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Kidoodle.TV

family-focused kid’s streaming company, Kidoodle.TV
is committed to encouraging safe streaming and
viewing habits, hand-picking every show to ensure
content is age-appropriate and represents the best in
educational, entertaining, and inspiring stories.

A

Co-founder, President and Chief Product Officer Neil
Gruninger co-created Alberta-based streaming service
Kidoodle.TV from the ground up. For the past decade,
Mr Gruninger has focused on web development, online user
experience, and e-marketing, and is keenly passionate about
creating better digital experiences for young people. The
parental presence, along with the ability to control the experience
through monitoring systems and time limitations, have allowed
Kidoodle.TV to make a significant impact in 140 countries
around the world. Mr Gruninger discusses the inspiration
behind Kidoodle.TV’s inception, the global mindset that has
aided the company’s growth, and the continuing commitment
to providing kids and families with a safe streaming platform.

SAFE STREAMING™
“Kidoodle.TV was really built upon the thesis of families and
video distribution being connected through the internet,”
Mr Gruninger says. “I started getting into video distribution as
part of a technology corporation that basically built out an
algorithm for video distribution. [Kidoodle.TV] co-founder Mike
Lowe and I actually met through that process.”
8
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The two co-founders came up with the product after Mr
Lowe discovered his youngest son had accessed inappropriate
content through other popular streaming services. They
realized that there was both a business opportunity and a problem that needed solving.
“Immediately, he and I just decided that this was something
that we were going to move forward with, took some
employees with us, and ultimately created Kidoodle.TV in
2012, so it’s been almost nine years.”
The process since that moment has been interesting,
involving plenty of problem solving in working out the
different ways in which families and children can access
Kidoodle.TV online, with mobile apps, connected TVs and
smart TVs all becoming popular choices.
“The media landscape has shifted at an exponential rate,”
Mr Gruninger explains. “We wake up and we have to keep up,
every day, and really it’s paved the way for what we’re trying
to do to make sure that kids are safe online. We trademarked
Safe Streaming™, and it’s our core of what we’ve built and what
our mission is online.”
The rise of content services such as YouTube has meant
that there is now a proliferation of online content for kids, and
The Canadian Business Quarterly - www.TheCBQ.ca
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this in turn has increased demand, with the internet now
becoming the dominant method of content consumption.
“We own all of our technology, we’ve built it in-house. That
was one of our main objectives from day one, to own and not
lease, because at the end of the day it didn’t give us the agile
momentum to shift and be a part of this forever-shifting video
space.”
By joining the wave of internet video distribution, Kidoodle.TV
has seen some real growth over its almost nine years of existence.
The recent COVID-19 pandemic has created even more
demand for such content to be readily available.
“Families are home, they need safe entertainment and
educational content, so it’s been great to have built this for the
last 8-9 years and finally really understand that families and
the industry have caught up to what our vision was.”
There are a lot of kids streaming services out there, giving
Kidoodle.TV plenty of competition, but Mr Gruninger feels it is
differentiated from that competition by the company’s image
and core family-focused values.
“Ultimately we built the service from a product of our own
needs, and that’s key. You have Amazon, Netflix, YouTube,
Disney. These are companies that are paying billions of dollars
for content – we don’t have those costs. It allows us to have a
wider audience.”

10

The Canadian Business Quarterly - www.TheCBQ.ca

Kidoodle.TV

The variation of content across these bigger names
has become key for kids and families. By getting
access to top content, focusing on families and
championing Safe Streaming™, Kidoodle.TV is able to
positively differentiate from other platforms. The rise in
gaming content has definitely been a factor in getting
top content.
“Gaming content is this crazy new-age, modern day
entertainment,” Mr Gruninger says. “It’s become the
majority of what kids today are looking for. It’s been
great to be a part of that process and understanding
that.”
The connectivity of the internet has revolutionized
gaming and built upon the industry. Having safe streaming
gaming content integrated into Kidoodle.TV has been a
huge value add for the company’s customers.
“A lot of times parents are expecting some older,
recognizable, traditional content that they may have
grown up on, and we have that as well. We have such
good industry credibility when it comes to all the content
providers who want Kidoodle.TV, because we have
millions of families that are currently using our service
every day.”
In terms of producing content, the company has
started to make its own originals, which has been an
extremely fun and creative undertaking, with a focus on
what new things it can do in the kids streaming space.

“We’ve been working with YouTube stars that have
created an incredible amount of usership and now they can’t
monetize their kids content on YouTube. They’re looking for a
place to house their content to actually be able to make
money with, and we’re that alternative to a lot of these content
providers today.”

BUILT FOR TODAY
Based in Alberta, Kidoodle.TV has had to adjust to some
particular measures to fit into the technology sector in the
province, and Mr Gruninger admits that it hasn’t always been
the easiest of adjustments.
“It’s been challenging in Alberta over the years,” he
explains. “I would say now more than ever we’re seeing some
recognition, we’re getting some street cred. That comes from
just sticking to our guns and moving forward and building
upon the vision of keeping kids safe online. But we had to go
outside of Canada to really build the momentum.”
Both co-founders grew up in Alberta, and still have family
in the province, but a lot of the financing they needed to make
the company viable had to come from elsewhere. It has been
a slow process feeling a part of the tech community in the area.
“We’re proud Albertans, and we get what we offer as a
whole, and what the community can do for us. We’ve hired
now 40 people during COVID, all very passionate about
what we’re doing and excited to work with us.”

The Canadian Business Quarterly - www.TheCBQ.ca
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Ultimately, the tech sector in Alberta is young and growing,
and Mr Gruninger admits that the company is more than
happy to do what it can to help with that growth and to
build upon the technology and media industry to help
Alberta as a whole grow and diversify.

The company has excellent representation in Canada,
as its core distribution partners like Roku, Samsung
and LG have supported the platform in the country.
However, Canada itself is only a small part of the company’s
market.

Although the company is Canadian, it operates in
140 countries across the world, meaning it always has a
global mindset. It’s partnership with mass media and
entertainment conglomerate Corus Entertainment has
helped it reach this point.

The company’s current focus is on making Kidoodle.TV
feature-rich and enhancing the user experience. The
technology is really the core focus, making sure that it
can offer the very best streaming service.

“We’re an ad supported video service, so AVOD is the
acronym there. Corus is the one that represents our specific
inventory here, and they go out and sell our ads. But, the
majority of all our usage is in the United States.”

“We’ve hired a bunch of grandparents to go through
all of our content before it gets on the service. A real
key focus of ours is growing that employment base
and really getting them involved, because they are so
key to keeping kids safe online. They watch every
single frame of that content before it goes out. So
that’s been great.”
The ser vice has been built for today, so in that
respect the future is now. There is so much still ahead
of the company, including launching on the huge US
telecommunications company, Comcast, in the near future.
“Comcast is a big company, and they want Kidoodle.
TV, and it’s pretty cool. This has taken years and years,
but we’re finally hitting these benchmarks of distribution
platforms that just recognize us as one of the top services
out there, and they can’t deny the growth and what families
are looking for. That’s been very exciting for us.”

12
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The truth is that where the company used to be
calling the big distributors, asking to be put onto a platform,
the big distributors are now calling Kidoodle.TV because
of its reputation and previous success.
“We’ve got Paw Patrol. It’s a big, big brand. We’re
one of only a small amount of streaming services that
even work with Spin Master, which owns the IP for Paw
Patrol. We’re getting some other big brands – in two
weeks from now, we have a major launch campaign with
the top brand in the world, and that’s what families are
looking for.”
The journey has been fun and exciting, and has it has
come to the point where the company is outperforming
itself every day, with a great trajectory for success, and
growing impressively from an employment standpoint.
“Our future is just continuing on and keeping kids
safe,” Mr Gruninger concludes, “and making sure that
families have an alternative outside of YouTube, because
that’s really where they’re finding their content today.”
Operating in a rapidly growing market, and differentiating
itself from the competition with a commitment to
offering a safe streaming space for kids, it certainly
appears that the future for Kidoodle.T V will be
glowing. Find out more about Kidoodle.TV by visiting
www.kidoodle.tv
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EPSCAN
INDUSTRIES
FOUR DECADES OF
EXCEPTIONAL SERVICE

ritish Columbia-based oil and energy
provider Epscan Industries is a family
company with a unique structure that
allows it to offer expertise and resources like a
major industrial contactor, while maintaining a
small business, personal level of service.

B

14

The Canadian Business Quarterly - www.TheCBQ.ca

Epscan Industries

Epscan’s Director of Business Development and
Co- Owner Shane Stirling holds Canadian Red Seal
certification in four trades, is active in the development
of skilled trades training locally, provincially and federally,
and is a previous Director of the Industry Training
Authority in British Columbia. Mr Stirling lives in Fort St.
John, BC, with his wife and son and is a serial entrepreneur
with a passion for downhill skiing, personal growth, and
developing people and businesses. Here Mr Stirling discusses
the range of services offered by the company, the oil and
energy industry’s need to train new skilled tradespeople,
and Epscan’s long term plans for growth and development.

Creating a Sustainable Modern World
with Innovative Automation

www.spartancontrols.com
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OIL & ENERGY
“Epscan is a contract service provider,” Mr Stirling
says. “We provide a range of Electrical & Instrumentation
[E&I] services, various pumps and material supply from of
our large in-house inventory; and we’ve been doing it for
over 40 years.”
The company services a number of industries, including
upstream and midstream natural gas production, municipality
services, commercial construction, potable and waste
water, as well as offering pump-related services such as
chemical injection solutions.

CALLISON ZEUNERT
LAW CORPORATION
BARRISTERS & SOLICITORS

As a proud supplier,
we congratulate
Espcan Industries Ltd.
on 40 years.
Gaugetech® is a leading manufacturer/distributor of pressure
gauges, valves, temperature instruments, and related products
serving the petrochemical, pulp and paper, hydraulic industries,
HVAC and OEM industries.
We are a total solutions supplier offering quality products,
services and support to our many varied and valued customers,
while striving to meet and exceed customer expectations
with product availability and timely delivery
anywhere in North America.

