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One red paperclip. A lawnmower. 
From inspiration to market disruption, entrepreneurial spirit is a powerful creative 
force that flows within each of us; driving us to achieve, surpass, achieve our 
wildest ambitions and ultimately, to create something more. Entrepreneurism is 
responsible for both our greatest leaps forward and our massive economic 
prosperity. It has the power to change the world. 
 

A garage door. A key tied to a kite.  
Waterloo Region’s Entrepreneur Week is now North America's biggest 
innovation festival dedicated to Entrepreneurial Spirit. And it’s getting bigger all 
the time. Now more than 17 events and conferences, 13 venues, 100+ speakers, 
2 tradeshows, 50+ venture resources, a ton of partners and thousands of 
entrepreneurs make Entrepreneur Week a festival unlike any other. 

 
September 29th through October 6th, 2006, “From Small Ideas to Quantum Leaps” -- the third annual 
Entrepreneur Week -- creates a unique opportunity for entrepreneurs to form rich connections with mentors, 
professional services firms, investors, government and business organizations.  
 

A cup of Java. The lightbulb. 
Chapter 4: Your Business Life Cycle -- Time to Grow is about putting your ideas into action. We’ve brought you 
some amazing keynote and expert speakers, entrepreneurs who’ve been there again and again, to inspire and 
educate you.  The Chapter 4 Resource Guide provides an indispensable, comprehensive snapshot of venture 
support in Waterloo Region. A Guide to assist and inform you as you strive to succeed along your personal, 
entrepreneurial journey.  
 
A huge thanks to all of our sponsors, supporters, community partners, to our guests and experts, and to you, for 
making this incredible event happen. 
 

Come with us. Revolutionize the world. 
 
Iain Klugman 
President and CEO 
Communitech: Waterloo Region Technology Association 
www.communitech.ca  

http://www.communitech.ca/
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Chapter 4 - Thursday October 5, 2006     
Afternoon Agenda     
  Start (pm)  End (pm)
Registration & Networking   3:00 to  3:30 
Welcome & Introduction of Partners   3:30 to  3:45 
Introduction of Keynote #1 Sunjay Nath 3:45  to 3:50 
Keynote Presentation & Q&A Angela Mondou 3:50 to  4:15 
Thank you & instruction for Round Table Sunjay Nath 4:15 to  4:20 
Round Table Workshop #1  4:20 to  4:40 
Transition #1  4:40 to  4:45 
Round Table Workshop #2  4:45 to  5:05 
Transition #2  5:05 to  5:10 
Round Table Workshop #3  5:10 to  5:30 
Brown Bag Dinner & Networking  5:30 to  6:00 
Introduction of Keynote #2 Sunjay Nath 6:00 to  6:05 
Keynote Presentation & Q&A Jack Roseman 6:05 to  6:35 
Introduction of Guy Kawasaki and Hello from Guy Iain Klugman and

Guy Kawasaki 6:35 to 6:40 
Thank you & Closing Remarks Iain Klugman 6:40 to  6:50 
Networking   6:50 to  7:15 
 

AGENDA – THURSDAY, OCTOBER 5, 2006 
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Angela Mondou, Chief Creator of ICE Leadership 

 
Angela Mondou is a former Air Force Captain, whose career has been an adventure, taking 
her from worldwide military operations to some of the most leading-edge companies in the 
world. She is a recognized aspirational speaker and leadership and marketing consultant 
with blue-chip companies and start-up ventures. 
 
Angela serves on several board of directors, including the Canadian Forces Liaison Council 

(CFLC) and Advancing Canadian Entrepreneurship (ACE) at Wilfrid Laurier University. She was awarded a 
peacekeeping medal for her work in 1992 in the former Yugoslavia with the United Nations Protection Force. In 
2005, Angela was honoured to represent Canada’s peacekeepers in the Year of the Veteran campaign. Angela 
appeared in a television commercial commemorating veterans and was featured on a special circulation 25-cent 
coin released by the Royal Canadian Mint.  
 
On September 6, 2006, Angela added “author” to her list of accomplished. She self-published “Hit the Ground 
Leading!” which is currently available online at www.iceleadership.com or at Chapters stores across Canada. 

 
 
  

http://www.iceleadership.com/
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Jack Roseman, Director of The Roseman Institute 

Well-known Pittsburgh entrepreneur Jack Roseman serves as Director of The 
Roseman Institute, providing business counsel, advice and mentoring to promote the 
financial success of high growth companies in Western Pennsylvania. His counsel 
has been an invaluable source of insights and analysis for hundreds of entrepreneurs 
and business men and women. 

Mr. Roseman formerly was the John R. Thorne Professor of Entrepreneurship and 
the associate director of the Donald H. Jones Center for Entrepreneurship, Tepper 
Business School at Carnegie Mellon University. In this role, he was head of the 
Undergraduate Entrepreneurship Program and the director of the very successful and 
popular Entrepreneurial Management Program, an executive course for CEOs and 

founders of companies generating between $1 million and $30 million in revenue. He also was a columnist on 
entrepreneurial management for the Pittsburgh Post-Gazette and previously for TEQ, a monthly publication of 
the Pittsburgh Technology Council. 

From 1982 to 1987, Mr. Roseman was CEO, president and later chairman of Actronics, a manufacturer of 
interactive video systems, primarily for the health and medical marketplace. In 1998, the company was acquired 
by Laerdal, Inc., the world's largest manufacturer of medical manikins. 

Earlier, from 1970 to 1979, Mr. Roseman served as president of On-Line Systems, a computer service 
company. It was listed on the American Stock Exchange until acquired by Sprint in 1979. At that time, he was 
named chairman and president of United Computing International, a Sprint subsidiary. 

During the mid-1960s, Mr. Roseman founded the computer services division of Heliodyne Corporation. The 
company later was acquired by KMS Industries, an over-the-counter company. 

Mr. Roseman has served on the boards of many private companies and is advisor to several for-profit and not-
for-profit corporations. He is a board member of the Pittsburgh Chapter of the National Foundation for Teaching 
Entrepreneurship (NFTE).  He is director emeritus of the Pittsburgh Technology Council and was a board 
member of the MIT Enterprise Forum of Pittsburgh.  He also served as an advisor to the Kobold Foundation and 
was a member of the CL Fund Planning Commission.  He previously served as Mentor-in-Residence at The 
Brewery Innovation Center from 1987 to 1990. He has been a member of the Association for Computing 
Machinery (ACM) from 1956 to 2000. He is the recipient of the 1991 Entrepreneur of the Year Judges' Award 
and was named the Top Pacesetter in 2000 in the Pittsburgh Area by SBN. He is listed in several Who's Who 
publications, including Who's Who in America. He received the Lifetime Achievement Award by the Donald H. 
Jones Center for Entrepreneurship at Carnegie Mellon University and he was recognized by Carnegie Mellon 
University for Sustained Teaching Excellence.  He co-authored Outrageous Optimism: Wisdom of an 
Entrepreneurial Journey. 

Mr. Roseman's experience includes being a member of the research staff at the Massachusetts Institute of 
Technology Computation Laboratory in the mid 1950s and a faculty member of the University of Massachusetts 
Mathematics Department.  
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List of Topics and Speakers 
 
 
SALES AND MARKETING 

• How to turn your company into a perpetual growth machine – leadership matters – Angela Mondou 
• Marketing primer for engineers who [used to] make fun of marketers – Alex Leyn 
• Product development: speed vs quality and other traps 
• Strategic alliances/partners – Chris Wormald 
• Breaking into new geographical markets – David Strucke 
• Developing distribution and sales channels – David Litwiller 
• Developing a go-to-market strategy – Ian Russell 
• Marketing communication: biggest bang for your buck – Jennifer McCredie 
• Making your company look bigger than it is – Mark Sangster 
• Talking to potential customers: the importance of early customer input – John Baker 

Human Resources 
• Finding and hiring the best talent – Brad Siim 
• Getting the most our of people in small companies – Jim Stirtzinger 
• Keeping your best employees – Kimberley Hogan 
• Compensation: attracting the best employees – Tim Jackson 

Legal and Accounting 
• Introduction to patents – Jeffrey Wong 
• Licensing technology: how do we share technology, make money and not get stung? – Rick Morelli 
• Building a budget: what will you need cash for? – Carol Leaman 
• Protecting your intellectual property – Krishna Pathiyal 
• Shareholder agreements, employment agreements, NDAs and other contracts – John Durdan  

Funding/Finance 
• Presenting your company to investors – Andrew Abouchar 
• Government assistance – what’s available and how to get it – Cindy Weeks and James Perly 
• Tax effective structuring – a founder’s perspective – Peter Routly 
• Making use of the SR&ED Tax Credit – Martin Kern & Brian Glutek 
• Selling your company: preparing, negotiating, integrating – Ray Simonson 
• Pricing strategies: what’s it all worth? – Rod Foster 
• Planning an exit strategy – Jeff Leasa 
• Cash flow management – Simon Adell 
• Finding and attracting angel investors, and the differences between angels and VCs – Tim Ellis 
• The art of the elevator pitch – Dave Bullock 

