
At one of Sieliakus’s first management jobs, at a mine in Cape
Breton, she thought it would save employees time if the company
distributed free turkeys – a longtime holiday perk – right at the
worksite, instead of giving staff coupons they could redeem at
local grocery stores. The consensus among staff, as Sieliakus later
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learned from an employee survey: being handed a turkey out of
the back of a truck was akin to standing in a welfare line. “It’s the
fallacy of management,” says Sieliakus. “We think we have two
clues what motivates and keeps employees engaged. If you really
want to know, ask.” Sieliakus encourages smaller companies to
convene staff committees to organize social events and rewards
programs. She’s also a fan of regular employee surveys. “Is there a
value in pick-up dry cleaning service? I don’t know. The only advice
I offer my clients is: ‘Ask your employees. They’ll tell you.’”

Listen
Staff can offer feedback far beyond plans for the annual company
picnic. Employees – particularly junior ones doing front-line
work – have insightful information your company can use. “The
one thing I keep hearing from new employees is: ‘No one listens
to my ideas,’” says Adams. Soliciting them via committees, focus
groups and meetings with upper management can generate
amazing ideas and help staff at all levels feel engaged. At job
listing site Monster Canada’s Montreal office, it was employees,
not management, who cooked up the idea of a running club that
would do twice-weekly hikes up and down the building’s 10 flights
of stairs. A few years ago, group insurance consulting company
Benefits by Design changed one of its insurance providers, and
inbiz.me
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“IT’S A SYSTEM,”
SAYS DHART.
“IF WE DIDN’T
HAVE A SYSTEM,
WE WOULD NOT
EXECUTE ON IT”
its green committee suggested it offer its clients an electronic
brochure on their new benefits, instead of a costly print-out. The
bonus: the company would donate $1 for every paper copy saved.
The initiative ended up generating $20,000 for the United Way.
“It was a real feel-good project,” says Benefits by Design CEO Mike
McClenahan.

Talk
Employees feel more loyal toward their employer when they’re
open about which new clients the company is trying to land and
which numbers on the financial statement are a concern. “Talk
about money,” says Arturo Gallo, Canadian content manager for
Monster Canada. “Open the channels of communication and
make yourself and your actions as transparent as possible.” It
works: after the markets tanked in 2008, DeHart and his team
announced to Nurse Next Door staff that there would be no
bonuses or raises that year, and no more five-week vacations
for all staff – a popular perk. Still, in 2009, the company won a
prestigious employer-of-the-year award. “It proved to me it isn’t
about the perks,” says DeHart.

Start early
Transparency begins during the job interview. “Bring out the
naked truth right away,” says Gallo. “You don’t want them coming
to you two or three months later saying, ‘Listen, you never told
me about this.’” Tell employees about quirks both major and tiny:
that they’ll need to use their own laptop if they want to work from
home and that there are no decent coffee shops within walking
distance of the office. No surprises, no resentment. Next step:
train newcomers thoroughly. “I find people just get thrown into
the job with no overview,” says Adams. Don’t just show her where
the kitchen is and how to buzz IT; explain how the company
works, draw a diagram of the management structure, introduce
her to everyone, from the plant manager to maintenance staff,
and assign her a buddy or mentor to keep showing her the ropes
right through that first year, and even beyond.

Be flexible
Letting your staff start at staggered times, allowing some
telecommuting or granting short work weeks rarely cost a
company money – in fact, short work weeks can actually save
inbiz.me
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you cash (an employee who works four days a week only gets paid
four days a week) and can set you apart from bigger competitors
that have strict workplace rules. “We’ve lost some of the caring
in our companies,” says Adams. Bending the workplace around
employees’ personal lives shows you care. More practically,
accommodating someone’s personal life can mean that person
will stick around, rather than quitting for a flexible or part-time
job somewhere else.

Train
Sieliakus once worked for a large IT company and had to tackle the
common problem of turnover at its tech-support call centre. Via
surveys, she found out that the staff there – mostly young people
with advanced degrees who planned to move onward and upward
– wanted to feel the company was investing in them. So she helped
set up a training program that included an internal mentoring
program, with the company’s most experienced staff devoting
a significant chunk of their time to training others. Turnover
rates plummeted to just 11 per cent among these minimum wage
employees. Training – which increases company loyalty and helps
employees feel positive about their future prospects – can be
costly if you bring in high-end trainers. But there are affordable
options, such as community college night courses, bringing in
experts from suppliers and affiliates and, cheapest of all, using
your existing staff to train and mentor others.