SERVING THE LEGAL NEEDS OF THE PEACE
RIVER REGION
•
•
•
•

Corporate & Commercial
Wills & Estates
Notary Services
Real Estate Conveyancing

•
•
•
•

Family
Civil Litigation
Criminal Defense
Real Estate Listings

9830 - 110 Avenue
Fort St. John, BC V1J 2T1

Tel: (250) 785-8033
16

www.czlaw.ca

Visit www.gaugetech.ca or call us at 1.800.661.9039
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The Only 100% Locally Owned & Operated
General Insurance Agency in Fort St John

“In E&I, we’re a service provider. We do new construction
of greenfield projects and any additional brownfield
expansions clients want to do. For the oil and gas sector
that’s building well sites and adding equipment into existing
compressor and processing stations; from the municipality
side, it’s building and maintaining water plants and municipal
facilities.”
The company also has a communications division,
which provides both mobile & stationary radio communication
and fiber optic services. We also offer programming of
Programmable Logic Controllers and other Automation
devices.

FRIENDLY AND
EXPERIENCED STAFF

WE OFFER A VAST RANGE OF INSURANCE
POLICY TYPES, INCLUDING:
Full Automobile Services
General Insurance
Commercial Liability/Cargo/Oil & Gas & Logging Coverages
Aircraft/Boats/Campers/ATV
Homeowners/Farm/Ranch
Mobile home/Tenants

CALL 250-785-1676
EMAIL: INFO@ARROWINSURANCE.CA
WEBSITE: WWW.ARROWINSURANCEAGENCY.COM

“It’s a second-generation family business,” Mr Stirling
explains. “My father started it in 1978 and I worked as a kid
after school cleaning trucks, cleaning the shop, sweeping
the floors – after I graduated High School I moved into the
Trades Training program and a couple of decades later,
here I am, running the company alongside my brother,
Dustin.”
Being a family-owned business, Epscan Industries is
committed to quality and customer service. The service it
offers customers is considered one of the company’s key
differentiating qualities, setting it apart from its competitors.
“If someone calls us and they need us to go and pick
up a part for them on a Sunday, we’re going to go and deal
with that, and make sure that client is taken care of. Whereas
if you’re part of a larger organization, you don’t quite have
that personal level of care.”
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Co re
Associates

TITANIUM

Epscan Industries

Additionally, the company strongly promotes the
Trades Training programs, both provincially and federally,
to make sure that the labor pool of skilled trade is available
to them for the future.
“The fact is that we have an aging population in
skilled trades. The baby boomers have been slowly moving
into retirement, but as different events happen within
the world, they’ve been extending their retirement dates.
All that does is compound the issue, and later on we are
going to have a massive amount of people leaving the
workforce.”
This means there are gaps in the industry that need
to be filled with skilled, trained individuals. Looking at

current demographics, however, there just aren’t the
numbers in Canada to replace those that have left.
“Even if all of the young people that are coming
out of High School moved into the Trades Training
programs, we don’t have enough to backfill that space
and to supply the growth. So somehow, we need to
develop solutions for this labor shortage.”
With the energy industr y in western C anada
getting busier– in the form of natural gas as a green
energy solution, and particularly with the growth of
alternative energies such as solar and wind – those
new people will have to be found in order to push the
country forward.

The Right Partner for the Long-haul
Stick to what you do best and outsource the rest,
because a Jack of all trades is a master of none.
Need a hand with Fleet Management? Financing?
Vehicle Disposal? We live and breathe commercial
transportation. Whatever the industry, the project,
the budget, we have a solution.
DRIVING FORCE was built on the strength of
relationships. Our values; Integrity, Respect,
Commitment and Passion are written in stone.
Visit drivingforce.ca for more information.
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“We’re currently branching out,” Mr Stirling says of
the company’s growth plans. “We’ve just opened a
brand new branch in Grand Prairie Alberta, so we’re
interested in Alberta and their markets there.”
The company is also watching some longer term oil
pipeline projects, such as the Trans Mountain pipeline
expansion from Alberta to the coast of BC, which should
have a significant effect on oil production in the region.
“We are also watching what’s happening on the
coast of British Columbia, with the building of the LNG
Canada terminal, which is going to drive growth. It’s
looking like we’re going to see an upswing in the energy
industry in general, and we’ll grow with that swing.”
The biggest lesson the company has learned in
recent times is the importance of finding the appropriate
partners to implement significant changes in the
company. This was made apparent during the recent
decision to upgrade internal software independently,
which proved a difficult process without an appropriate
partnership.
“For anyone out there that’s looking at bringing
anything new or switching anything in their company,
they should really look at finding an implementation
partner that they can work with to make sure that
they’re getting what they want, and that when they do
the transition, the connections and training are made
properly.”
20

With a wide range of services and a commitment to a personal
level of customer service, Epscan Industries is set to keep
growing across Western Canada. Find out more about Epscan
Industries by visiting www.epscan.com
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ACERUS
PHARMACEUTICALS
(TSX:ASP | OTCQB:ASPCF)
BUILDING A SUSTAINABLE,
VALUE-DRIVEN COMPANY
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Acerus Pharmaceuticals

TSX-listed commercial-stage pharmaceutical company,
Acerus Pharmaceuticals has a vision to become a
leading specialty pharmaceutical company focused
on urology and Men’s Health with its nasal testosterone
treatment, Natesto.

A

Founded in 2009 and listed on the TSX (ASP) and the
OTCQB (ASPCF), Acerus Pharmaceuticals is a micro-cap
with a market cap of $50m CAD as of August 25th 2020.
Company President and CEO Ed Gudaitis has held
numerous senior positions in multi-national pharmaceutical
companies, working in both Canada and the United States,
and has been responsible throughout his career for
launching and building billion-dollar pharmaceutical
product franchises and country operations. Mr Gudaitis
discusses Natesto, the firm’s disruptive technology that
can potentially secure significant share in a more than $1
billion USD global market, the unique opportunity
available to potential investors in the company, and
Acerus’ vision to become a leading specialty pharmaceutical
company in urology and Men’s Health.

22
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NASAL TESTOSTERONE

“In the US and Canada we commercialize the product directly
through our own sales and marketing efforts, while in South Korea
and Taiwan, and eventually in Europe, we commercialize through
partnerships with local operating companies.”
Unlike some other companies in the specialty pharma
space, Acerus is not built on licensing in other people’s assets.
Acerus’ focus is on manufacturing and commercializing its core
product in-house, making it a unique proposition as a company.
“We’ve been around for a while. Formed in 2009, the
company has gone through a couple of iterations of strategy. It
was previously called the Trimel Pharmaceuticals company, and
it was structured to capitalize on a core technology, our nasal
gel technology, which enables us to deliver products in a unique,
patient-friendly manner.”

“Acerus is a commercial-stage specialty pharmaceutical
company,” Mr Gudaitis explains. “We have an approved
product on the market that we are commercializing, and our
focus of effort is on specialists, not primary care physicians.”

The problem that the company looks to solve is a very
unique. Our primary market opportunity is the treatment of low
testosterone, otherwise known as male hypogonadism. Around
14 million US males potentially have low testosterone, making a
sizeable possible market.

Although the company is based in Ontario, Canada,
its business is global. The company manufacturers and
commercializes its core product, Natesto, in a number of
global markets, including the US, Canada, South Korea,
and Taiwan, with plans to move into Europe in the next
eighteen months.

“It’s about a $1bn USD prescription product market
opportunity in the United States, with about 7 million
prescriptions written per year. There are products that exist
today, however there is no truly ideal product in the market
place. There are a number of products with challenges in terms
of how they’re delivered.”
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The main options in the market for low testosterone
currently are testosterone injections, deep and painful
injections with a large needle, presenting challenges with
self-injection. There are also topical gels, which act like a
skin lotion that you rub in each day.
“With the topical gels, you have to worry about
potentially transferring the product to your spouse or
your children,” Mr Gudaitis explains. “After you apply the
product to your body, you have to let it dry for twenty
minutes, it can absorb differentially and not evenly all the
time. As a result, there are several challenges with existing
products in this market.”
It is estimated that up to 70% of patients on prescription
treatments for low testosterone will switch therapy at
least once to look for better options, as patients and their
physicians are unsatisfied with the current treatments
available.
“Prescription treatment of low testosterone is a very
large market that has been well established. Physicians
know how to diagnose, treat and prescribe low testosterone
treatments. However, there is no single ideal product in
the market. We think we can solve a number of problems
within this large market, providing a patient-friendly,
safer, effective alternative in a very large and growing
market opportunity.”

24
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Acerus’ unique technology creates a different product
than any other in the market for testosterone treatment,
an intra-nasal gel application of testosterone applied with
a small dispenser three times a day on the inside of your
nostril.

This means the company has a ten or twelve year run in
front of it with a very large, unsatisfied market opportunity
to be capitalized on. This opportunity is primarily in the United
States, but there is also significant market opportunity in the
Canadian and European markets.

“It’s a little bit like a topical hand lotion that you would
put on your hand. It’s a gel, not a spray, applied with
our dispenser on the inside of your nasal cavity. The
product is rapidly absorbed, highly effective, with low
side effects.”

“If investors are looking for an opportunity,” Mr Gudaitis
says, “we’ve got all the pieces in place, we now need to
execute and deliver on the opportunity that’s there. We’ve
got a better product, in a large market that’s unsatisfied – let’s
go and make it happen.”

UNSATISFIED MARKET
The uniqueness of this nasal testosterone technology offers
investors an exciting opportunity to invest in a company with
a highly differentiated, unique product offering. The technology
is an Acerus propriety technology, which was licensed in by
Acerus, protected by a strong patent strategy.
“The Intellectual Property in the US, Canada and Europe
is very long-ranging. We have a current suite of patents
that would take us into the mid-2020s. We have new patent
filings and strategies that we’re actively working that would
take patent protection into the early and potentially the
late-2030s. We have a unique technology and a solid IP
platform to work from.”