Business Management and Leadership 

• Outrageous optimism – wisdom for the entrepreneurial journey – Jack Roseman 
• Brand building for entrepreneurs – Barry Billings 
• When things go wrong: How to restructure your company and refocus the culture – John Keating 
• Finding and working with a mentor – Mike Stork 
• Outsourcing: making use of international resources – Bill Elliot 
• Selecting and working with your board of directors – Randy Fowlie 
• Business planning: when to plan, when not to plan – Benson Honig 
• How to work with industry analysts – Steve Traplin 
• How do you know it’s a good idea? – Jeff Fedor 
• Michelin Development: employee to entrepreneur – John Tully 
• Selecting a business model – how will you make money? – Randall Howard 
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Sales & Marketing 
 

 
 
Angela Mondou 
Chief Creator of ICE Leadership 
 
How to turn your company into a perpetual growth machine - leadership 
matters 
Angela Mondou is a former Air Force captain and marketing executive whose unique and 
unconventional career has taken her from worldwide military operations to top-ranked high-

tech companies, most recently Research In Motion, the creators of BlackBerry™.  
As a military officer, while working for NATO in West Germany, Angela successfully developed the strategy to 
deploy the largest United Nations Peacekeeping contingent in history in 1992 into former Yugoslavia. While 
under fire and in just 10 days! She was also responsible for the rapid mobility planning and global logistics for 
the Canadian Forces Fighter squadrons during Operation Desert Storm.  
After nine years in the Air Force, Angela moved on to the high-tech industry where she worked in North 
America, Europe, the Middle East and Africa. As a global team leader she was responsible for numerous 'rapid 
results' initiatives including: dynamic marketing programs, channel development strategies and product and 
team launches for some of the most exciting wireless technology this decade!  
In 2005, Angela was honoured to represent Canada’s peacekeepers in the Year of the Veteran campaign. 
Angela appeared in a television commercial commemorating veterans and was featured on a special circulation 
25-cent coin released by the Royal Canadian Mint. 
Now an entrepreneur and chief creator of ICE leadership, Angela has taken her unique leadership experience to 
a whole new level. She is a powerful national speaker on leadership and career strategies, delivers leading-
edge workshops and recently launched her first book entitled, Hit the Ground Leading!  
Top Tips for Entrepreneurs taken from “Hit the Ground Leading!”   

• SEIZE EVERY OPPORTUNITY and maximize on your potential – this is the decade of leadership 
opportunity…for entrepreneurs, humanitarians, business leaders and visionaries.  “What the hell am I doing 
here?” is a question you should be asking yourself – frequently. 

• GET GOOD AT EXECUTION.  Learn how to ‘make it happen’ and remember “quick, dirty and sometimes 
flawed” is all it might take.   

• PUSH YOUR ENVELOPE and know how to re-invent yourself and your team.  Stepping into the 
unknown is a critical skill for staying two steps ahead in these fast-paced times! 

• COMBINE FORCES - get a 2 I/C.  There is no question, the sum is greater than the parts.  If you are 
looking at ‘scaling’ your business and expanding in your marketplace…the ‘second in command’ or ‘co-
leader’ is the way to go. 

• GET COMFORTABLE WITH BEING UNCOMFORTABLE.  Being an entrepreneur is all about ‘anticipating 
change’, preparation, planning and ‘readiness’.  Make sure you have 

• BE ACCOUNTABLE – the buck stops with you.  When you really want to make a difference, you will 
have to lead from the front and that will take ‘guts’. Own the risk, share success and then you can make the 
difference. 

• IT MIGHT BE MISSION CRITICAL -- but it’s not Mission Impossible!  It doesn’t matter what business you 
are in, things are moving fast.  Know what strategies and tools you can use to thrive in the hot seat. Feel the 
need for speed. 

• REMEMBER PASSION = POTENTIAL.  Energize your team, create a freethinking environment and spark 
that creativity! 

• CONNECT THE FRONT LINES and the BIG PICTURE.  Communication at many different levels is critical 
to your success.  Practice the ‘2 up 1 down’ strategy to keep your team and mission well connected. 

• LINK YOUR TEAM TO THE MISSION.  When things are moving at warp speed take the time to 
provide clarity of the mission and everyone’s roles in supporting that mission.  It’s fundamental to team 
cohesiveness.   
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Alex Leyn 
General Manager, Nuvation Research Corporation 
 
Marketing primer for engineers who [used to] make fun of 
marketers 
After graduating with a B.A.Sc. in Computer Engineering from the University 
of Waterloo in 1992, Alex Leyn started his engineering career at Leitch 
Technology in Toronto.  After growing and learning with the company from 

150 employees in three sites to an IPO with over 800 employees at 6 sites, he moved back to Waterloo in 1997 
to join Pixel Scientific (aka PixStream) as the 8th employee and amongst many design roles, ran PixStream’s 
hardware group.  After Cisco’s acquisition of PixStream in 2000 (with 220 employees worldwide at the time), 
successful integration of PixStream into the “Cisco way”, and the heartbreaking disbanding of PixStream in 
2001, Alex joined VideoLocus as VP of Engineering.  VideoLocus was acquired by LSI Logic in 2002, after 
gaining worldwide recognition in emerging video compression technologies.  In 2004, Alex left LSI Logic to start 
the Waterloo office for San Jose-based engineering design services provider, Nuvation.  He enjoys squash, fast 
cars, long walks on the beach, and is a huge fan of rampant entrepreneurship. 

Tips: 

(1) Differentiate sales vs. marketing.  If you hire a sales person before you have a product ready to ship or a 
service ready to roll out, he/she will not be successful and will most likely look for new employment.  Prior to 
design of a product or structure of a service, you have to engage in an appropriate level of marketing, which will 
enable your sales team sell.  Two completely different disciplines, which involve completely different types of 
people. 
(2) Differentiate between marketing communication (aka marcom), market analysis/study/identification, product 
definition/management and. market/business development (aka busdev). 
(2a) MARCOM: 

• generate your message and get it out there  
• can and should be run as a quantitative activity 
• corporate image and message to the world, both external AND internal 
• web site, brochures, branding and logos, tradeshows, marcom strategy (e.g. viral, media advertising, 

etc.) presentations and external documentation templates 
• need creative, energetic, "off-the-wall", results-driven people here – have to include measurements 

(2b) MARKET ANALYSIS:  
Realize that sometimes (likely OFTEN for startups) there is no market to be analyzed -- a market needs to be 
invented/conceptualized/created.  Market analysis is about identifying the group of customers that are ready or 
will be for your product soon, whether those customers know it (i.e. have asked for it) or not. 
In the case where customer demand is clear, analysis involves segmenting and quantifying the markets from 
demographics, market studies, etc. 
In the more likely case where no clear market yet exists, the activity here is the creation of market theory for 
your product. Concepts like "value proposition", questions like "why will this customer part with their hard earned 
money for this product", etc. need to be answered in a compelling way -- it's not enough to say "build it and they 
will come", must understand WHY "they will come".  This area needs creative visionaries, with the ability to 
describe the vision to the team and with the rarer, but necessary ability, to break the vision down to arguable 
numbers. 
(2c) PRODUCT MANAGEMENT: 
Once a market focus is present, product definition/management is needed. Good product managers are often 
senior engineers or at the very least technical people. They develop a deep understanding of both subtle and 
obvious ways in which cost and performance of a product, affect the value of the product in the focus market. 
They must defend the market vigorously, not allowing critical features to be removed and not allowing 
unnecessary features to creep in. "Critical" and "unnecessary" are completely dependent on the specific market 
focus. The output is detailed requirements, early client collateral or strawmen proposals to allow a further 
increase in understanding of the market, and an on-going trade-off management activity as the product line is 
architected and built. 
It might not seem glamorous, but good product managers are very rare and worth much. 
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(2d) BUSDEV: 
Your market may not exist and even if it does, it may not be mature (i.e. no one really knows what the 
customers want, not even the customers; you might not even know for sure what a customer looks like). 
Your product is also unlikely to exist by itself in your focus market. 
Busdev is about identifying related markets, products, and partners. It is about generating deep knowledge of 
the value chain and establishing it.  It is about establishing solid, quantifiable partnerships. It is about people and 
relationships. 
(3) Marketing is harder (and more interesting!) than it might seem. It is often a pure form of creativity, 
conceptualizing and refining a concept, idea, or market into something tangible that engineers can actually 
design. As such, the rivalry between marketing and engineer is almost like the rivalry between cats and dogs. 
"Engineers trashed my critical feature", "Marketing is drunk again" ... In reality, a constructive continuous 
discussion and a solid relationship between engineering and marketing is the necessary approach. Marketing 
will learn what's possible, engineering will learn what the world needs, and often, brand new approaches and 
ideas surface that weren't visible before.  The result is success; without that interaction, it's just a whole lot of 
whining. 
So, welcome to Marketing, fellow Engineers. Two Drink Minimum  
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Chris Wormald 
Senior Manager, Strategic Alliances, RIM 
Strategic alliances/partners 
Chris runs Research In Motion's Strategic Alliances department and is responsible 
for technology licensing, partnership creation, equity funding and acquisitions.  Chris 
has valuation experience from the perspective of seven acquisitions that RIM has 
completed (and many more that haven't worked out).  In addition he has seen many 
of RIM's equity investments get diluted in down rounds, and has worked through 
numerous technology licensing deals. Prior to this, Chris has worked at HP, GE and 
spent 3 years trying to stay out of trouble in Bosnia. 