Recognize
Nurse Next Door doesn’t just have an employee of the month; it
has a comprehensive program that recognizes one staff member
every day and week, too (winners of the daily “Heart Star” are
expected to wear a fuzzy pink star on their shirt for the rest of
the day). Plus, the company hosts an annual awards night, the
Pink Tie Gala, which celebrates five outstanding employees. These
awards are hugely coveted at the company and tie into Nurse Next
Door’s core values, which include being passionate about making
a difference, providing exceptional customer service and making
clients’ lives better. The awards come with in-house money, called
Flower Bucks, that can be used to purchase items at a quarterly
auction. DeHart himself admits it can be hokey at times, but the
system is a big deal to both management and employees, and it
leads to rewards that the team actually finds meaningful. To find
out what kind of recognition your employees might respond to,
ask them.

Care
“It all comes down to empathy,” says Gallo. Making sure employees
are physically well, that they can deal with aging parents and
daycare pickups, that they’re moving ahead in their careers, that
their ideas are heard, that the workplace is a nice place to be – it’s
all about caring about how employees actually feel.
When a business stumbles, that gets tested. “Our least favourite
word is blame. If there’s an error, we fix it and learn from it,”
says Benefits by Design’s McClenahan, who strives to create a
workplace culture that’s about letting staff be themselves, and
about management trying new things and making mistakes
alongside everyone else.
When a company creates policies and systems that hook
into the real human beings who do the work, retention is easy
to master. Gallo says that if you can truly connect with your
employees, you’ll keep them for precisely as long as they should
stay with you: “One day, when they do walk out,” he says, “they’ll
do it with a broken heart.”
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Turning Point

Sealing the deal

CSL Silicones already sells its sealants in 20-plus
countries, from South America to the Middle East – and
Faisal Huda plans to conquer even more far-flung locales
BY BRYAN BORZYKOWSKI / PHOTOGRAPHS BY MICHAEL WATIER

Faisal Huda is about to venture
home for the day when his phone
rings. The sun hasn’t yet risen over
his head office in Guelph, Ont., yet
the president and CEO of CSL Silicones Inc., a company that develops and sells silicone coatings and
sealants, has already put in a full
day’s work. Huda’s home this week
is a hotel in Abu Dhabi, where he’s
attending a conference hoping to
drum up new business. When he’s
done, he’ll travel back to Canada,
then head to Brazil, Germany,
Egypt and other faraway places for
more face-to-face meetings.
Despite his already long day, when I catch him in the
late afternoon (United Arab Emirates time), he’s still
full of energy, which is important when running an
international business. He’ll soon be fielding calls from
employees back in Guelph and will likely be on the go
until 11:30 at night. With operations in nearly every
corner of the globe, Huda doesn’t get a lot of rest, and
that’s fine with him. “In a word, my days are hectic,” he
says with a laugh.
When Huda joined CSL in 1999, the family business (it
was started by his father, Seraj ul Huda, more than three
decades ago) already had a roster of international clients.
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But the younger Huda wanted it to be even more global.
He took over in 2008, after his father passed away, and
quickly expanded into more than 21 countries. He also
managed to double the number of employees, from 21 to
40, and more than double revenue, from $5-million in
2008 to $11-million today.

A Global Start
Unlike a lot of companies that start locally and then
build up an international presence, CSL Silicones had
non-Canadian clients from the start. That’s likely because
of the way it got off the ground. The company, fittingly,
came out of a globe-hopping trek by Huda’s late father.
The elder Huda came to Canada from India in 1964 and
quickly got a job as an engineer. He had always wanted
to start his own business; he just needed a solid idea.
In 1978, he went back to India for a wedding and had a
life-changing conversation with the father of the groom.
He was in the silicone surfactants business and told Huda
about the enormous demand for his products, especially
in the Middle East.
Huda was intrigued. Before he left the country, he went
to the library to brush up on silicone and learned that it
was a natural chemical element. Its limitations, he liked
to say, are only bound by human imagination. “That was
the ethos of my father,” says the younger Huda. “His
fundamental driving principle was that humans must
make progress.”
Fate intervened again, about a year later, on another
trip overseas. During a layover in Prague, he began
talking to a Japanese businessman who just happened
to be in the silicone business. He told him that there was
a doctor in the country who had made some significant
technological advances in silicone production. Huda
immediately cancelled his flight home, tracked down the
doctor and eventually ended up buying his technology.
CSL Silicones Inc. officially came into being as a manufacturer of silicones in 1984. Armed with the technology
he’d purchased years earlier, Huda began manufacturing
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doing
business
abroad

Dubai
Meetings begin with a formal greeting and exchange of
business cards, followed by a few minutes of chitchat.
Learning the traditional greeting, “As-salaamu aleikum”
(peace be upon you), and the response, “Aleikum assalam,” will go a long way with Emirati colleagues.