The company’s management team is made up of
Mr Gudaitis, who has been in the pharmaceutical business
for over 25 years, and new additions who bring relevant
expertise within the US pharmaceutical market - Chief Medical
Officer Dr Chris Sorli and US Commercial Leader Kevin Hickey.
“I spent about eleven years with Gilead Sciences as part
of my career journey, some of that here in Canada building
the Canadian operation from scratch to about a $1.2bn CAD
business, but also in the US, where I was Senior Director for
HIV marketing for a number of years, launching several large
HIV products in the US.”
Dr Sorli is a board certified US-based endocrinologist
and is responsible for the company’s medical affairs and
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R&D activities. His background is in diabetes, metabolism
and Men’s Health. He has previously organized and
set-up a large men’s and women’s health practice in his
home state of Montana.
“[Dr Sorli] has direct clinical experience treating the
type of patients we would be treating with Natesto, but
he’s also very much been on the forefront of metabolic
disease and diabetes, which is an area that we’re interested
in looking at with respect to Natesto, and he’ll be actively
driving the strategic development of the clinical profile of
Natesto.”
Based out of Philadelphia, Mr Hickey brings fifteen
years of direct commercial experience in the US and will
be responsible for leading the Natesto business in the US
as the company moves forward.
“From a management perspective, we’ve got people
with direct experience in the U.S. marketplace, and relevant
experience to our business, to our therapeutic area and
to what we’re trying to achieve onboard at Acerus.”
The company’s board has also seen some recent
additions, complimenting a number of long-standing
members, including Chairman Ian Ihnatowycz, who has
served as a Director since September 2013.

26
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“[Ian] is our leading shareholder; he owns about 84% of
the company, and he’s been a long-time board member. He’s
a long-time investor and has been a core visionary for the
company over that period of time.”
Other long-time board members include entrepreneur
Stephen Gregory, and Borys Chabursky who is the founder
and Chairman of Shift Health, a healthcare consultancy in
Toronto, plugging him in to the start-up, Venture Capital and
healthcare consulting spaces.
“We’ve added two new board members recently – a fellow
by the name of Scott Leckie, who’s our Audit Committee Chair,
he’s a CFA and has significant investment experience. He used
to run a private investment company, so he brings that capital
markets/investment side to the table.”
“We also recently added Geoff Cotton, a US-based commercial
and medical affairs pharmaceutical expert. He is an MD by
training, has worked in medical affairs, and he’s also launched
products in the US and has run various US businesses, at one
point for Gilead, that range up to about $8-9bn USD in sales.”

BLOCK AND TACKLE
With this mix of long-standing team members and new
faces, Mr Gudaitis is confident that the team has the relevant

experience and skills to make the business a success with
Natesto, which he identifies as the company’s short-term goal.
“I usually describe our strategy in three phases – phase
one is the here and now phase, and really the goal is to get
Natesto moving and get it commercialized successfully in the US.
That’s the core platform for the company, that’s the foundation
for the business, and we will build the company around that
success, and that’s really what we’re focused on right now.”
The second phase is to leverage the commercial
infrastructure the company has built in the US by adding more
products to its portfolio through business development
opportunities that will complement and leverage the investment
already made.
“The third phase of the growth strategy for us would be to
circle back to our pipeline and bring in some additional
products, whether they are something that we can build into
the nasal gel technology, or even something that complements
our focus on urology and endocrinology from an R&D
perspective.”
The end goal is to have a growing and maturing business
with Natesto that becomes the engine of the company, with
a couple of complimentary assets added around the product
in order to leverage the commercial infrastructure and
investment, and then something in the pipeline to give the
company continuity into the future.
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“So that we have a late-stage mature product, we have a
growth product, and we have some new products,” Mr Gudaitis
says. “That would be the ultimate goal in what we’re trying to
achieve in terms of the short, medium and long-term to build
a sustainable, value-driving company for investors.”
Over his 25 years in the business, Mr Gudaitis believes he
has learned some important lessons, many of which came
during his time working at Gilead Sciences, a company that
was run on the premise of being lean, hands-on and focused
on outcomes.
“For a small company like Acerus, I look through that lens
every day. We have undergone some significant reorganization
and streamlining of the operations. The biggest lessons for me
have been – focus on what you can control, keep the business
lean, and keep focused on the result and the outcome. That’s
one of my key takeaways from my Gilead experience.”
Another key lesson learned has been to embrace good
old fashioned blocking and tackling, a strategy that the
management and board are well set-up to execute in the case
of Natesto to make the business a success.
“If you go in and do the basic executional elements
well – build good key opinion leader support, make people
aware of the product, have reimbursement in place, have the
support systems for physicians and practices to get product
to people when they need it, and have patients activated to
ask for the product – you will be successful in this category.”
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With a full product life cycle in front of it, Acerus’ patent
strategy presents a unique opportunity for success for the
company and potential investors. Find out more about
Acerus Pharmaceuticals Corporation by visiting
www.aceruspharma.com
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Accelerating research
technologies in spinal
cord injury (SCI)
Praxis advances research innovations out of the
laboratory and into the marketplace through a
continuum of programs, from SCI Incubate
(launched fall 2020) to SCI Accelerate.
Learn more about how Praxis addresses the critical
shortage in readily-available technologies to help improve
the lives of people with spinal cord injury.

praxisinstitute.org

Praxis Spinal Cord Institute

ancouver-based not-for-profit Praxis Spinal Cord
Institute facilitates an international network of people
with spinal cord injuries and other world-class experts
to lead global collaboration in research, innovation and care to
improve the quality of life for people living with spinal cord
injury.

V

Bill Barrable is CEO of Praxis, which has been recognized
as a top-rated charity by both Maclean’s and MoneySense
in 2019 and 2020, and is accredited by Imagine Canada.
The Institute’s vision is a world without paralysis after spinal
cord injury, and it seeks to achieve this by taking a
multi-disciplinary, adaptable approach, accelerating the
most promising technologies out of the laboratory and into
the hands of the people who need them most. Mr. Barrable
has previously been named as one of Canada’s Top 40
Under 40, and talks to us about the global reach of the
organization, the visionary commercialization program that
incubates and accelerates early-stage research companies,
and Praxis’ commitment to engaging individuals with spinal
cord injuries to ensure its impact.

A GLOBAL INSTITUTE
“Praxis is an Ancient Greek word,” Mr. Barrable explains,
“and its definition is the process by which a theory, lesson, or
skill is implemented. That’s what we do – we take knowledge
and turn it into action.”
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The Institute was created in 2007, when it was
known as the Rick Hansen Institute. It is still a legacy
of the C anadian icon, athlete Rick Hansen, who
sustained a spinal cord injury and became a paraplegic
at the age of 15.
“As Praxis Spinal Cord Institute, we continue that
vision of a world without paralysis af ter spinal cord
injury under this new name. We focus on accelerating
research and innovation in spinal cord injury – the cure
and care – and its implementation. This includes the
commercialization of products and ser vices into
practical solutions for people with spinal cord injury.”

The organization has projects that include participants
from over thirty countries. It has data research partners
in places as varied as Australia, Israel, the United States,
New Zealand and China. It also has bioengineering
partnerships with universities in Canada, Israel, India and
the United States.
“This gives us significant ability to leverage international
alliances and resources, and accelerate the innovation to
get it into a practical use much faster. It also allows us to
reach into a much larger pool of patients worldwide for
clinical trials, so that the enrollment in new studies can
occur in a very timely fashion. This is one of the challenges
we face.”

Typically, organizations specialize in just one of
these areas of spinal cord injury support, but Praxis
offers all of them. It achieves this by involving people
with spinal cord injuries in every step of the process. It
sets itself apart as a unique charity in this way.

There are a number of benefits of having Vancouver as
a location for the Institute’s headquarters, as it is in excellent
proximity to a number of great universities in California,
Washington, Australia and across the Pacific Rim.

“ We’re a global institute,” Mr. Barrable says. “It
began in BC, became pan-Canadian, and now we’re
international. One of the reasons for that is that it
allows us to work together with scientists, innovators
and clinicians from around the world, around projects
to improve the health and quality of life of people with
spinal cord injury.”

“With an interconnected world, you don’t always
need to be in the same place at the same time. For
example, our Board is made up of people from several
different countries, and when we have a board meeting
there are five different time zones. So there’s the opportunity
for us to work in a more productive way and take advantage
of some great leadership and expertise.”
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INCUBATE AND
ACCELERATE
There is a significant amount of money needed for
organizations such as Praxis to continue their work, and
this is an area of the not-for-profit landscape than can often
feel alien to those looking in on the industry.
“We’re very fortunate to have the generous support
of the federal government through Western Economic
Diversification, and funding through the provinces of British
Columbia and Ontario as well. The financial support from
the corporate side, from the private sector too, plays an
increasingly important role as we’ve expanded into our
commercialization program.”
The company’s commercialization program arose
from a need to address the critical shortage of readily
available technology to serve people with spinal cord injury.
The Institute uses the program to incubate and accelerate
early-stage companies.
“They depend on industry membership and financial
support. They need additional funding that can’t be offered
by government sources, but needs to come from the
private sector, and also experiential support that comes in
the form of mentorship and advice that is critical to their
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success. Corporate support to the commercialization
program is essential.”
One of the overarching principles the company uses is a
model it developed a few years ago known as The Praxis
Model, based on the literal definition of the Ancient Greek
word, which starts with the identification of the priorities that
people living with spinal cord injury have, and engaging them
all the way in research and commercializing innovation to the
delivery of care.
“We consider ourselves a leader in the development of a
consumer program, not only for those with spinal cord injury
but their family and their care providers. These are essential
elements to ensuring that the priorities we set in terms of
research and commercialization, and changes within the
healthcare system that may evolve, that they reflect the needs
of people who have the condition. In so doing, we ensure
relevancy and that it’s going to have a significant impact on
their health and their life later on.”
This approach has not only changed how the Institute
works, but also has informed conversations about
partnerships and how to organize and execute the entire
continuum of translation of research to long-term quality of
life and improved health outcomes. Praxis continues to receive
positive inputs on the success of this approach within
programs right across the organization.
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A CHALLENGING
CONDITION
“This is one of the most difficult human conditions to
be challenged by – spinal cord injuries, and the paralysis,
and the almost three dozen secondary complications that
people are increasingly vulnerable to if they have the
paralysis. It is one of the most difficult medical problems
for us to solve in our world.”
Over the past 25 years, significant scientific and medical
advances have taken place, with a lot of this knowledge
gained over the last decade as the development of knowledge
has accelerated with improved technology.
“The changes in the processes of care – earlier time to
decompression surgery, earlier and more aggressive and
more sophisticated forms of rehabilitation that begin very
early after an injury – have meant improvements in paralysis
rates. We’ve been able to reduce those, and reduce to
some extent the secondary complications that can
follow.”
The main aims are to minimize the damage to the spinal
cord, improve the physical function of the individual, and
to reduce long-term healthcare costs by reducing readmissions from things like secondary complications.