Chris has an Engineering degree from the University of Waterloo and an MBA from 
the Richard Ivey School of Business. 

Tips:   

• Partner development will take longer than you think.  A lot longer.  Reach out and begin developing 
relationships with partners long before you need them. 

• Business relationships are ultimately personal.  People will have a harder time hanging you out to dry if 
they know you on a personal level. 

• Nobody wants to partner with somebody they don't like.  If you drive me crazy, I'm not going to be 
excited spending time with you no matter how good the deal is. 

• Relationships change over time and are dynamic because underlying businesses do.  Revisit 
partnerships regularly and adapt them to suit the current environment. 

• Isolate the time element from your strategy.  If your strategic plan requires your partner to do something 
discretionary by a certain time, you're more vulnerable than you think. 

• If you give me a chance to say "yes" or "no" during the first call or meeting, I'm likely going to say "no" - 
see tip #2. 

• Start high in an organization when making initial contact.  Don't underestimate the value of an 
introduction by a third party or key customer. 

• Find two others who have forged a relationship with the company you want to approach.  Take them out 
to lunch and pick their brain. 

• Listen carefully to what I tell you, not to what you want to hear. 
• [Shameless self promotion] Use BlackBerry Messenger when in a jam to ask advice from a friend 

(www.blackberry.com/messenger) 

www.blackberry.com/messenger
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David Strucke 
President & CEO, Navtech, Inc. 
Breaking into new geographical markets 
 

One of the rising CEO stars in Waterloo Region, David has been with Navtech, a global 
leader in airline flight operations automation software, since 1999. 

Besides acting as President & Chief Executive Officer since 2001, he has also served as 
Chief Financial Officer and Vice President, Finance & Accounting, Director of Finance and Accounting, and 
Business Analyst for Navtech Canada. Before joining the company, David focused on mergers and acquisitions 
as a financial analyst for an automotive capital equipment manufacturer and performed financial and accounting 
consulting work for manufacturing companies. 

David is a member of the Prosperity Council which works to create an environment to support opportunities for 
prosperity in Waterloo Region. 

 
David obtained a MBA from Wilfrid Laurier University and is a graduate of the University of Waterloo with a 
Bachelor´s degree in Science in Engineering. 
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David Litwiller 
VP Corporate Development, DALSA  
Developing distribution and sales channels: How do you choose? 
Dave’s responsibilities include M&A, subsequent integration, and rehabilitation of 
underperforming business units, as well as oversight of DALSA’s investments in 
early-stage aligned businesses.  Prior to his corporate development role, Dave was 
the head of marketing for DALSA.  Dave started with DALSA in design engineering 
and engineering management.  In addition to his work within DALSA, Dave is active 
in an advisory and board capacity with several early stage technology-based start-
ups.  Dave holds a BASc in Systems Design Engineering from the University of 
Waterloo. 

Tips:   

 
• A sale is not a sale until the $ has been collected 
• The distribution channel is only a partial reflection of the marketplace.  Make direct contact with the 

marketplace for input on major strategy and investment decisions 
• For early stage tech companies, a prolonged stealth mode carries increasing risk with time of missing 

the mark of what paying customers will adopt quickly.  Get trusted customer input early on evolving 
technology- and product-concepts 

• Focus early-stage company sales effort on customers likely to buy themselves, and who also are best 
positioned to influence the purchase decisions of others.  The most motivated early customers are not 
necessarily the most influential among their peers. 

• It is only relevant to talk about substantially growing sales and the sales organization once the product 
and service offering has been refined to a point of repeatable deployment that resonates with leading 
customers 

• In the early days of the business, monitor the resources that go into closing each sale: $, time of key 
staff/management, time on the calendar.  This data helps show the speed with which sales can 
realistically grow from a small base, and, which kinds of investments in staff, training, products or 
services will likely yield the best acceleration of revenue and market reach as the business develops 

• As the sales force and distribution base grows: 1) Define the proportion of time salespeople are to 
spend on missionary work vs. nearer-term opportunities; 2) Manage expectations by defining the target 
market and specifying the tasks required in the selling process; 3) Provide regular performance reviews; 
4) Delivery timely responses and follow-up; 5) Deliver on your commitments; and, 6) Train, train, train 
the sales channel 

• When considering direct vs. indirect distribution, come to terms with the differences in control, influence, 
learning-curve, cash flow, and profit loading 

• 85% of venture capital backed technology start-ups will adopt some form of indirect distribution by the 
time of their liquidity event.  The highest efficiency indirect distribution comes from channel partners 
being able to sell the new product or service to the same customers and decision influencers that they 
channel is already selling to.  Keep this and other cross-selling success factors at the centre of 
discussion when looking at grafting distribution and sales forces. 

• When going international, the culture and norms of business vary widely, and can be much different 
from North America 

• Business owners’ liquidity options are enhanced when the business can routinely generate a quarterly 
forecast for revenue and profits, and then hit it.  It is an organizational skill to provide reliable 
projections.  It takes time to learn.  Especially if an IPO is in the company’s future, get used to the 
discipline of generating a financial forecast and then reaching it. 

 
Suggested Resources for Entrepreneurs:  

•  MIT Sloan Management Review 
•  McKinsey Quarterly 
•  Harvard Business Review 
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Ian Russell 
President and CEO, DiskStream Inc. 
Developing a go-to-market strategy: how are you going to get from here to 
there? 
Ian Russell is currently President of DiskStream Inc, a Waterloo-based start-up funded 
by TechCapital Partners. Ian has over 15 years of high-tech management experience 
during which time he has established, staffed and managed international development, 
sales and service organizations.  Ian has negotiated multi-million dollar technology 
licensing contracts, strategic alliances with key vendors and partners, as well as two 
successful trade sales of technology-based businesses to publicly listed companies. 

 

Prior to joining DiskStream Inc as President, Ian has held positions as Vice President, Software Components for 
Telelogic AB (publ), Managing Director of Real Time Products, Ltd, as well as a senior product management 
role at Research In Motion Ltd.  

Ian holds a B.Sc. in Electronic Engineering/Computer Science and a Ph.D. in Electronic Engineering, both from 
the University of Birmingham, England. 

Tips:   

• Use the four marketing “P”s (Product, Price, Placement and Promotion) to drive the creation of your 
GTM plan. 

• Product: Start by writing down a concise value proposition and positioning statement (see Geoffrey 
Moore / “Crossing the Chasm”).  

• Product: Keep your positioning as clear and simple as possible – remember that customers/markets 
differentiate between products in a very coarse way. 

• Product: Make sure you have a “whole product”. Put yourself in your customer’s shoes - research and 
analyze what is needed beyond your core product to make the overall offering complete and usable 
(e.g. training, services, integrations with other product, etc.). In case you don’t get it, think of a car – 
which would be pretty useless without gas & repair stations, service stations, road maps, road signs etc. 

• Price: Research your pricing strategy carefully. Consider your costs, the customer’s ROI expectations, 
competitive pricing, your market’s perceived value of the product, etc.  

• Placement: Sketch out your view of the typical sale of your product or a similar product. Break this down 
into the phase of the buying cycle (i.e. awareness, interest, evaluation, trial, and adoption) and identify 
what needs to happen at each phase. 

• Placement: Design your channel strategy so that there is a player with the skills, reach and economic 
incentives to execute what is needed at each phase of the buying cycle. Be realistic, consider the 
access to customers/market, complexity of the product, cost and margins, the need to create vs. fulfill 
demand etc. Accept that your channel strategy will always change and evolve – especially early on.   

• Promotion: Build your messaging to help enable your customer to form a “buying vision”. Keep it simple. 
Focus on clearly articulating how the customer will use your product to achieve a goal or solve a 
problem. Stick with simple usage scenarios and avoid meaningless jargon or hyperbolae (e.g. “state of 
the art”). See “Customer Centric Selling” (Bosworth and Holland) for more tips on messaging (and 
selling in general). 

 
Promotion: Create and adjust your promotional mix to give you the best bang for your buck. Don’t be afraid to 
ask potential customers how they find out about products like yours.  
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JENNIFER McCREADIE 
 
Jennifer McCredie 
Vice President, Marketing Services, Open Text Corporation 
Marketing communication: biggest bang for your buck 

A member of the executive team at Open Text, Jennifer is lead and champion for 
the company’s marketing efforts, from customer and market segmentation, analyst 
relations and marketing planning to delivery through marketing communications, 
corporate communications, web marketing, customer reference programs, 
graphics and multi-media. 

A relative newcomer to Waterloo Region, Jennifer brings a wealth of experience in 
technology marketing, corporate marketing and communications, strategic brand development and production 
development and launch strategies. She has a unique personal history of entrepreneurial and corporate 
experience, having managed her own successful start-up internet business and later becoming President 
of Market Directions Consulting Group where her global clients included Citigroup and other Fortune 500 
leaders.  Her corporate experience includes marketing management roles in Financial Services and Eastman 
Kodak’s Imaging Division.  She holds an MBA, B Comm. and BA. 