Brazil
Relationships are paramount here (a Brazilian
adage goes, “For friends,
everything; for enemies,
the law”). Never change
your negotiating team
mid-deal; you’ll have to
start from scratch. Also
expect meetings to start
late and end with long,
touchy-feely goodbyes.

Japan
India
India is a hierarchical society;
always try to deal with the highestranking member of a company.
Show respect for Indian custom
by greeting colleagues with
“Namaste” and a slight bow.

his own silicone polymers – synthetic materials such as
plastic and resins – and quickly began filling the demand
he’d heard so much about.
The company makes several products, including
weather-resistant sealants used in airplanes and
buildings. Two of its most popular offerings are its highvoltage insulator and anti-graffiti coatings. The former
keeps dirt, water, grease and other items from damaging
electrical power insulators. The latter is a coating that,
when applied to graffiti-laden walls, makes it easy to
wash away the paint with nothing but water.
The beauty of CSL’s business is that its coatings and
sealants are needed everywhere – which comes in handy
when a main market dries up. One of the company’s first
export locales was China. CSL did about $10-million a
year of business with the Chinese alone, but were eventually pushed out of the market when bigger competitors
wanted in. Fortunately, there were many other countries
in need of their products. CSL now has clients in the
United States, Latin America, Mexico, Africa, Asia, the
Middle East and more.

long-distance workforce
The company’s different products all need to be applied
by a so-called applicator. The applicators are independent
contractors hired and trained by CSL Silicones. Naturally,
finding and working with competent people who live
nowhere near you can be challenging. “We can’t just pick
any application company,” says Faisal Huda.
He’s looking for workers and companies with project
management skills, healthy financials (he doesn’t want
them going out of business) and the appropriate permits.
What’s not required is previous application experience.
For instance, CSL’s high-voltage insular coating (HVIC)
applicators are often electricians who have an understanding of the high-voltage space. A bonus: they already
have the certifications necessary to work in the sector
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Pack a hefty stack of
business cards. During the
ritualistic exchange of cards
that is a key part of meetings here, always present
your card upside down
(from your view), using two
hands, to the most senior
person at the meeting.

and already have clients in the electrical power industry.
While Huda doesn’t call his applicators “franchisees,”
it’s a similar relationship. When dealing with faraway
partners, it’s important to ask a lot of questions, says
Huda. Be sure to check out their finances, ensure their
certifications are current and talk to references. Once
he’s confident he’s working with a reputable operation,
he’ll equip them with the tools and training they need to
apply his products. CSL sends trainers from Canada to
wherever the applicator is located. Training lasts three to
five days, and then the potential applicators take a test.
The trainer has the authority to withhold certification,
but Huda says that’s only happened once.

joining the frequent-flyer club
When I call Rae Townsend, CSL Silicones’s vice-president
of strategic business initiatives, he’s about 24 hours away
from yet another trip abroad. This time, he’s heading to
South America, where he’ll meet with applicators and local
governments that use a lot of the company’s products.
Townsend is in charge of global expansion. Before joining
CSL a year ago, the lifelong silicone executive spent eight
years in retirement. He was drawn back into the business
world after running into Huda, who lives near him in
Oakville, Ont. “His energy is phenomenal,” he says about
his boss. He didn’t necessarily miss the travelling, though.
“I spent my whole life on airplanes,” Townsend says.
But every global business needs at least one person
– and often more – to meet customers in person. That’s
a big part of Townsend’s job. He flies around the planet
to meet new clients, liaise with current ones and to
check in on applicators. CSL is already in nearly every
country that it wants to be in, he says, so now it’s about
expanding business in those areas. His South American
trip would take him to Brazil, which he thinks is a huge
growth opportunity, especially with the 2014 World
Cup on the horizon.
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Other CSL employees rack up the air miles, too. Huda
points out that, while his staff isn’t there to oversee work
in progress, they are there to meet with applicators and
end users to make sure everyone is happy. “We sit down
as the material supplier with the applicator company
and ask them how it’s working,” he says. It’s during these
face-to-face meetings that issues often come to light.
The company, which has a sister operation in Dubai, has
“coated every insulator that can be coated in the country,”
says Faisal, yet there were three insulators in one location
where the silicone wasn’t working. “These are the types of
things that will get uncovered during a meeting,” Huda
says. “Then we’ll brainstorm solutions.”