“The research translation that we do is key to this,
and as we move forward we know that not only does
spinal cord injury have a tremendous human cost, it also
has huge economic costs, and financial implications for
the person who has it, their family, and general society.
So, this is a big challenge. We’ve made great progress,
but we’ve got a lot more work to do.”
Despite the amount of funding that supports basic
re se arch , few re se arch discove rie s a chieve their
potential. It requires on average a period of seventeen
years before the discoveries reach the ultimate goal of
improved quality of life and long-term healthcare
outcomes.
“One of the challenges is the obstacles between
getting something from laborator y to the bedside.
Getting that clinical study done so you can determine
ef ficacy. And then the secondar y move from the
bedside to worldwide – where you take something and
you try to scale it so that it can actually influence and
improve the lives of a lot more people.”
These are two of the key problems that need solving.
The key will be in collaboration, providing the right
incentives where researchers and entrepreneurs are
working together, and particularly for those who have
spinal cord injury to be involved at every step of the way.
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“ We need to get people with spinal cord injur y
involved, not only as subjects, but at the ideation
phase. In the vision for the research – what is it going
to achieve, how is it going to impact on them, how is it
going to improve their health?”
After this phase, those with spinal cord injury need
also be involved in the testing of the products, and the
development of standards for hospitals, in the way
they are treated in the health system, and then later
on in the community.
“You can do everything right at the rehabilitation
stage, but if you don’t have the right support and
continue to rehabilitate in the community, you lose
some of those benefits. It’s a team game that runs
from the time of injury through to someone’s life in the
community.”

ENGAGING CONSUMERS
On top of all the exciting research and incredible
ideas for commercialization, Mr. Barrable admits that
the organization delivers its most meaningful work in
the engagement of people with spinal cord injury in its
methods.

36

The Canadian Business Quarterly - www.TheCBQ.ca

Praxis Spinal Cord Institute

“If we do that early, we do it well, and we do it consistently, it will elicit a much-improved outcome for them, in their
health, in their wellbeing. This is something that people in
organizations talk about, but they don’t necessarily do it with
consistency. This is something that we are really striving for
because we know it makes a difference.”
In the past, studies have been supported that look great
methodologically and in terms of peer review, but unless they
have relevancy to people with spinal cord injury, they are not
going to make a difference in the long-term and on a large
scale.
“That is where this is so critical,” Mr. Barrable says. “We’ve
included people with spinal cord injury in our commercialization
programs, where we incubate and we accelerate innovation, in
addition to the research itself. This is central to our success.”

One of the new cohort members in Praxis’ SCI Incubate
program is Canadian biotechnology company Spiderwort,
which is revolutionizing tissue engineering and regenerative
medicine with plant-based biomaterials that promote
the repair and regeneration of the spinal cord. The company
has just received a special approval by the FDA as a
breakthrough technology.
“By creating an ecosystem for these companies, we can
get them directly involved with people with spinal cord
injuries so that we enhance their likelihood of success, and
we know that at the end of the commercialization process
there will be a customer and this technology will be available to people who can really benefit from it.”

This approach defines the Institute as a new kind of charity.
A lot of organizations focus only on research, innovation, or
implementation – but Praxis does all three, with implementation
being the key piece of this structure, to make sure that the
ideas are put into use.
“Implementation is often forgotten, or not adequately
resourced. As far as we know, we’re the only one doing all
three. We’re an organization that’s taking responsibility for an
outcome, not just for inputs or outputs.”
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The organization has recently recruited staff and volunteers
that add to the important involvement of people with spinal
cord injury, which has become so vital to the success of its
programs.
“Richard Peter, for example, who is our Indigenous Peoples
Liaison at the Institute, connects researchers with the people
living with spinal cord injury in the First Nations community.
Richard came to Praxis as a person with a spinal cord injury
and a gold medal Paralympian, an outstanding individual who
will continue to do great things with the Institute.”
Another of the organization’s new recruits is Senator
Chantal Petitclerc, an internationally renowned Paralympian
athlete and gold medalist, who joined the Institute’s Board of
Directors in 2020.
“These are individuals that help enhance our team,” Mr.
Barrable says, “and they will be helping by teaching us as well
new things that we need to learn, and influencing the great
work that the Institute does.”
With its vision for a world without paralysis after spinal cord
injury and a commitment to engaging those with spinal cord
injury to help forward its work, Praxis is doing wonderful things
to improve lives across the globe. Find out more about Praxis
Spinal Cord Institute by visiting www.praxisinstitute.org
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EVA’S
ORIGINAL
CHIMNEYS
BRINGING DELICIOUS HUNGARIAN
PASTRIES TO CANADA
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E

va’s Original Chimneys have 3 locations in the
Greater Toronto area, two food trucks and location
at the CNE and Toronto christmas market. Specializes
in a freshly-baked Hungarian pastry known as Kürtőskalács,
or Chimney Cakes, using a vegan base dough made daily
from scratch with seven all-natural and mostly organic
ingredients.
CEO and co-founder Kristin Butler started her career
in social work, before becoming a talent manager in the
TV and Film industry. The concept for Eva’s Original Chimneys
originated in 2014, when Mrs Butler sold her home and
everything she owned to spend a year travelling the world
with her husband. Here she discusses falling in love with
Chimney Cakes during a visit to Budapest, the key lessons
she has learned from five years of entrepreneurship, and
Eva’s plans to expand across the world by becoming a
franchisor.

LOVE AT FIRST BITE
“It was back in 2015,” Mrs Butler says, “when my husband
and I were on our yearlong backpacking trip around the
world. We were coming to an end and we were visiting his
family in Hungary, and they took us to a street market in
Budapest, and we tried these Chimney Cakes, which are
called Kürtőskalács, and honestly it was love at first bite.”
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After trying food from around the world for the previous
eleven months, nothing captured the couple’s heart in
the way the Chimney Cakes did, and it became a daily
ritual for them to enjoy the treat before they returned
home.
“As we were on the train ride to our next country, we
couldn’t stop thinking about them. We thought, we’re
returning back home in April, maybe we’ll just look at
seeing if we can learn how to make these Chimney Cakes
and sell them back home, and just do that for fun in the
summertime before we go back to real world living in the
fall.”
The couple decided to fly to Slovenia to train at a
Chimney Cake specialist centre for instructions on how to
make the treat. After finding out how to do so, the
remaining month of their trip was spent working out how
to turn that knowledge into a business.
“We flew to Slovenia, we learned how to make them,
we purchased the equipment, shipped it home, came
home in April of 2015 and purchased a food truck the
next day, sat down with a lawyer and incorporated our
company, and within eight weeks we were operating at
our first festival.”
Both Mr and Mrs Butler come from entrepreneurial
families, so it is perhaps little surprise that the drive to
start their own business was so strong and that they
followed through with it so successfully.
The Canadian Business Quarterly - www.TheCBQ.ca
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“My mom owns her own business; my sister runs and
owns her own business; Justin’s parents have owned and
operated their own catering and banquet hall for 30 years;
and Justin actually owned his own construction company
prior to us travelling, so he was already an entrepreneur,
always has been since he left High School.”
The co-founders of Eva’s recognized quickly that their
product was an extremely unique one, with nothing like it
being sold in Canada. It’s cylindrical shape and hollow middle
gives it a striking look that immediately draws attention.
“It’s freshly baked, it’s a pastry, so when it comes off the
grill you take the wooden dowel out that the dough was
wrapped around, and it kind of steams and smokes out of
the top, hence the name ‘chimney’. When we were first looking
at it we were mesmerized by the actual baking process and
how it looks – there is nothing like this in Canada.”
In 2016, as the business was growing across Canada,
Eva’s decided to adapt its offering and start making the
cakes into a conical shape, filling them with chocolate, soft
serve ice cream and lots of toppings.
“That’s really what we’re known for now, the Chimney
Cone,” Mrs Butler says. “People just kind of went crazy for
that, because it’s like a donut cone, like ice cream inside of a
donut. The extra appeal is, it’s unique and it’s beautiful and
its Instagram-able, but the taste is actually amazing.”
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The other unique element to the product is the
colle c tion of ingre die nt s use d . B eing ex tre mely
passionate about health, Mrs Butler was adamant
that the product be as healthy as it could be while
still being a sweet, delicious treat.
“ We use organic cane sugar and unbleached
flour, no chemicals or any artificial ingredients. All
of our sauces are house made, there are absolutely
no syrups, no fake sugars. It ’s baked and not deep
fried, so you can have this dessert that you can feel
good about, that goes into your body and doesn’t
make you feel sick af ter.”
H av i n g a s t ro n g c o n n e c t i o n to t h e ve g a n
c o m m u n i t y, M r s B u t l e r w a n te d to m a ke s u re t h a t
a s m u c h o f t h e p ro d u c t w a s ve g a n a s p o s s i b l e ,
including the soft serve ice cream, the dough recipe
– w h i c h u s e s s u n f l owe r o i l i n s te a d o f b u t te r a n d
n o milk or eggs – and a number of the sauces and
toppings.
“ For the vegan community, even people who are
just lactose intolerant – which is a large portion of
the ice cream lovers out there – they can have this
beautiful, decadent dessert that they can actually
eat. So that ’s huge for our Torontonians. I would
imagine if other people in C anada had the chance
to have it they would appreciate that too.”
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FRANCHISE
OPPORTUNITIES
Since its inception in 2015, Eva’s has continued to
receive regular requests to become a franchisor, so much
so that it has begun to lay out a plan for moving forward in
terms of franchising and expansion.
“When we launched those Chimney Cones, it became
super popular across the internet, with millions and millions
of views of these videos that were made by BlogTO and
Insider. I think that had this widespread reach across the
globe, and then all of sudden we started having all these
franchise requests coming in, all the way from Saudi Arabia
to Florida to South Africa.”
Despite there being a desire to see their product eaten
around the world, the co-founders of Eva’s have been
cautious in starting a franchise journey, wanting to make
sure that the right steps are being taken to make the
process worthwhile and authentic.
“If there’s somebody that’s going to franchise our
business, and become a franchisee, for me more than
anything it’s important that they’re going to succeed. So
we’ve really taken our time to build the business, understand
our business, know where it works well, know what environment,
what location is good, what neighbourhood.”
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The company is already operating in a number of different
settings and locations, with the original food truck idea
working well, as well as being inside malls, street front
locations and kiosks, and there is still more to learn about what
is the best model for the business.
“[I want to] ensure that when this person is coming to
become a franchisee, I’m handing them over something that I
trust that they’re going to be able to do well with, and actually
it’s going to provide value for their life.”
The onset of the COVID-19 pandemic has given the
company even more time to work out the best way to expand
into a franchising model, putting Eva’s in a place where it’s
almost ready to start a proper expansion drive.
“We’ve been able to survive [the pandemic],” Mrs Butler
says, “which is probably one of the worst things that most
businesses have had to try to survive. But we’ve been able to
do that and there is only signs of growth, so now we’re feeling
a lot more confident about what we’re putting together for
these franchisees.”