Jennifer is as committed to her community as she is to the marketing profession and serves on several advisory 
boards and committees, including Communitech. 
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Mark Sangster 
Marketing Manager, DiskStream 
Making your company look bigger than it is 
Mark Sangster has over 15 years in communications and training within the hi-tech 
industry, with companies such as Research In Motion, PixStream and Cisco. He is 
currently the Marketing Manager with DiskStream Incorporated, and responsible for 
launching their ground-breaking products into the media and entertainment industry. 
Mark has managed international technical documentation and training organizations, 
and tackled the challenges associated with multi-product, multi-language development 
and publication. He holds a B.A. in Psychology from the University of Western Ontario 
and a diploma in Technical Communication from the Humber College Business School.  

Tips:   

• Find your niche: know your industry and segments, lingo and issues, the guerrillas and the disruptors 
(Make use of IRAP) 

• Build out a Go To Market Plan (4Ps) 
• Build industry presence: associations, low-cost shows, media activities 
• Develop a low-cost, solution-centric brand based around core communication points and consistent look 

and feel 
• Avoid spending on sizzle: big shows, expensive giveaways, gold-leaf corporate folders don't equate to 

success 
 
Suggested Resources for Entrepreneurs:  

 
• Christensen and Raynor, The Innovator's Solution (2003) Harvard Business School Publishing 

Corporation  
• Napoles, Corporate Identity Design (1988) John Wiley & Sons, Inc. 
• Levinson, Smith and Wilson, Guerrilla Tradeshow Selling (1997) John Wiley & Sons, Inc. 
• Morrison, Conaway and Borden, Kiss, Bow, or Shake Hands (1994) Bob Adams, Inc. 
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John Baker 
Founder, President and Chief Executive Officer, Desire2Learn 
Talking to Potential Customers: The Importance of Early Customer Input 
Found in 1999, Desire2Learn is headquartered in Kitchener-Waterloo, Ontario and 
with satellite offices in New Brunswick and British Columbia.  John is a hands-on 
leader who creates the vision and plays an integral role in positioning the company as 
the premier provider of learning technology. Under John’s leadership Desire2Learn 
has become the enterprise market leader with more than 4 million learners worldwide 
and sustaining continued rapid growth. Desire2Learn was recently won a 2006 
Deloitte Fast 50 Award as one of Canada’s fastest growing technology companies, 
with 2,117% growth during the years spanning 2001 to 2005. 

John graduated with an Honors B.A.Sc. in Systems Design Engineering, with First 
Class Honours and an option in Management Sciences from the University of Waterloo in the year 2000.  

John is an active member of industry consortiums, peer-to-peer groups, contributes to standards and 
specifications bodies, and regularly speaks at conferences around the world.   

 

Tips:   

 
Entrepreneurship is the talent, energy, enthusiasm, dedication, passion, process, and everything else involved 
in bringing an innovative idea or vision to reality.    
 

• Treat problems as opportunities to improve, don't run from them 
• You will need persistence, passion, and energy to survive 
• Success is a balance of Vision, Planning, and Execution 
• Find great people... it's your most valuable asset even if it doesn't show up on the books 
• Find clients that are both supportive and demanding, not just demanding or just supportive 
• Believe in yourself and your team, and show everyone you care 
• Get out there and sell your team and your ideas! 
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Human Resources 
 

 
 
 
Brad Siim 
Co-founder, Chief Operations Officer, and VP Engineering, Sandvine 
Incorporated 
Finding and hiring the best talent 
Brad is Chief Operating Officer and Vice President of Engineering at Sandvine. He 
manages all stages of product development from conceptualization to final product 

manufacturing release. Prior to Sandvine, Brad was vice president of engineering and co-founder of PixStream. 
Brad holds a bachelor of applied science degree in computer engineering from the University of Waterloo in 
Canada. 

Tips:   

• Read Joel Spolshy’s software developer “Guerrilla Guide to Interviewing” whitepaper – 12 pages. 
(www.joelonsoftware.com/articles/fog0000000073.html) 

• Follow Joel’s guide. Most importantly  “YOU MUST HAVE NO DOUBTS ABOUT ANY ASPECT OF 
THE CANDIDATE!” Do not convince yourself that the candidate is good.  

• Make the decision to hire during the face-to-face interview. If you can’t decide, move on. Time does not 
improve the candidate, just fades your memory. 

• Be aggressive about getting the positions filled. Delays in hiring will cost time to market. Do not settle for 
average developers. 

• Do not waste time during the recruiting process. The best candidates will get lots of job offers very 
quickly. I use a 3-5 day interviewing & hiring policy: 

• 24-hours - Read & rank resumes 
• 48-hours – Contact and 30-minute phone interview top candidates. 
• 72-96 hours – Face to face interview. Job offer overview. 
• 120 hours – check 2 references, make job offer. 
• Start over, don’t waste time on candidates that didn’t call back or who you have not been able to 

talk to in the 5-day period. 
• Local University Co-op programs are the best source of top talent. Request marks & co-op evaluations. 

Aim high! 

• 3 most important aspect of an employee: 

• Passion & Motivation 
• Intelligence 
• “Get the job done kind of people”  Have a record of getting results. 

• Remove bad hires within 2-3 months. Don’t procrastinate, it only makes it worse the longer that they 
hang around: 

• Work is not getting done that you think is getting done. 
• They will start making friends and you will have a moral issue. 
• You are hurting them get another job because they can hide a 2-month hole on their resume, 

but can’t hide a 1-year hole. 

• Be careful about hiring out of town people (especially Toronto). They must be willing and able to move 
or they will quit about 1 year later. 

 

http://www.joelonsoftware.com/articles/fog0000000073.html
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Jim Stirtzinger 
Chief Operating Officer, Medicalis 
Getting the most out of people in small companies 
 

Jim is the Chief Operating Officer at Medicalis Corporation in Kitchener and has been 
involved in Waterloo Region’s software development industry for more than eight years, 
guiding the strategic management of people, operational processes and productivity 

tools. Before joining Medicalis, he was Vice-President Organizational Productivity with Mitra Imaging 
Inc. and held leadership positions in organizational development, business process improvement and 
acquisition integration within the collaborative knowledge management and robotic machine industries 
(both public and private organizations). 

Jim is a graduate from the Advanced Program in Human Resources Management at the Rotman 
Business School at the University of Toronto as well as the sales and marketing business program at 
Niagara College. He has also completed the Management Development program at GE´s John F. 
Welch Leadership Center in Crotonville. 

 

Tips:   
Everything I had been taught about Performance Management was wrong! 
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Kimberley Hogan 
Vice President, Human Resources 
 
Keeping Your Best Employees 

As Christie's Vice President of Human Resources, Kimberley manages a global employee 
base of 800.   Christie has established a global reputation as the world's single source 

manufacturer of a variety of display technologies and solutions for cinema, large audience environments, control 
rooms, business presentations, training facilities, 3D and virtual reality, simulation, education, media and 
government. Retaining employees, their experience, and their skills is critical to Christie's success and we pride 
ourselves in having a unique culture that translates into an unusually low turnover rate.  

Kimberley is a true HR Generalist and has held HR management roles in investment banking, not-for-profit, 
healthcare, and broadcasting. For the last 11 years she has lived the hi-tech rollercoaster ride at Christie.   
Kimberley possesses an H.B.A from U of T and has her CHRP designation.  

Tips:   

• Communicate and Live your Values 
• Create a learning environment  
• Develop fair and competitive compensation practices  
• Be innovative in managing and motivating your employees 
• Hire a dynamic, committed but balanced leadership team  
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Tim Jackson 
Partner, Tech Capital Partners Inc. 
Compensation: attracting the best employees 
Tim’s strategic vision and passionate leadership have been driving forces behind Tech 
Capital’s success. A seasoned investor, he is committed to building world-class 
companies. Tim negotiated the $550 million sale of PixStream Inc. to Cisco Systems 
and has orchestrated financial transactions, Initial Public Offerings and corporate 
acquisitions in many diverse industries. He has the operational expertise, financial 
acumen and rich network of contacts to take companies seamlessly from startup to 
acquisition.  
 
Experienced in executive leadership roles, Tim has acted as Chief Financial Officer, 

Chief Executive Officer and Board Chair for numerous emerging-growth companies. He is a respected, hands-
on business manager and his skilled mentoring helps companies ramp quickly, delivering a higher return on 
investment.  
 
Tim is a popular speaker in both business and academic circles and has served as director on numerous 
corporate boards, including Sandvine Inc., VideoLocus Inc., LiveHive Systems Inc., DiskStream Inc. and 
FibreTech Telecommunications Inc. He has also been a board member of many charitable and not-for-profit 
organizations. He sits on the Board of Governors for the University of Waterloo and is Chair of the University’s 
Finance and Investment Committee. He is a director of Communitech Technology Association, an organization 
that fosters the growth and success of Waterloo Region technology companies, chairs the Waterloo Public 
Library Board and is President of the Food Bank of Waterloo Region. Tim has a Bachelor of Arts degree in 
accounting from the University of Waterloo and is a Chartered Accountant. 