landing government deals
One of Townsend’s tasks is identifying new opportunities for the company’s products. In Brazil, there are three
areas he wants to tackle. He thinks the company’s HVIC
could prevent brownouts and that its coatings could stop
the ocean’s salt from ruining insulators on the country’s
coast. As for its anti-graffiti coating, it could help clean
up the many spray paint–covered buildings.
These are areas that fall under the government’s
purview, which means Townsend has to convince people
“at a very high level” that his company’s products are
worth spending public money on. That’s not an easy
task, but it’s one that Townsend is used to. At one time,
a majority of CSL’s end-users were governments, though
that’s fallen as power generation has become increasingly privatized.
Before he goes into a meeting with elected officials,
he makes sure the government is indeed planning to
spend money to improve its infrastructure. “We look at
the strategic investment plan,” he says. “Then we look at
municipalities and ask ourselves, what is their commitment to technology and investment infrastructure?”
For example, in Santiago, Chile, the government is
spending a lot of money to clean up the subway system.
The anti-graffiti market alone, which includes police
servicing, is worth tens of millions, at least. “Clearly they
need something that can just be washed with water,”
Townsend says.
Selling to governments is more involved than pitching
to other businesses, though. Officials want to know as
much as they can about your company and what you do.
“They must have a deep, guttural and intellectual sense
of what you manufacture, why you manufacture it and
whom you plan to serve,” Townsend says.
It’s particularly important to explain the financial
benefit of using your company’s product. When
Townsend pitches CSL’s HVIC product, he talks about
how he can eliminate energy transmission losses – for
less money. He also comes to the table with intelligence
on the market he’s trying to sell into (he gets much of
that information from the federal government and
Export Development Canada). The information helps
him focus his pitch on a specific market.
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Copyright Concerns
Copyright infringement isn’t much of an issue for businesses that operate only within Canada, because companies here generally respect copyright rules. Unfortunately,
there are plenty of operators abroad who don’t.
CSL learned that the hard way. A Japanese company
copied the names of CSL’s products (though it couldn’t
steal the chemistry, which is proprietary information)
and tried to sell them in China. “Imitation is the greatest
form of flattery,” Townsend jokes, but he was still upset
when he found out that his company’s trademarks were
being infringed upon.
While lawyers are currently sorting this out, Townsend
says this offers a good lesson for international companies:
be vigilant, and stay out of countries that don’t respect
the rule of law. China may have been a big part of the
company’s plans years ago, but today, CSL won’t go near
it – in part because the nation doesn’t respect intellectual
property. “I like countries that have good principles and
laws that are effectual and can be reinforced by the law,”
says Townsend. “That’s why we won’t go after China. They
don’t respect international law, trademarks or patents.”
In the countries they do operate in, CSL makes sure to
fill out all the proper paperwork, so its name and products
are protected in that locale. “This doesn’t happen often,
because we’re vigilant in the countries we choose to go
into,” Townsend says. “We take care of all the work well in
advance of going in.” It takes about three to six months to
research a country’s laws and then to file the appropriate
papers, but once that word mark and trademark have been
protected, he says, “we’re ready to go.”

Global village
Despite some of the challenges that come with running a
global company, doing business internationally is easier
than ever, says Huda. There are some cultural differences
that the best sales people need to master – Huda’s always
paying attention to how locals talk and interact – but
business is business no matter where you’re from.
Huda’s main piece of advice to people who want to
go global is not to be afraid. “Don’t be scared by the
unknown,” he says. Get on a plane, go to a new city and
you’ll see that it’s not as frightening as you think.
Huda plans to continue finding new places to sell
into, and he wants to uncover new opportunities around
the world. If everything goes according to plan, he’ll
quadruple his company’s revenue within five years.
Townsend’s goal is to make CSL the most profitable
silicone company in the world.
A few years ago, that would have been virtually impossible for a small company based in Guelph, admits Huda.
But thanks to technological innovations and a savvier
global business community, there are no limitations on
where he can make a sale. “The world has shrunk the
same way everywhere,” he says. “Apart from the smells,
the sounds and the food, it’s the same from a business
standpoint. Nothing is different anymore.”
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Take
this
to
the
bank
What if Canada’s Big Five invested just one per
cent of their huge profits in homegrown start-ups?