THE BEST POSSIBLE
EXPERIENCE
Entrepreneurs are used to wearing many different
hats in the day-to-day running of a business or businesses,
and this teaches a number of important lessons about to
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how to make a company successful. For Mrs Butler, it
means that there are no jobs she doesn’t do.
“There’s nothing that’s above me or below me, in the
sense that I will absolutely clean the floors and empty
the garbage, and I will also do the payroll and I will also
solve a technology issue, and I will also look for marketing
ideas. It’s understanding that my responsibility is to be
able to operate in every role at any time that’s needed.”
No matter which area of the business she is working
in at any one time, Mrs Butler considers all jobs to be as
important as each other, each component having a place
in the wider running of the business.
“I would say stress management is key, in terms of
lessons that I’ve learned running the business. When I
started to understand that a big part of my role is to
solve problems, or at least look for a solution, that actually
helped so much, because then when a problem occurs
it’s like – this is what we do, let’s figure it out. I don’t have
that stressful feeling behind it.”
The key to this is knowing that there are going to be
problems every day – that’s business. Instead of looking
at these problems as things that shouldn’t be happening, it
is about accepting them and seeing them as opportunities
to learn more about the business.
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“One thing that I share with my team and that I
think is really important is that we don’t just serve ice
cream. We have this opportunity to connect with people
when they come into our store, and really provide them
an experience for those few minutes that can positively
impact their life.”
The focus in most of Eva’s team meetings is on
the customer and what might be going on in their life
that day, on making sure that they are treated well
and given the best experience possible when they
enter the store.
“That’s really all I care about,” Mrs Butler concludes.
“Honestly and truly, that is what I care about. I want
them to leave the store feeling a little bit better than
they did when they walked in. Every single person who
walks in, we have the chance to do that with. It’s not
about the ice cream.”
With a unique product in the Canadian market and a
commitment to organic ingredients and exceptional
customer service, Eva’s Original Chimneys is all set
to bring its delicious Hungarian pastry to the world.
Find out more about Eva’s Original Chimneys by visiting
www.originalchimneys.com
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ECOIDEAS
INNOVATIVE IDEAS FOR
HEALTHY LIVING

ringing unique, cost-effective, ecological
products to consumers through trusted
health food stores across Canada, Ecoideas
believes in fair-trade, supporting business practices
that promote job creation and sustainability in
countries where its resources are found.
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President and CEO Rafic Sidani started his career in
Canada working in finance, until one year while on vacation
in India he discovered the world’s healthiest salt, Himalayan
salt. Under Mr Sidani’s leadership, Ecoideas has become one
of Canada’s leading distributors of healthy foods, with the
company recently being awarded the Supplier of Excellence
award in the Natural Health industry. Mr Sidani spoke with
The Canadian Business Quarterly recently to discuss the
formation of the company, its evolution into becoming a
national distributor, and plans to move into additional markets.

EVOLVING BUSINESS
“Ecoideas is a manufacturer and distributor of Natural Health
Products throughout Canada,” Mr Sidani says. “It started back in
2003, when the initial thought started to begin Ecoideas. My
wife and I were on vacation in India and we came across this
wonderful salt called Himalayan salt. Back then it did not exist in
Canada.”
Mr Sidani began to look into the salt and established that it
had significant health benefits, especially in balancing blood
pressure. Coming from a family where there were a lot of blood
pressure issues, Mr Sidani was very interested in the product.
“I thought, why not introduce it to the Canadian market, and
then be able to help a lot of people, and also to bring them a
better quality, unrefined natural salt in their diet. This is where
the concept for Ecoideas started, to bring solutions to today’s
unhealthy eating habits.”
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Once the company started bringing the product into
Canada, it didn’t receive a lot of attention straightway, but
after highlighting its unique features, Ecoideas was able to
get the product into several health food stores in Canada.
“From there we started bringing some more unique
products into the market, such as the Himalayan Soapnuts,
which is the most eco-friendly cleaning product for the
household.
Then also we started thinking about the most natural
and healthy sweetener alternative, and that’s coconut sugar,
so we were also the first to bring that into Canada.”
The company quickly became recognized as an
innovative business bringing desirable healthy products to
the Canadian market, filling the gap for consumers looking
for healthy alternatives to many products.
“From there we grew into naturally becoming a
distributor, because we started to get a lot of stores that
we deal with referring other brands to us to become their
distributor, and slowly and surely we grew into a national
distributor throughout Canada, and today we are known to
be one of the major players in the Natural Health Industry.”
Initially Ecoideas was its own distributor in Ontario,
before locating additional distributors in Western Canada
and Quebec, but since then the business has grown to have
facilities in both Eastern and Western Canada.
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“It evolved from having our own Ecoideas brand of
Natural Health Product into many other natural and
organic health food products, such as snacks, ready
meals, superfoods, supplements, body care, environmental
products. So we grew from having a limited range of
products to a wide range of products that are distributed
across Canada.”
The farmers that the company works with come from
many different parts of the world, and it always works
directly with the farmers themselves or with a cooperative
which gathers farmers and supplies the product.
“We do ensure that the farmers and suppliers that we
work with are paid fairly,” Mr Sidani says. “We are a certified
Fairtrade company, so we don’t only pay our suppliers
fairly, but we also contribute towards improving different
aspects of their life. Also we ensure that the quality of
the product is exactly how we want it. We always seek
organic products.”
The company is committed to introducing a number
of products from different parts of the world to Canada,
products that are always grown through the hard work of
the farmers that Ecoideas works with.
“We’re in over 2,000 locations across Canada, and
our plan is to expand now into some other markets, so we
do have a lot of interest in the US market, in Europe as
well, and some other overseas markets in Asia.”
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Expanding the business into other markets is not
always straightforward, as regulations in different
countries vary. The US has fairly similar regulations
when it comes to food products as Canada, with only
minor alterations that need to be made.
“For Europe, we’re finding that we had to work with
a consultant in order to have our products comply in
different countries that we are planning to enter. Overall
I wouldn’t say it’s too complicated, and in fact because
C anada has a ver y well thought of plan to launch
Natural Health Products, it makes it easier for us to
supply anywhere else in the world.”
One of the biggest lessons Mr Sidani has learned
during his time running Ecoideas is that nothing is
impossible. He also believes that strong will and
determination are key to making a business successful.
“One recommendation I have for any business owner,”
Mr Sidani concludes, “is do not worr y about the
competition, or what the future holds, just work with
loving intentions and enjoy the ride.”
With a commitment to fair-trade and introducing
unique health food products to Canada and beyond,
Ecoideas is helping make healthy living available
to everyone.
Find out more by visiting www.ecoideas.ca
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ENHANCING THE HUMAN
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algary-based architecture and design firm Sturgess
Architecture has established a reputation over the last
40+ years for design excellence and efficiency,
following a creative mandate to foster community and
contribute to the well-being of the street and public realm.

C

Kevin Harrison, Principal of Sturgess Architecture, is
inspired by innovative and community-focused projects,
having worked on numerous award-winning projects of
varying scales and programs, all while maintaining an
emphasis on the creative design process, where the
integration of design into the public realm is paramount. Mr.
Harrison spoke recently with The Canadian Business Executive
to discuss the founding principles of the firm, some of the
projects that have attracted both national and international
recognition, and how Sturgess Architecture is shaping cities
and communities to enhance the human experience.