Tips:   

• Share the wealth – stock options for EVERYONE. You want potential employees to know that you want 
all employees participating in success.  

• Treat your existing employees well. The best recruiting tool is your reputation. Closing new employees 
will be much easier if your existing employees sing your praises.  

• Consider an employee share purchase plan paid through payroll deduction. Shows you value employee 
share ownership.  

• Benefit plan – don’t underestimate the importance of this. It may not be important for hires coming 
straight out of school but when you go to recruit a VP level individual from a large industry player and 
he/she has a family it could be a deal breaker.  

• Be consistent with perks. If everyone at the company has three weeks vacation it makes it easy when 
someone tries to negotiate for four weeks - you simply tell them that everyone at the company has three 
weeks.  

• Ditto for employment agreements. Don’t make exceptions to your standard agreement. Once you agree 
to one change you can no longer say that it is “non-negotiable”  

• Be realistic with cash compensation. You can’t expect someone currently making $120,000 to come to 
work for $80,000 if they have built a lifestyle around $120,000…  

• …but make sure they are working for you because they LOVE the work not for the cash. You should not 
need to offer more money to recruit someone to an early stage company. So in the above example 
perhaps they will work for $110k with options etc.  

• Take care of employees’ families. Send flowers or restaurant gift certificates to spouses of employees 
when they travel. Organize family days for employees and their children. While these things will not 
appear in job offers, candidates doing research will know about them and are much more likely to join 
an employer who recognizes the family sacrifices that are often required when working for an early 
stage company.    
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LEGAL AND ACCOUNTING 
 

 
 
Jeffrey Wong 
Associate, Borden Ladner Gervais LLP 
Introduction to patents 
Jeffrey W. Wong is an associate with our Kitchener office. Jeffrey graduated 
from Electrical Engineering (Computing Option) at Queens University in 1997. 
Jeffrey qualified as a Canadian and United States patent agent in 1999 after 
passing the patent agent exams on his first attempt. 

 
Areas of Practice 

• Intellectual Property with a particular emphasis on all aspects of preparing and prosecuting patent 
applications. 

• Registered for practice before the United States and Canadian Patent Offices. 
 

Professional Experience 
• Experienced in the preparation and prosecution of patent applications for mechanical, electronic and 

communication related subject matter. 
 

Professional and Community Activities 
• Associate of Intellectual Property Institute of Canada 
• Member of Professional Engineers of Ontario 
• Member of IEEE 
• Gave talk at IEEE meeting in Halifax in 2000 on “Patentable Subject Matter” 
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Rick Morelli, Partner 
Borden Ladner Gervais LLP 
Licensing technology:  how do we share technology, make money and 
not get stung? 
As an associate and partner at BLG, Rick has guided both licensors and licensees 
through complex negotiations to a final deal.  License agreements are often the 
foundation of long standing and mutually beneficial commercial arrangements 
between and among parties that bring products to market.  The end of a license may 
mean the end of a business. 
Rick is a corporate and commercial lawyer in BLG's Waterloo Region office and has 
spent much of his career working with various companies on the legal and business 

aspects of technology development and licensing. 
Rick holds an A.B. from Colgate University in Hamilton, N.Y. where he was a varsity football Academic All-
American and a law degree from the University of Western Ontario.  

 
Tips: 

• Get yourself a good written agreement because people change departments and companies.  
Yesterday's deal may change over time.  

• Determine how much you are going to pay or be paid and the factors that may change your bank 
balance.  

• Protect your technology before you license it.  Should you have a patent?  
• What is your technology and do you own it?  Make sure it's clearly identified and properly represented.  
• Establish up front whether this is an exclusive deal or not.  Depending on the market, this may affect the 

economics.  
• Let's be clear about the territory because the world may be your market.  
• If the license goes, does your business go with it?  How much money are you going to spend marketing 

this technology? You should clearly set out the term of the deal?  
• Make sure you've settled on who will be liable for infringement at all levels; development, manufacture, 

marketing and sale.  
• Restrict access to those who need to know.  
• Choose a law and a method to solve your differences now.  You may not foresee an issue but they do 

arise from time to time. 
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Carol Leaman 
Chief Executive Officer, Carol Leaman Strategics, LP 
Building a budget:  what will you need cash for? 
 
Carol Leaman is the principal of Carol Leaman Strategics, LP offering strategic 
consulting services to small and medium sized businesses in Canada.  Carol’s 
background as a Chartered Accountant and the CEO of two dynamic technology 
companies in addition to working in the corporate finance group of a large public 
company have uniquely positioned her to offer first-hand experience dealing with the 

tough financial and operational challenges faced by entrepreneurs in rapidly growing enterprises.   

 

Tips:   

• Take the time to actually prepare a budget, don’t just think about it. 
• Be conservative on revenue and leave room for error on expenses. 
• Be realistic about what you can operationally accomplish. 
• Remember, revenue does not equal cashflow – you need to forecast both. 
• Be religious about tracking budget to actual and adjusting plans accordingly. 

 
Suggested Resources for Entrepreneurs:  

• Your peers – talk to people who’ve been there 
• There are tons of resources on the web – it’s easy to find lots of good information on budgeting. 
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John Durdan 
Partner, Gowlings 
Shareholder agreements, employment agreements, NDAs and other 
contracts 
A partner with Gowlings Waterloo Region, John Durdan is a member of the 
Technology Law Group. His practice includes securities matters, debt and equity 
financing, mergers and acquisitions, licensing and distribution arrangements, and 
general commercial advice. He has extensive experience in public equity 
financings, private equity and debt financings, stock option plans; acquisitions, 

dispositions, including domestic, and U.S. - Canada cross border transactions and international cross border 
transactions; software development agreements, master distribution agreements, joint venture agreements; 
bank operating and term loans.  

John was involved in the drafting of a report to the Standing Senate Committee on Bank, Trade and Commerce 
which focussed on the Transaction Costs of a Decentralized System of Securities Regulation, and assisted in 
editing “Rowley & Baker International Mergers: The Antitrust Process”, a text which describes the antitrust 
regimes in 29 distinct countries.  

Before embarking on his legal career, John was an investment banker with Merrill Lynch Canada Inc. in 
Toronto.  

Mr. Durdan received his Bachelor of Laws degree from the University of Toronto and his Bachelor of Commerce 
degree from Queen's University. Called to the Ontario Bar in 1995, he is a member of the Canadian Bar 
Association. 
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Funding/Finance 
 

 
 
 

 
Andrew Abouchar 
Partner, Tech Capital Partners Inc. 
Presenting your company to investors 
Andrew is a founding partner of Tech Capital Partners and brings ten years of venture 
investing experience and expertise to the firm. He spent five years as vice-president and 
portfolio manager at one of Canada’s largest venture capital firms. During that time, he 
was involved in financings for early and later stage technology companies and some 
traditional economy businesses. 

Andrew has served on the board of directors of a number of early-stage technology 
companies in Waterloo and Toronto; he currently serves on the board of directors of Covarity Inc. and 
DiskStream Inc. In November 2002, Andrew completed his tenure on the board of directors of VideoLocus Inc., 
and in May 2004, he completed four years as chair of the board of directors for Sirific Wireless Corp. 

Andrew is a member of the Council of Examiners for the CFA Institute, the CITO Accelerator Investment Review 
Committee, and the NSERC Idea to Innovation selection committee. He also serves as an expert reviewer for 
Sustainable Development Technology Canada and frequently lectures on early stage technology business and 
financing. 

Andrew holds a bachelor of applied science in mechanical engineering and a bachelor of arts from the 
University of Waterloo. He is a chartered accountant and also holds the Chartered Financial Analyst 
designation. 

 

Tips:   

Raising money from VC’s 
 

• Understand specifically how much value your product will be to the customer. 
• Is your technology “disruptive”?  Will it create a discontinuity in the cost and performance curves of the 

target sector?  By an order of magnitude?   
• VC’s are looking for home runs. Does your technology have this potential? 
• Is the market big enough to build a significant company?  Is it large enough to produce revenues of  $50 

or $100 million 
• Do you know who your first customers will be? How they make purchasing decisions? Who makes 

them? 
• If the VC’s call your customers or target customers, will they say that your product is something they 

must have? 
• Know your competition and know how to beat them.  Never believe that you “have no competition”. 
• Ultimately a VC will want to exit via a sale or an IPO. Are you prepared to let that happen?  
• Are you prepared to bring new members of the management team into the company (even as 

President/CEO) and give them an equity stake in the business? 
• Are you prepared to be accountable to third parties (i.e. the investors)? 
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Cindy Weeks 
Industry Development Officer 
Information and Communications Technologies (ICT) Branch 
 
Government assistance -- what's available and how to get it 
 
Cindy Weeks is an Industry Development Officer for Industry Canada’s ICT Branch.  Located in 
Industry Canada’s satellite office in Kitchener, Cindy works with local partners to position 

Canadian companies for growth and innovation in the global marketplace. 
 