I

’m tired of hearing that Canada lacks
innovation when it comes to technology
and growing world-class IT businesses.
In fact, I maintain that, as Canadians,
we can hold our own with anyone in the
world as innovators, entrepreneurs, business
builders and hockey players. Unfortunately,
the only one we Canadians don’t second-guess
is that last one.
For many years, I have been committed
to reinvigorating growth-stage investing in
Canada. My profile from Dragons’ Den and
from Round 13, my technology investment
company, has attracted numerous world-class
start-ups driven by young entrepreneurs with
a spirit and determination that is undeniable.
So what is at the root of why so many
people feel Canada lacks innovation?
The answer, in my view, is simple. We lack
financial support. Without financial support,
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the odds decrease dramatically that we can
grow world-class companies. This lack of
funding retards their growth. We compete in a
global economy. If we’re going to win, we need
the same level of support that start-ups get
in Silicon Valley. Many of the most promising
companies I’ve seen have been forced to sell
out far too early, rather than going for the
gusto without the necessary capital.
Our Big Five banks have been allowed to
mint billions of dollars in a highly protected
environment. Investing in small businesses
simply does not make their priority list. When
you’re making billions of dollars, the thinking
clearly goes, why devote the money, time and
energy to invest in growth-stage companies?
Stock market investors are happy with steady,
quarterly performance. This low-risk strategy
is all the market needs to keep the banks’
share prices high. Banks are perfect public
companies, and they have been well-loved
as a result. Yes, it’s true that investing in
entrepreneurial ventures is more risky. But
when skillfully managed as a portfolio, history
has proven that the returns from this sector
far exceed those of traditional banking.
My view is simple: Canada has been
extremely generous to the Big Five, and it is
now time for them to give back. Our banks
have grown fat off a system that keeps
competitors out and profits high. I don’t
disagree that banks should be conservatively
managed, and we certainly don’t want reckless
risk-taking. But this approach alone will not
drive big breakthroughs in innovation.
In 2013, Canadian banks made just
shy of $30-billion in profits. If they even
invested one per cent of those profits in
growth companies, that would translate to
$300-million invested in the future of the
Canadian economy. This would go a long way
toward supporting today’s entrepreneurial
companies – many of which will grow up to be
tomorrow’s generation of world-class players
and, in turn, create hundreds of millions
of dollars in value throughout our entire
ecosystem.
We do not have an innovation crisis in
Canada. We have an investment crisis – and
it’s time to fix it.
BRUCE CROXON IS A LIFELONG ENTREPRE
NEUR, COFOUNDER OF THE ONLINE DATING
SITE LAVALIFE AND A DRAGON ON CBC’S
DRAGONS’ DEN. HE IS CURRENTLY A MANAG
ING PARTNER AT ROUND 13 CAPITAL.
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Best practices don’t
stay “best” forever.
Knowing the latest business trends is important; knowing when they are nothing more
than trends is invaluable. With programs ranging from three days to three weeks, Ivey
Executive Development will bring you up to date while at the same time reinforcing the
principles that never change. Ranked #1 in Canada by the Financial Times, our flexible
programs are taught by a world-class faculty, and all feature Ivey’s unique Case-Method
of Learning. There’s a right time to take charge of your career. And that time is now.

Ivey Executive Development
Discover the leader who’s already within you; visit ivey.ca/advantage or
talk with a program advisor at 1-800-948-8548 or +1-519-661-3272.
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KPMG Enterprise™ is seeking business stories of adversity
and perseverance from successful Canadian entrepreneurs
for publication in

That’ll Never Work, Volume 2.
Visit us online at www.ThatllNeverWork.ca to find out more
and share your story.
Have you been told at one point or another, “That’ll Never Work”?
• Are you an industry innovator?
• Do you run a family business?
• Are you a successful female
entrepreneur?

• Are you under 30 with a great
business story to tell?
• Is your story educational,
entertaining, captivating and
inspiring?

If so, we’d like to hear it. And we’d like to help you share it with others.
Visit us at www.ThatllNeverWork.ca to submit your story. And encourage
other entrepreneurs to do so, too!
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