LOCAL AND GLOBAL
PROJECTS
“In 1977, Jeremy Sturgess founded this office,” Mr. Harrison
says, “on the basis of creativity and collaboration. To this day our
office continues to push those principles. Our work is quite
diverse, whether it’s a custom single-family house, a multi-family,
mixed-use building, or a transportation project, we turn our
clients’ visions into a purposeful, captivating reality.”
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The driving force behind the firm is more than just
architecture, however, and revolves around the desire to
make communities better places, to improve people’s
quality of life and enhance the human experience.
“Much of our work is local, and that local work has
spawned projects globally for us. As an example, in years
past we did a renovation to the Post Hotel in Lake Louise,
and that subsequently resulted in a hotel in Japan. Those
who got us to design the hotel in Japan stayed at the
Post Hotel and they liked it so much they approached us.”
Similarly, the Glacier Skywalk in Alberta’s Jasper
National Park resulted in a visit to and early conceptual
work for a similar skywalk in Nepal, which unfortunately
didn’t come to fruition, but nevertheless represented an
exciting opportunity.
The most important thing is how the firm manages
the work in terms of local and global contacts. In today’s
world, work is global, and sometimes new clients are as
close as a Google search away.
“We firmly believe the work we do get is driven by the
relationships we build and continue to nurture before,
during and beyond any project that we work on, and you
can see that in lots of our repeat clients and where
our clients end up, whether that’s Japan, Nepal or here
in Calgary.”
The Canadian Business Quarterly - www.TheCBQ.ca
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The firm is involved in a few key projects at the
moment, with Mr. Harrison keen to stress that each project
has its own special, unique moment. No two projects are the
same, with site conditions affecting each project, and each is
looked at through a different set of eyes and as regarded as
important as the others.
One such project is the City of Calgary’s proposed Green
Line, when completed it is anticipated to be a 46km long
Light Rail Transit (LRT) Line with 27 stations. The firm’s role is
in the design of stations, facilities, urban integration, and the
architectural design concept.
“It’s really an honor to be part of the team working on
this project, the single largest infrastructure project the city
of Calgary has ever undertaken. We as an office are inspired
to be able to participate in a city-shaping initiative such
as this. It’ll impact the city for 30, 40, 50 years to come,
and provide Calgarians and visitors alike access to essential
services.”
Another important project for the firm is FlyOver Canada,
located in the heart of the entertainment district in Toronto at
the Plaza at the base of the CN Tower and adjacent to the
Roger’s Centre.
“It’s essentially the same client that we worked with on
Glacier Skywalk, and so that speaks to our desire to maintain
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and continue to build relationships. They came to us to design
an iconic building that houses a flying theatre and the
FlyOver Canada experience. Every aspect of this project is
driven by how we shape and enhance the user experience.”
The Glacier Skywalk is one of the company’s most
globally-recognized projects, for which it has received
both national and international recognition in the form of
a RAIC Governor General’s Medal in Architecture Award
for design and construction documentation, as well as a
World Architecture Festival Award.
“I think much of our local work is recognizable in a
Calgary context. We were on the team that master-planned
and designed and executed all of the 7th Avenue LRT stations
in Calgary; we were also in the team that master-planned
the Bridges, the site of the former hospital in Bridgeland,
and that spawned a series of additional projects for us
within that community.”
There are a number of the firm’s projects that aren’t
so globally-recognized, but are near and dear to its heart
in terms of the work put into them. These are mostly projects
with longer gestation periods.
“In particular, the renovation to the historic Art Gallery
of St Albert, and another renovation to the historic Grand
Theatre in Calgary,” Mr. Harrison says. “There are some real
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special moments to some of those projects that have our
internal recognition, but moreover also some external and
even potential global recognition.”
More than just it’s architectural work, Sturgess
Architecture’s real difference to others in the space is its
commitment to collaboration, connection and creation,
all of which are geared toward the enhancement of the
human experience.
“We have forty-three years of experience designing
and executing projects to meet every client’s needs. We
believe implicitly in community, and in buildings and in
spaces that foster human interaction. Executing our clients’
needs, our clients’ vision, in thoughtful and creative ways
is paramount in what we do, and it’s paramount in our
success as well.”
The firm tends not to follow along with architectural
industry trends. With its mission to make communities
better places and improve people’s way of life, a project
always starts with just a client and a site.
“All of our work is inspired by that, so potentially a
client’s vision might be influenced by trends, but the work
is rooted in how we serve our clients, so it’s hard for me
to pinpoint what trends might be taking place in Alberta
and the Canadian architecture space.”
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For Mr. Harrison, the best thing about being part of
the office at Sturgess Architecture is the shared culture
that has been created, which inspires the whole office on
a daily basis to drive the business forward and continue
to better the work it does.
“I think this is also why the office has had the longevity
it’s had. Our drive and passion for the work that we do I
firmly believe is seen in our projects and seen in the design
excellence that we strive to achieve. I often say we’re a
family, and I think that’s a great thing and I think it inspires
us to do great things.”
Mr. Harrison lives and breathes the firm and the business,
and recognizes that so much of Sturgess Architecture’s
identity exists in the drive to better what it’s doing, which is
very special for the greater group.
“What we do is really much bigger than just architecture,”
Mr. Harrison concludes. “We are city builders, we are
city-shapers, we’re driven to enhance the human experience.
It’s something really important to this office.”
With a number of impressive local and global projects both
completed and, in the works, the creativity with which
Sturgess Architecture approaches every project is already
paying dividend. Find out more about Sturgess Architecture
by visiting www.sturgessarchitecture.com
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CANADIAN SOFTWARE
COMPANIES THAT CAN

hen you’re supporting local businesses it goes
beyond just buying from the local bakery. If you’re
looking for tools to help your company, local
means sourcing Canadian, and helping to support fellow
Canadians that are trying to achieve their dreams and
goals. When looking for programs to add to your organization’s
roster of tools, you don’t need to look far. Some of the most
innovative software programs have come out of Canada, and they
deserve to be recognized for the value they bring to organizations.
Supporting local businesses is important for supporting Canada
and the people that live here. Keeping revenue within the borders
helps support local communities and makes the people around us
more prosperous, rather than adding to the pockets of businesses
across borders and overseas. So check out these great Candian
companies and you just might find the solution you were looking for.

HELP
GROW

YOUR BUSINESS
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1. SHOPIFY
Shopify is a giant in the
software world and it has gained
international recognition for its
e-commerce capabilities. This
website platform hosts some of
the largest e-commerce websites
on the internet and it’s showing
no signs of slowing down with
over 1 million companies using
their platform. Shopify is the
ultimate hosting platform for any
company that wants efficient
and easy to use e-commerce
capabilities on their website,
and it offers 24/7 service and free tutorials so you can
always ensure your website is running optimally. On top of
that Shopify will also seamlessly integrate with Google
Analytics, so you can track and manage your websites
traffic, and most importantly, your goals. Shopify is a clear
choice if you manage any type of online store, and their vast
experience monitoring and managing other e-commerce
websites has allowed them to refine their design to lead
customers through the sales process. This means your website
will be optimized to drive sales right from the get go. This
local company will help get your products into the hands of
those who want them, what’s more important than that?

2. CYBERIMPACT
Managing a growing list of contacts is an issue every
entrepreneur hopes to deal with. A comprehensive email
management system helps establish a business professionally
and will ensure you never lose track of your contacts.
Cyberimpact is an email management system that helps
businesses stay in touch with important clients and keep
track of their email marketing strategy. Using a system like
Cyberimpact will result in more successful email campaigns,
better information for your customers, and less work for you
or your employees. Running an efficient and effective
business is all about using your time wisely, so embracing
an incredible program that also happens to be another
Canadian business, to manage your time and your business
effectively is a win-win.
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3. HOOTSUITE
Social media management can be a lot to think about.
You need to develop posts and stories your followers will
enjoy, post those on time, manage their comments, AND
spend time liking, retweeting, commenting, and following
others, phew! Well good news, there are Canadian based
businesses you can rely on to help get all your social media
managed quickly and efficiently. Hootsuite is a program that
allows you to post to your social media accounts all from
one location making managing posts across feed’s simpler
and faster. You can also use Hootsuite to interact with people
that are engaging with your accounts all from one easy
place. This Canadian company is trusted by over 18 million
organizations worldwide, and is the social media management
tool used by 80% of Fortune’s top 1000 businesses globally.
With a local company that’s trusted by so many, you can’t
go wrong.

4. UNBOUNCE
Designing an attractive landing page that helps your
website achieve goals can be a struggle. Especially for small
businesses that don’t have a team behind them that has the
knowledge to make a custom landing page that can direct
customers to their end goal. That’s where UnBounce comes
in. They allow companies to customize landing pages that
are optimized for turning traffic into leads and sales. They
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have analysed over 19 million conversions to determine the
best solutions for their customers. They ensure your landing
page is streamlined and free from distractions so your
customers will be directed to purchase your products. This
Canadian company thought of everything, they even allow
you to perform A/B testing to determine the best page
design for your website. Adding a custom landing page that
is proven to improve results will help your business get the
sales it needs to grow. Make sure your customers get what
they came to your website for and you get the best
conversions you can.

5. DASHTHIS
This program is a marketer’s dream. All your marketing
data in one succinct report that can provide you with
the answers you need to make snap judgment decisions,
and inform your strategy going forward. Their reporting
dashboard tracks KPI’s and performance metrics across
projects, so you can focus on making sure your projects
are running smoothly, not constantly collecting reporting
data. This program is trusted by over 18,000 companies
in 122 countries world wide. You can customize your
dashboard or use their preset templates that are optimized
to track Social Media, SEO, PPC & SEM, and Google
Analytics reports. This software program will save valuable
time and will help prove your MROI to the decision makers
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in the organization, allowing more concise strategies and
better use of your marketing efforts moving forward.
Another phenomenal Canadian company that’s making
life easier, and businesses better.
Supporting local businesses is easy when they help you
achieve your goals and make your business better. Integrating
new tools into your organization can seem daunting at times,
especially if you don’t consider yourself to be fluent in
technology. But the great part of all these software tools is
that they’re designed to be easy to use and helpful to
anyone that needs them. Supporting Canadian businesses
is easy when the products and services they offer are
among the best in the world,
and they offer clear solutions
to everyday problems that
all businesses face. These
Canadian companies have
helped others achieve their
marketing and organizational
goals, so don’t hesitate to
use the tools at your disposal
and make your business the
best it can be.
Darian Kovacs is the
Founding Partner of Jelly
Digital Marketing & PR
www.jellymarketing.ca
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BUILDING AN
INNOVATION

DISTRICT
A KEY ELEMENT TO BRAMPTON’S
ECONOMIC GROWTH
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2020 has been a challenging year for everyone, and
Brampton is no exception. The impact on many segments
of our business community has been devastating.

corporates, while promoting digital transformation among
existing businesses and putting the necessary resources
in place to nurture entrepreneurship.

As we look toward economic recovery for our City,
we will sharpen our focus on four cornerstones to move
us forward: Innovation, Technology and Entrepreneurship;
Investment; Infrastructure; and Arts, Culture and Tourism.