Cindy has over 15 years of experience working with entrepreneurs across Canada.  Her work with Industry 
Canada programs, including Aboriginal Business Canada and Technology Partnerships Canada, have exposed 
her to a diverse client base spanning from small start-up sole proprietorships to mature publicly traded multi-
national corporations.  She has provided direction and advice to hundreds of entrepreneurs.   
 
Cindy graduated from McMaster University with a Bachelor of Economics and a Diploma in Accounting.  She is 
currently a CMA candidate with the Society of Management Accountants of Ontario. 
 

 
 
James Perly 
President and Founder – James Perly Consulting Inc. 
 
Government assistance -- what's available and how to get it 
 
James Perly founded James Perly Consulting Inc. in 2004 by merging with Audax Consulting Inc. 
(founded in 1998) with the mandate to help Canadian companies maximize their government 

grant programs. At JP Consulting, Mr. Perly is responsible for company management and development and is a 
senior manager of the technology services division. Mr. Perly brings a wealth of experience in information 
technology and management experience and has many contacts throughout several levels of government. JP 
Consulting delivers government grant consulting and lobbying services to clients throughout Southern Ontario. 
Mr. Perly was previously president of Perly’s Maps, a leading national brand and provider of mapping solutions 
until it was sold to Rand McNally Canada in 2004. 
 
I have created a subpage on my website detailed info for attendees regarding government grants, it should be 
live sometime this weekend. The URL is www.jamesperly.com/communitech. 
 

Tips:   

• Look to government programs as a means of leveraging your resources.  Don’t approach 
government programs after you have exhausted all of your resources, use the programs as leverage to 
make your dollars go further.   

• Be realistic.  Do not expect government programs to cover 100% of your project costs.  Most 
government assistance is structured to cost-share on projects or is fully repayable.   

• Be focused.  Government programs are typically structured to focus on a particular area such as R&D, 
skills development, or exporting.   

• Plan ahead.  As with any potential investor, government programs have due diligence requirements 
and these take time.  Ask in advance what those timelines are and plan accordingly. 

• Don’t discount the value of government services!  Website portals can be invaluable one-stop-
shops for “how to” information.  Advice,  market data, contacts are also available, particularly with 
regards to export markets.  Two excellent sites are: 

• Canada-Ontario Business Service Centre  http://www.cbsc.org/ontario/ 
• Industry Canada’s Strategis business & consumer site http://strategis.ic.gc.ca 

http://www.jamesperly.com/communitech
http://www.cbsc.org/ontario/
http://strategis.ic.gc.ca/
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Peter Routly 
Senior Tax Manager, Private Client Services, 
PricewaterhouseCoopers LLP 
 
Tax effective structuring – a founder’s perspective 
 
Peter advises clients on Canadian tax matters including estate planning, business 
restructuring, tax effective will planning, and proactive current tax planning.  His 
clients include business owners, corporate executives and other high net worth 
individuals. 
 

 

Tips: 

• Minimize the taxes you pay through pro-active planning. 
• Consider your family unit as a whole when tax planning. 
• It is better to earn a dollar and pay 46 cents tax on it, then to lose a dollar and save 46 cents in tax. 
• Consider the long term ramifications of your current decisions and plan for the future. 
• Don’t be too aggressive in your tax planning, once caught you are more likely to be subject to future 

audit. 
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Martin Kern & Brian Glutek 
Tax Partner, PricewaterhouseCoopers LLP 
 
Making use of the SR&ED Tax Credit 
 
Martin Kern is a Chartered Accountant and a Tax Partner with PricewaterhouseCoopers LLP in Kitchener. 
 
Martin advises corporate tax clients on general corporate tax matters including acquisitions, corporate 
reorganizations, and corporate income tax compliance.  His clients include emerging technology companies, 
Tier One automotive parts manufacturers, and furniture manufacturers.  Martin leads the 
PricewaterhouseCoopers LLP Scientific Research & Experimental Development (SR&ED) practice in Kitchener 
and assists clients in maximizing their SR&ED tax credit claims.  Martin also assists clients with other tax issues 
including employee stock based remuneration, taxation and intellectual property rights and international and 
corporate tax issues. 

 

Tips: 

• Incorporate your business to maximize SR&ED tax credits  
• Sweat equity is not claimable under the SR&ED program 
• Structure contracts in order to maximize SR&ED claim 
• Document your successes – and your failures 
• File quickly after your fiscal year end 

 

Suggested Resources for Entrepreneurs:  

1.  CRA website (http://www.cra-arc.gc.ca/taxcredit/sred/menu-e.html) 
2.  PwC Website (http://www.pwc.com/extweb/service.nsf/docid/09D44D1E8CD36DDF852570CA00177AEC) 
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Ray Simonson 
Chief Executive Officer, Software Innovation 
Selling your company: preparing, negotiating, integrating 
 
Mr. Simonson brings a deep technology expertise in enterprise development with a 
proven serial entrepreneurial approach to Software Innovation. His skills complement the 
other management strengths in developing, managing and growing mid stage technology 
firms to a profitable exit. 
 

As a seasoned executive and entrepreneur with a 28 year of track record in mission critical enterprise 
technology, Mr. Simonson brings a wealth of experience and skills to the management team at Software 
Innovation. Mr. Simonson has consistently demonstrated an ability to manage delivery and development of 
mission critical applications in key sectors. Most recently, he was Senior Vice President and Chief Technology 
Officer of CheckFree i-Solutions from 2000 to 2004. From 1996 to 2000, as Chief Technology Officer, he co-
founded Bluegill Technologies and assembled and led the development of the first XML-based internet billing 
application. The market success of this product led to the acquisition of Bluegill by CheckFree. 
 
Prior to his experience with Bluegill and CheckFree, Mr. Simonson was in a series of senior roles focused on 
delivering mission critical IT systems primarily in banking and insurance, with a deep expertise in enterprise 
content management and web application development. 

 

Suggested Resources for Entrepreneurs:  

 
1. Good to Great: Why Some Companies Make the Leap... and Others Don't -- by Jim Collins  
2. The Tipping Point: How Little Things Can Make a Big Difference -- by Malcolm Gladwell  
3. The Innovators Dilemma -- by Clayton M. Christensen  
4. Engineering Your Start-Up: A Guide for the High-Tech Entrepreneur -- by James A. Swanson &  Michael 

L. Baird  
5. Code Complete -- by Steve McConnell  
6. The Dilbert Principle: A Cubicle's-Eye View of Bosses, Meetings, Management Fads & Other Workplace 

Afflictions -- by Scott Adams  
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Rod Foster 
CEO Covarity 
 
Pricing strategies: what’s it all worth? 
 

Incorporated since 2001, Covarity is the leading provider of commercial loan 
management software solutions. The Covarity Dashboard helps financial 

institutions attract new business by harnessing the internet to improve customer service, while reducing the risk 
and effort associated with capturing borrower financial statement data and monitoring commercial loans. Please 
see http://www.covarity.com for additional information. 

 
Rod is a senior technology executive with a proven sales track record of maximizing market opportunity and 
return on investment. Demonstrated success in developing strategy and executing in global sales, business 
development, marketing, and product management.  
 
Rod is a key contributor to the development and lecturer of the “Tech Sales” Course. This course is now part of 
the curriculum of the Masters of Business, Entrepreneurship and Technology University of Waterloo. It is also 
been offered through the Schlegel Centre for Entrepreneurship School of Business & Economics Wilfrid Laurier 
University in junction with Communitech. 
T 

Tips:   

• Easier to lower a price than raise it  
• Raising the price of a product or service is a marketer’s way of saying buy something else  
• Price the way your prospect wants to buy   
• Pricing integrity is an area you must remain consistent – you will be judged  
• Discounting versus adding value add services  
• Your list price is the actual price you sold your last deal at  
• Nothing is for free  
• Sell the solution- not the product  
• What are your costs - all of them  
• ROI, ROI, ROI 
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Jeff Leasa 
Resource Development Manager, Heartwood Place 
 
Planning an exit strategy 
 
I was born and raised in Stratford, Ontario where I completed my high school education at 
Stratford Central Secondary School.  From there, I enrolled at Fanshawe College in London 
and obtained my diploma in Business and Marketing.  I moved to Kitchener in 1993 and 
worked at Future Shop as a computer salesman until 1995.  I then joined Golden Triangle 

OnLine, a local internet company, where I obtained ownership and became the VP of Sales.  The company was 
purchased in July of 2004 by Execulink.  At the time of the sale, the company was the largest private internet 
company in Canada with over 7,000 corporate customers and 40,000 residential customers.  I am presently 
Resource Development Manager at Heartwood Place, a local non-profit organization, where we provide and 
manage affordable housing. 
 

Tips: 
•  Need good Communications with individuals and groups at all levels 
•  Need Leadership and Management: ability to encourage others 
•  Need an Astute Business Sense: ability to identify and seize opportunities 
•  Need to have a Solution-Oriented approach  
•  Need to be Determined, Disciplined and Focused 

 

Suggested Resources for Entrepreneurs:  

•  Sam Walton – Made in America 
•  Zig Ziglar – Reaching the Top and Over the Top 
•  George C. Ballas, David Hollas – The Making of an Entrepreneur: Keys to Your Success 
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Simon Adell 
CFO, Covarity Inc. 
Cash flow management 
Simon has over 10 years experience in finance and software with ChannelWave, 
Trapeze Software, Royal Bank, and Franklin Templeton Investments. Simon is a 
Certified Management Accountant, and holds a Bachelor of Arts degree in 

economics from Queen's University and an MBA from the Richard Ivey School of Business at the University of 
Western Ontario. 

Tips:   

• Treat your auditors with respect. Remember that they are skilled professionals who are expert in their 
subject matter. Their time is as valuable as yours is. 

• Remember that your auditors don’t work for you, even though you’re paying their bills. They work for your 
company’s investors, not its managers, so there’s no reason for them to have to kow-tow to you. 

• Make sure the price for the services is negotiated in advance. This is just basic business common sense. 
• Be prepared. An audit is a necessary evil; (although often some good comes out of it, too) you’re going to 

have to do it, there’s no getting around it. Being prepared will make it go much smoother and quicker and 
save you lots of time in the long run.  

• Following on point 3, your auditors will give you a list of things they’re going to be looking for. Go through 
the list item-by-item with them well ahead of time, and find out exactly which points they’re truly going to be 
looking at, since the list they’ll give you will be a generic cover-all list they give to all clients, especially all 
first-time clients, and may contain things they won’t really be focusing on. Then prepare for the audit by 
gathering the information on the points they need and putting it all in a big binder, carefully labeled by point 
number. This binder will become the bible of the audit. Keep a copy of the binder for yourself. When the 
auditors come in for their initial field work, give them the binder. They will be extremely impressed and the 
audit will start off on the right foot and be set to run smoothly. 

• Be open with the auditors. Auditors are suspicious by nature, and, as with most people, the best way to 
disarm suspicion is by being extremely open. Be frank about limitations in your control practices or other 
matters – the auditors are probably going to discover the issues anyhow, and if they feel you are holding 
back, they will start going over everything with a fine tooth comb looking for more hidden surprises. That will 
just slow everything down and annoy you. Your auditors don’t expect your business to be perfect. If you are 
open about your limitations, the auditors will likely be impressed with your honesty, note the problems, give 
you helpful advice on correcting the issues, and move on. 

• Understand where you rank on your auditor’s importance scale, and act accordingly. Are you a high-fee 
client or a low-fee client? You can’t expect to be a low-fee client and receive high-fee service, although of 
course you always have a right to receive quality work. 

• Following along from point 5, take advantage of the opportunity to be a low-fee client. If you don’t have an 
urgent need for quick turnaround of your audited statements, then negotiate to be a second-tier client. Make 
it clear that you’re willing to accept the auditor’s more junior staff and that you’re okay with being down the 
list of priority in terms of when the work gets done. Then ask for – and expect – a heavily discounted rate. If 
they won’t accommodate you, look elsewhere. Audit firms are always busiest at certain times of the year, 
which makes it very difficult for them to allocate work to keep their people fully employed year-round. If you 
can offer to help them with this problem, you’re doing them a big favour. 

• Don’t be afraid to ask your auditors for help in business matters not directly related to the audit. These days 
it’s verboten for auditors to offer too much in the way of ancillary services, but there’s nothing wrong with 
getting their assistance on matters closely related to the audit. Since they’re very close to your company’s 
financial matters, it’s likely that your auditors will be able to do a good job on matters in this area. And giving 
auditors the chance to earn additional fees always helps your relationship with them. 

• As a last resort, don’t be afraid to switch auditors. This is not to suggest by any means that you should be 
looking to switch auditors at the drop of a hat or that you should treat such a course of action lightly. Far 
from it, since switching auditors is a big logistical headache and raises a ton of red flags about your 
company. That said, auditors know about this lock-in effect, and you shouldn’t let them take advantage of it. 
If you happen to be unlucky enough as to get stuck with one of the extremely rare bad auditors out there, 
you don’t have to fear the switch: if it’s for a good reason, your investors will understand and agree. If your 
auditor ever makes reference to the fact that you are basically stuck with them since switching is too 
problematic, that’s probably a good sign that you should be showing them the door. 
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Tim Ellis 
VP Operations and Co-Founder, Handshake VR 
Finding and attracting angel investors & the differences between 
angels and VCs 
 
Tim has over ten years of executive management experience in the K-W 
high-tech sector. Tim has successfully raised both seed capital and venture 
financing for a number of Waterloo-based high-tech companies. He has 

established a solid reputation as an invaluable part of the team setting corporate strategy and direction. 

Tips:   
 
Finding Angel Investors 
 

• Create a short list of possible candidates (name can be as important as their money) 
• Try to find a way in other than cold call  
• Present your opportunity with passion but not “used car sales” mentality 
• Offer more than just an opportunity to invest ie. a say in the direction of your company 
• Everyone else in your position has also targeted them so you will need a more compelling story 

 
Differences Between Angels and VCs 
 

• VCs will do much more due diligence on markets and the opportunity than angels 
• They will demand a fair market valuation 
• They will most likely have a greater network of contacts 
• They usually like to see a diverse Board of Directors and will require a Board seat  
• They will put a great deal of value in a strong management team and the ability for current management 

to identify weaknesses in existing team 
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Dave Bullock 
President & Co-Founder – LiveHive Systems 
 
The art of the elevator pitch 
 
As Co-Founder and President, Dave has helped lead LiveHive from a team of four 
founders working in a garage, to a world-class software provider with an international 
client base.  LiveHive is a provider of software solutions for the online gaming and 
entertainment industries, including the NanoGaming™ real-time event wagering 
platform.  His current role within LiveHive spans strategic initiatives, corporate 

structuring, and product positioning.   
 
Dave has held a number of product management and development positions at technology companies in 
Waterloo region, including Brock Solutions and IMS.  He holds graduate and undergraduate degrees in 
computer systems engineering from the University of Guelph. 
 
Tips:   

• Build a reputation for over-delivering in everything you do – all of your firsts (investors, clients, 
employees) will be taking a risk with you, make sure you’ve got a history that convinces them the risk 
is worth it. 

• Leverage every contact you have – you’ll be surprised at the ways your network of contacts can 
help grow your business (referrals, introductions, recruitment, etc.). 

• Set a firm target, and create a start-to-finish strategy to get there – continually re-asses if your 
current strategy is sufficient. 

• Your first customer is crucial – but in order to get them, don’t make a compromise to your 
business model that will haunt you for years to come. 

• Leave your ego at the door, and come prepared to learn something new every day.  The life of 
an entrepreneur is incredibly humbling as you quickly learn what you don’t know. 

• Don’t mislead your employees, investors, or clients – the day will quickly come where you need 
them to take a leap of faith with you… make sure that they will trust your judgment when that day 
arrives. 

• Never underestimate your competition. 
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Business Management and Leadership 
 

 
 
 
Jack Roseman 
Director – The Roseman Institute LLC 
 
Outrageous optimism -- wisdom for the entrepreneurial journey 
 
Jack Roseman, Director of the Roseman Institute, was a chaired Professor of 
Entrepreneurship of Carnegie Mellon University.  Previously, he founded three 
companies and was President of On-Line Systems, an American Stock Exchange 
company eventually sold to Sprint  He has been a director/advisor for many 
organizations.  Besides having been a columnist for the Pittsburgh Post-Gazette, Jack 
co-authored Outrageous Optimism: Wisdom for the Entrepreneurial Journey, a well-

received book on his philosophy of business and life in general.  A serial entrepreneur, Jack has been described 
as a warm, insightful and often amusing guide to the realities of running your own business.  
 
Tips:   

• A “no” is but an obstacle to a “yes”, except for #3 below. 
•  Pitch for money is different than a sales pitch to prospects. 
•  VC’s seldom change a NO  YES. 
• Be sure to have a solution for people who have real pain and have the funds to buy your 

product/service. 
• Hire people smarter than you.  

 
Suggested Resources for Entrepreneurs:  

• Positioning by Ries and Trout 
• Start-up by Stolze 
• Crossing the Chasim by Moore 
• Management of the Absurd by Farson 
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Barry Billings 
President and CEO of MedShare Inc. 
 
Brand building for entrepreneurs 
 
Barry Billings is President and CEO of MedShare Inc. and the visionary behind the 
company. He is an IT professional with 20 years experience in developing information 
technology solutions.   Prior to founding MedShare, Mr. Billings was President of Active 
Web Corporation, which developed specialized web applications for over 160 clients. 

He has also worked as Chief Technology Officer and Director of Puresource Inc., Information Technology 
Manager at Ontario Ministry of Agriculture, and previously owned Orbex Computer Systems. Barry Billings holds 
a Bachelor of Science in Engineering. He is a frequent presenter on electronic health care and portal 
technology. 

Tips:   

 
• Make a Plan 
• Focus on the Plan 
• Reflect on your Experience and re-Focus 
• Make it easy to buy from you. 
• Spoil your customers 

 

Resources: 

• The eMyth 
• 22 Immutable Laws of Marketing 
• The One Minute Manager 
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John Keating 
CEO, COM DEV International 
 
When things go wrong: how to restructure your company and refocus 
the culture 
 
Mr. Keating was born and educated in England where he studied mechanical and 
production engineering at Leicester Polytechnic under the sponsorship of Marconi 
Radar Systems. During the 20 years that ensued, Mr. Keating filled a wide range of 
operational and management positions in high technology companies in Britain, 
Holland and Canada.  
 