Many technology companies and start-ups have
found ways to pivot and gain momentum through the
economic downturn produced by COVID-19, and
Brampton is well positioned to accelerate these companies
from ideation all the way to success. We will do this by
supporting companies across all sectors and sizes of
business in their recovery strategies, and by investing
in and nurturing the growth of the up-and-coming
Brampton Innovation District. The District will develop
into an ecosystem with resources for companies in all
stages including startup, scale-up, small and medium-sized
enterprises, and large corporates. Positioned to be a
key player in the innovation space with its location in
the middle of Canada’s Innovation Corridor, downtown
Brampton’s Innovation District will fully adopt an innovation
and technology transformation and capitalize on
entrepreneurship

Seeking investment in our City is always a priority,
and now it is more important than ever. In 2019, we
kick-started our Foreign Direct Investment strategy with
successful missions to Boston, Portugal, and Spain. Early
in 2020, we added India to our list, making many contacts
and generating leads. Of course, 2020 had different plans
for all of us, and since March, we have been largely focused
on supporting our community and businesses in dealing
with the impacts of COVID-19. Clearly, our plans for our
international FDI missions have been modified. Moving
forward, we will advance our FDI efforts by continuing to
build relationships with the contacts we have made,
conducting virtual missions this year, and sharpening our
focus on working with our existing businesses to support
and retain them and, where opportunities are available,
help them expand.
Prioritizing Innovation, Technology and Entrepreneurship
is a key cornerstone in Brampton’s COVID-19 Economic
Recovery Strategy. This cornerstone outlines how we will
drive growth in innovation and technology start-ups and

As Canada’s youngest and second fastest growing
city, Brampton has many benefits to offer companies
in the Innovation and Technology sector. Brampton’s
diverse workforce represents over 230 different cultures
speaking 115 languages. Brampton has the lowest
average age in Canada (36 years) and we have access
to a highly skilled talent pool of 4.3 million across the
GTA.
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WHO IS PART OF BRAMPTON’S
INNOVATION DISTRICT?

take their businesses to the next level. The RIC Centre is
located directly across the street from the Brampton
Entrepreneur Centre.

A number of entrepreneurial and innovation spaces are
currently part of downtown Brampton’s Innovation District.
More will join as we continue to build a robust District which will
support businesses and entrepreneurs at every stage of their
journey by offering a range of solutions and support to the local
entrepreneur community.

“We are thrilled to be moving to Brampton. We have
built an excellent relationship with Brampton in our work
with them over the past few years, and we are excited
about our many new opportunities as we get established
in our new location. Downtown Brampton has a great
energy – a heartbeat – and we are excited to become a
part of the innovation ecosystem that is thriving there.”
Pam Banks, Executive Director, RIC Centre.

Currently, partners in downtown Brampton’s Innovation
District include:
• Brampton Entrepreneur Centre (BEC) - provides a
spacious storefront co-working space designed to fuel
creativity and productivity, completely free to Brampton
entrepreneurs and innovators. BEC hosts frequent seminars
and sessions with business advisors. Since BEC has opened
over 400 entrepreneurs have subscribed to use the services
and space. Although BEC’s physical location is currently
closed due to COVID-19, staff have continued to work with
Brampton businesses remotely throughout the pandemic
and provide ongoing support and a variety of webinars to
support businesses.
• Research Innovation Commercialization (RIC) CENTRE.
The recent relocation of the RIC Centre to downtown
Brampton is a critical addition to Brampton’s Innovation
District and the development of its ecosystem. The RIC
Centre is a “scale-up” organization to help entrepreneurs
28
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• Ryerson Venture Zone – Recently launched in the Innovation
District, the Ryerson Venture Zone will aid in the development
of high potential scalable businesses in Brampton. The
Ryerson Venture Zone is modelled after and integrated
with Ryerson University’s world recognized Zone network.
It is designed to bring people together to brainstorm, kickstart projects, and help take start-ups from early-stage
incubated companies to established thriving businesses.
• Founder Institute in Brampton is a world premier idea-stage
accelerator that aims to empower early-stage entrepreneurs
to launch global companies by providing expert mentorship,
a global network of resources and a curated program
through a partnership with Rogers Cybersecure Catalyst
and the City of Brampton.
• The Brampton Board of Trade and the Downtown Brampton
BIA are also key partners in the Innovation District.
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SETTING BRAMPTON’S
INNOVATION DISTRICT APART A FOCUS ON CYBERSECURITY
“Brampton is a vital centre for innovation, with a rich
and diverse pool of talent. That is why we chose Brampton ’s
Innovation District as the home of the Rogers Cybersecure
Catalyst. We are grateful for the city’s support and proud to
call it home. It’s been a pleasure to work closely with Brampton ’s
business community, academic institutions and residents to
make the city a key Canadian hub for cybersecurity innovation
and collaboration.” Charles Finlay, Executive Director, Rogers
Cybersecure Catalyst, Ryerson University’s National Centre for
Cybersecurity.

In an increasingly complex digital world, cybersecurity
is more important than ever.
As Brampton sets up an Innovation District to
support entrepreneurs and businesses in ever y
stage of their journey, we have one important and
unique element which sets us apart; our focus on
cybersecurity. With key partners providing cybersecurity
training and support in our Innovation District, we
are moving towards becoming a hub of cybersecurity
in C anada.
Located in the heart of the Innovation District,
the Rogers Cyber Secure C atalyst, led by Ryerson
University, helps local and international companies
seize the opportunities and tackle the challenges of
cybersecurity, collaborating with industry, governments
and academic partners. This not-for-profit organization
is owned and operated by Ryerson University and
of fers training and certification, support for cyber
scale-ups, applied R & D and more.
In addition to the C atalyst, we’ve also fortunate
to have the Rogers Cyber Secure C atalyst Cyber
Range and Accelerator of fering their important
support and training in our Innovation District. The
Rogers Cybersecure C atalyst, in partnership with
the world renowned Ryerson DMZ Accelerator, has
launched the first cybersecurity accelerator of its
kind in C anada.
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This one-of-a-kind Cyber Range and Accelerator will
deliver cutting edge, interactive cybersecurity training
for those entering or looking to expand in the cyber
field. The multi-disciplinary and interactive environment
will provide training, growth strategies, mentorship
and resources to support the most promising cybersecurity
scale - ups and help them succeed nationally and
internationally. The accelerator also features a
“Corporates-in-Residence” program where companies
including Rogers, Royal Bank of Canada (RBC), and
Amazon mentor companies at the C atalyst Cyber
Accelerator. The scale-ups also have access to over
$500,000 worth of exclusive business services and
perks provided by over 60 globally recognized businesses.
The accelerator, in conjunction with the other cornerstones
of the Rogers Cyber Secure Catalyst including Canada’s
first Cyber Range, Cyber security training and research
and development are all positioning Brampton to become
Canada’s next national hub for Cyber Security.

A FOCUS ON THE FUTURE DEVELOPING OUR TALENT
Over the last two years, education and training opportunities
in Brampton’s downtown core have significantly increased. From
Ryerson University – Chang School of Continuing Education and
Rogers Cybersecure Catalyst to Sheridan College and Algoma
University, the Innovation District is a destination for learning at all levels.
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In addition to welcoming and working with the key
partners in the Innovation District, Brampton is working
on plan for a more modern and innovative approach to
postsecondary education. Our aim is to create a locally
tailored solution that offers leading undergraduate and
graduate degrees in key areas that align with the in-demand
skills of the future. We want to develop and retain our
home-grown talent right here in Brampton. The City of
Brampton is eager to submit our proposal to the Province
and continue working with our local Members of provincial
Parliament and the provincial government to make Brampton
U a reality.

WHAT’S NEXT
FOR BRAMPTON
We are putting the
pieces in place to continue to
grow and evolve our Innovation
District. We are eager to
welcome local entrepreneurs
and businesses, students and
investors, and keep the
momentum going.
Patrick Brown is the
Mayor of City of Brampton
www.brampton.ca
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LIFTING THE VEIL ON

CANADIAN

CHARITIES
M

ost people would agree that Canadian
charities play a key role in helping the less
fortunate in Canada and around the globe.
But media coverage of governance issues at the
WE charity, and reports of the fraudulent use of
foreign aid by corrupt officials in certain countries,
may have caused some Canadians to question
the impact and effectiveness of our charitable
sector.
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That ’s understandable but, if lef t unchallenged,
it ’s a view that could cause irreparable harm to
many well-run charities in our country. And by extension,
limit their ability to provide development p ro g r a m s
a n d e m e rg e n c y re l i e f to m i l l i o n s o f v u l nerable
people and communities.
Let ’s start with the importance of our charitable
sector to C anada’s economy.
According to Imagine C anada, there are more
than 170,000 charitable and non-profit organizations in
this countr y, of which almost 85,000 are registered
c h a r i t i e s . E a c h ye a r, C a n a d i a n s d o n a te s o m e $ 1 1
b i l l i o n d o l l a r s to t h i s s e c to r, w h i c h e m p l oy s t wo
m i l lion people and contributes an average of 8 .1%
of total C anadian GDP.
For the last 36 years, the International
D e v e l opment and Relief Foundation (IDRF ) has
been one of these charities. The founding members of
IDRF, all first- generation C anadians, were moved
by news of the suf fering caused by the African
famine in the mid- eighties, and organized to help
those in need. Since then, we have been able to
carr y out relief and development projects in 45
countries across the world in Africa, Asia, Eastern
Europe, the Middle East, and the Americas, including
C anada .
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Over the past year, we have helped more than
652,000 people in need by providing emergency
relief that included food, water, hygiene kits and
fuel vouchers in Somalia, Gaza, Palestine and India.
We a l s o g ave e m e rg e n c y a i d to R o h i n g y a s i n
B a n gladesh, and to displaced Syrians inside Syria,
Turkey and Lebanon. On the development front, we
supported education, healthcare (including eye
care and mental health), clean water and livelihood
d eve l o p m e n t i n G a z a , G u y a n a , P a k i s t a n , I n d i a ,
Ye men and Lebanon.
In Canada, we help youth and newcomers develop their
potential through peer-to-peer tutoring, job readiness
tutorial sessions and web coding seminars.
Our flagship Canadian program, Licensed to Learn,
provides over 3, 500 children and youth each year
with the means to excel in school and beyond.
T h ro u g h f re e a c a d e m i c s u p p o r t a n d l e a d e r s h i p
o p portunities, students develop the critical skills
that they need to succeed: self-confidence, independent
problem-solving, mentorship, and more. Our program
specifically targets communities of youth who are typically
excluded from, or unable to afford, these essential
programs. At the senior leve l s , o u r s t u d e n t s o f te n
leverage their experience in the program for volunteer
hours or school credit, and even to secure their
first job.
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Looking ahead, IDRF is expanding our work in
youth leadership beyond the school environment,
in order to provide vulnerable and underser ved
youth with the training, professional networks, and
practical experience they need to be ready for the
jobs of today and tomorrow.
O ur emergency response programs assist
communities af fe cted by environmental or
c o n flict-driven disasters without discrimination.
IDRF helps communities recover from these dis a s te r s ,
re build their lives, and increase their resilience to
future disasters through immediate response and
long-term recover y projects. Our water, sanitation
a n d hyg i e n e p ro g r a m s e n a b l e m e n , wo m e n a n d
c h i l dren to have access to safe water, adequate
sanitation facilities (such as washrooms and hand
w a s h i n g s t a t i o n s), a n d hyg i e n e e d u c a t i o n . T h e s e
re sources will, in turn, keep families healthy and
help break the cycle of poverty.
Our health programs provide access to essential,
high-quality health ser vices and trained healthcare
wo r ke r s to f a m i l i e s w h o wo u l d n ot h ave a c c e s s
ot h erwise. Our education programs ensure that
boys and girls have equitable access to high-quality
education that will improve their employability and
quality of life. Our economic development programs
h e l p yo u t h , wo m e n a n d m e n i n n e e d to b e c o m e

The Canadian Business Quarterly - www.TheCBQ.ca

71

Lifting the veil on Canadian charities

self-reliant by investing in the appropriate job skills
training. Our food security and nutrition programs
provide vital sustenance to mitigate the harmf ul
ef fects of malnutrition.
In recognition of our record, IDRF has been selected
as a Top 25 Canadian Charity by the Financial Post, as a
Top 100 Charity by MacLean’s magazine, and as one of
the leading charities in Canada by Charity Intelligence.
As for our collective mission - to improve the lives of
vulnerable people – it is challenging at the best of times,
and incredibly difficult in an era of globalization, climate
change, civil war, lack of clean water and medicine, social
injustice, and income inequality.
For example, according to a report from the World
Bank called “Piecing Together the Poverty Puzzle,”
almost half the world’s population — 3.4 billion people —
still struggles to meet basic needs (including people in
developed countries like Canada). And of those people,
more than 1.9 billion are living on less than $3.20 per day.
As a result, demand for the essential services
provided by charities is expected to rise significantly over
the next 10 years, and revenues are unlikely to keep up.
The economic impact of COVID-19 will only make things
worse. In fact, estimates suggest that the pandemic and
resulting recession will drive poverty rates higher
worldwide for the first time since 1990.

72

The Canadian Business Quarterly - www.TheCBQ.ca

Lifting the veil on Canadian charities

With this kind of challenge, it’s easy to see why
Canada’s charitable sector cannot afford to lose the
trust and confidence of Canadians who to date have
so generously supported our mission. So how can
Canadians determine which charities are worthy of
their support?
At IDRF, we believe there are four simple criteria
for assessing large charities that prospective donors
should look at before making that decision: transparency,
efficiency, effectiveness and governance.
Transparency can be measured by how readily an
organization shares key financial data, and particularly
with respect to how it raises and spends money. At the
very least, a well-run charity should provide its board
of directors with quarterly financial statements,
produce an annual report that is made public, and hold
an annual meeting where donors can ask questions. If
a charity’s executive team is not sharing vital financial
information with its directors and supporters, it should
raise a red flag.
A respectable charit y should also operate as
ef ficiently as possible so that most of the donation
monies it receives can go to the programs that the
organization was created to support. Donors want to
see their money being used to help needy people; they
do not want it being used to pay for plush offices,
exorbitant salaries, or luxury travel.

The Canadian Business Quarterly - www.TheCBQ.ca

73

Lifting the veil on Canadian charities

Sure, it costs money to raise money and to manage its
effective use. As an example, according to the latest
available public information, the United Way of Greater
Toronto, which is a large charity, spends 5.1% of revenue on
administration and 12.7% on fundraising. And IDRF, which is
a medium-sized charity, spends 3.8% of revenue on
administration, and 10% on fundraising. But if a charity
spends more than 20% on fundraising and administration,
or won’t disclose how much it spends, it may be out of line
with acceptable practice.
Another important factor is whether a charity monitors,
measures and reports on the effectiveness of its programming
expenditures. It’s not enough for a charity to give money to
good causes if there’s no way to tell if it’s producing the
desired results. To be truly effective, a charity must be able
to report on the impact of its programming costs in terms
of the specific projects funded, the regions where help was
provided, and the number of people impacted.
This issue is important enough that in 2016 we
established a Chair of Global Monitoring on the IDRF board
of directors, which I have occupied since its inception. My
primary responsibility in this role is to ensure that the
development and relief aid provided to vulnerable people
and communities actually gets to them, is used for the stated
purpose, and produces measureable results. I also serve in
a ‘challenger-champion’ role with a responsibility to scrutinize
the way things are currently done, and to promote better
and more effective ways of doing things in future.
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My role is supported by IDRF’s policy of working
with trusted local agencies that have a proven record
of integrity and operational efficiency in the regions
where we provide aid. Recently, after the devastating
explosion in Beirut, this “local” policy helped us to
effectively get essential supplies to vulnerable people
in Lebanon through our existing regional partner in
the Bekaa Valley.
Finally, good governance is essential to ensuring that
a charity operates with integrity and in good faith. An
effective board needs a diversity of perspectives, a broad
range of skills, and people with a proven track record of
achievement, community service and integrity. People
who go on charitable boards merely to feather their
resumes and build networks are not going to be effective
at challenging management and holding them accountable.
Transparency, efficiency,
effectiveness and governance.
If your charity of choice is not
following these or similar best
practices, maybe it’s time you
asked why.
Winston Kassim is Chair of
Global Monitoring for IDRF,
a retired bank executive,
and a member of the
Order of Canada.
www.idrf.com

The Canadian Business Quarterly - www.TheCBQ.ca

TOP 3 MISTAKES SMALL

BUSINESSES
MAKE BEFORE A

SALE
O

ver my almost 20 years of experience advising
small business owners with mergers and
acquisitions, including hundreds of reorganizations,
asset sales, and share sales, I have noticed a curious
pattern: most vendors spend more time preparing
their home or condo for a real estate sale than they do
for a sale of their business.
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Once you have listed your residence for sale with a
realtor, typically you will mow the lawn, fix that squeaky
door hinge, perhaps even hire a home stager to stash
the family portraits and spruce up the interior before the
showings. But, for some reason, I have encountered a
number of small business owners who have taken almost
no steps to prepare their enterprise for a pending sale
transaction. It is often the case that the fair market value
of the assets or shares of the business being sold
exceeds the dollar value of the home or condo, yet more
attention is being paid to the residential conveyance.
Accordingly, I have assembled my list of the top 3
mistakes that small business make before a sale:

1. FAILURE TO MAINTAIN
CORPORATE RECORDS
All companies in British Columbia are required under
the Business Corporations Act to maintain what is known as
a “minute book”. This is a binder containing the charter
documents of the company, as well as, the annual consent
resolutions of the shareholders and directors, and the Annual
Reports filed with the Registrar of Companies. Too often I
am retained to assist a client with a sale of the shares or
assets of a company and the corporate records are missing
or otherwise deficient. For cost saving reasons, some small
business owners choose to maintain their own “minute
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book”, rather than having a law firm act as the registered
and records offices to handle filings. Corporate records
prepared and maintained without legal assistance are
almost without exception missing key information or
unavailable. In order to close the commercial sale, all of the
non-existent or incomplete corporate records will need to
be brought up to date: frequently at increased cost in terms
of the legal fees to prepare and often resulting in the delay
of closing the transaction. Simply put: no current “minute
book”, no sale.

2. FAILURE TO SEEK
ACCOUNTING
AND TAX ADVICE
You should consult with a CPA before entering into
any Letter of Intent or definitive Share Purchase Agreement
or Asset Purchase Agreement. How the sale is structured
will have a crucial impact on the tax treatment of your net
sale proceeds. Again, for cost saving reasons, some small
business owners will contact only a bookkeeper for advice,
while a CPA with proper taxation experience would have
been able to have saved the client tens if not hundreds of
thousands of dollars in taxes with the optimal structure
before disposition. This may include a pre-closing corporate
reorganization of the company, such as a “purification”
to make use of the lifetime capital gains exemption for
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the sale of shares of a qualified small business corporation,
potentially making the sale proceeds tax-free. I recall a
past client who received bad tax advice from an inept
practitioner and signed a binding Asset Purchase Agreement
for the sale of her business that included a commercial real
estate property. As the transaction was structured as an
asset sale rather than a share sale, the difference to the client
was a capital gains tax bill of over $100,000.00, as opposed
to $0.00.

3. FAILURE TO RETAIN
EXPERIENCED
LEGAL COUNSEL
If you notice a recurring theme in the narrative above, it
is that of small business owners being “penny-wise and
pound-foolish”, which means to be extremely careful about
small amounts of money and not careful enough about larger
amounts of money. Relatively minor expenditures such as
paying annually to keep the corporate records up to date or
hiring a qualified CPA for tax planning and structuring,
ultimately would have saved the client money: as in the
example above, $100,000.00 or more. The same may be
said about retaining a lawyer to handle your share or asset
sale. The disposition may be to a larger competitor, to senior
management and employees, or to the next generation of
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family members as part of a succession plan. In all cases,
you should ensure that you hire a lawyer that actually
has experience with corporate transactions and the sale of
businesses. There are nuances in reviewing and negotiating
the definitive purchase agreement and the ancillary
closing documents with the purchaser’s counsel that a
lawyer who specializes in this practice area will be aware
of through “boots on the ground” experience. A general
practitioner may purport to be able to assist, but beware
of the jack of all trades, master of none. As with tax advice,
sage legal counsel on the sale may limit your exposure to
infinite personal liability and potentially add value in terms
of your peace of mind and the final sale proceeds that
end up in your wallet. To conjure up a medical analogy:
you need a cardiologist rather than your family GP for the
matter.

With over 19 years of experience
practicing corporate/commercial
transactions, residential real
estate and secured lending law.
Scott T. Johnston
is the Partner,
CBM Lawyers LLP,
www.cbmlawyers.com
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