He joined COM DEV in 1992, progressing from the management of major programs, business units and 
operations to being appointed the President of COM DEV Wireless (later called COM DEV Broadband) in 1998, 
President of COM DEV Space in 1999 and Chief Operating Officer in 2001. 
 
As COO, he played a pivotal role in the Company's restructuring success in 1999 and 2000 when COM DEV 
achieved record sales and backlogs. Following the collapse of wireless markets in 2001 and 2002, he was 
appointed CEO with a mandate to again restructure by returning the company to its roots as a focused Space 
hardware company. 
 



Chapter 4 – RESOURCE GUIDE 2006 

Page 40 

 
 
Mike Stork 
Executive Director, F.J. Stork Holdings 
 
Finding and working with a mentor 
 
Former President and CEO, Unitron Industries Ltd. 
Former Chairman, DSP Factory Ltd. 
Currently on six boards of investee companies. 
President elect, KW YMCA 

Chairman, Business-Education Partnership of Waterloo Region 
Chairman, Entrepreneurship Council, Accelerator Center, Region of Waterloo 
Board Member, Cambridge Community Foundation 
 

Tips:   

 
• Use your professional advisors and their networks to access mentors 
• Use community business networks to access mentors 
• Ask mentors and advisors to impose strict business disciplines/governance practices on you and your 

management team early on 
 

Resources: 

 
1. Accelerator Center 
2. Company Legal, Audit and Financial advisors 
3. Communitech, Peer Networks, Ch. of Commerce, Professional Associations, Industry Associations, 

Schlegel Center (WLU) 
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W.T. (Bill) Elliot 
Director, Business Development, Canada’s Technology Triangle 
 
Outsourcing: making use of international resources 
 
Canada’s Technology Triangle is the not for profit, private / public separate partnership that 
markets the Region of Waterloo and the cities of Cambridge, Kitchener, Waterloo to the world. 

Mr. Elliot’s prime role as Director of Business Development is to attract Investment to Canada’s Technology 
Triangle.  
 
He started his business career in the commercial finance and banking industry. 
 
Before leaving to co-found his own business, Bill was a Regional Manager supporting specific product lines and 
branches for one of the major chartered banks in Canada. 

Bill was a founding franchisee of one of the most successful "alternative" financial services companies in 
Canada. Over a ten-year period he guided his franchise through explosive growth to $150,000,000 in revenue 
with 22 branches in 4 provinces.  

Prior to joining CTT, Bill owned an I.T. Training and Consulting business; growing revenues by 2500% over 7 
years. As well as operating his own organization, Bill provided National Account management for the Franchiser 
to Fortune 500 companies and Franchisee liaison for the North Eastern Region of North America.  

Tips:   

• Have a passion for your business. 
• Develop a Board of Directors (this may be informal & those on your Board may not even know it. They 

are those whose advice & guidance you respect) 
• Take time to work “on” your business not just “in” your business 
• Learn the global value chain & how you and your company fit into it 
• Outsource those areas of your business which are not key to what you are doing, but necessary to 

conduct business. Outsourced problems will still be problems 
• Hire the best talent available and let them do their work 

 

Suggested Resources for Entrepreneurs:  

• The World is Flat, Thomas Freedman 
• Trade Commissioners Service - http://infoexport.gc.ca/ie-en/About.jsp 
• Stategis Canada - http://www.strategis.ic.gc.ca/engdoc/main.html 
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Randy Fowlie 
Former Vice President and General Manager for Harris Production and Post Products 
 
Selecting and working with your board of directors 

 
 
Randy Fowlie previously was Vice President and General Manager, Digital Media, Leitch Technology 
International Inc. Leitch Technology acquired Inscriber Technology in January, 2005. Mr. Fowlie was the Chief 
Operating Office of Inscriber Technology.  Prior to joining Inscriber, Mr. Fowlie was a partner at KPMG. Mr. 
Fowlie is also on the board of Open Text Corporation and Official Communities Corporation. 
 
Mr. Fowlie is a Chartered Accountant and holds an Honours BBA from Wilfrid Laurier University. 
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Benson Honig 
Betty and Peter Sims Professor of Entrepreneurship, 
Wilfred Laurier University 
 
Business planning: when to plan, when not to plan 
 
Benson Honig: (Ph.D. Stanford University) is the Betty and Peter Sims Professor 
of Entrepreneurship at Wilfrid Laurier School of Business and Economics, 
Canada; and Director of the Centre for the study of Nascent Entrepreneurship 
and the eXploitation of Technology (NeXt). Studying microenterprise and 

entrepreneurship worldwide, his current research interests include business planning, nascent 
entrepreneurship, transnational entrepreneurship, social entrepreneurship, social capital, and 
entrepreneurship in environments of transition.  He has published widely in the leading scholarly 
Entrepreneurship and Management journals.  He serves on five entrepreneurship related editorial boards, 
including the Journal of Business Venturing and Entrepreneurship, Theory and Practice. 

Tips:   

• Don’t get fixated on any one plan   
• Do your research – any way you can 
• Allow for experimentation and radical departures from your initial idea 
• Be persistent 

 
Suggested Resources for Entrepreneurs:  

• The Monk and the Riddle (Harvard Business School Press)  
• Communitec (you are there!) 
• Find a mentor – anywhere – and meet regularly with him/her 
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Steve Traplin 
Managing Director – The FineLyne Group 
 
How to work with industry analysts 
 
Steve Traplin has over 30 years of senior sales, marketing and management experience. 
He has co-founded several emerging, venture-backed technology companies including 
being co-founder and CEO for Ardesic Corporation, co-founder and VP Sales & Marketing 

for Nitidus Technology, and VP Sales, Marketing and Strategic Alliances for ProMIRA Software. 
Combined these companies returned over $140M on total investment of $20M. Steve provides strategic 
business, marketing and sales consultation to a host of startup technology companies and specializes in 
CEO coaching, business planning, funding, marketing, positioning, sales, industry analyst relations and 
partnering. 

Tips:   

• “Rule of One” – people will only remember one thing, make it count. 
•  Know your positioning, especially competitive – they will. 
•  If you have customers, talk them up and be prepared to offer references. 
•  Don’t just present, ask for their opinion and ask for guidance. 
• Analysts are like journalists, they get paid to publish, be headline worthy. 
• Tell the truth – analyst BS meters are typically on full strength. 
• Be crisp, clear and present your vital signs with just one slide. 
• All analysts are not created equal – do your homework. 
• Shop, shop, shop – they need your business too so negotiate. 
• Don’t be afraid to “ask for the order” – if you want an article, say so! 

 

Suggested Resources for Entrepreneurs:  

• 22 Immutable Laws of Marketing – Al Ries & Jack Trout 
• Why Johnny Can’t Brand – Bill Schley & Carl Nichols, Jr. 
• The New Solution Selling – Keith M. Eades 
• The Chasm Companion – Paul Wiefels 
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Jeff Fedor 
Vice President, InDimensions Systems Inc. 
 
How do you know it’s a good idea? 

Jeff is a consummate entrepreneur and one of the top software developers in the 
area. He offers major technical leadership to Communitech as well as a strong 
voice for the technology industry in Waterloo Region. 

Jeff has over 10 years experience in software development with Covarity, Ardesic 
and as a private consultant to Fortune 500 companies. Jeff is a recognized expert 

in service-oriented architecture, and has been quoted by InternetWeek, the Wall Street Journal, Forrester, and 
IDC. Jeff is currently Chair of eXtenisble Business Reporting Language (XBRL) GL Working Group and served 
as an advisory member on the Universal Description, Discovery and Integration (UDDI) and Electronic Business 
using eXtensible Markup Language (ebXML) standards. 

Tips:   

All of the below are stolen, but resonate with me 
 

•  It's good to be king -- being an entrepreneur is the best job I've had. Every day your job is new and 
different; you constantly have to push yourself in new directions. You no longer have to say, "Well, I'm 
just an engineer, but..." -- you have a great excuse to take an interest in everything. Working in an 
environment you shaped to your own beliefs about how a company should be run is incredible (and 
humbling!). And of course there are sometimes financial rewards, although it's still a great job 
regardless. 

• Momentum builds on itself -- just start. Do whatever you can. Draw a user interface. Write a spec. 
Make something, anything, that people can see and touch and try. A prototype is worth ten thousand 
words. Once you start moving, you will find that people start to carry you along. 

•  Jump when you are more excited than afraid -- lack of fear is irrational, and too much fear is 
debilitating. Make the jump into your business when you have considered the fear, and come out 
more excited than afraid. 

• Solve problems, not potential problems -- you can waste a lot of money implementing solutions for 
problems you don't have yet, and may never have. Work on the biggest, most pressing problems 
today, and put aside everything else. 

• Work with people who like and believe in you, just naturally -- maybe you are very persuasive, 
and can talk people into working with you against their better instincts. Especially for co-founders and 
early employees, don't try that hard. Find the people that naturally want to work with you, and nudge 
them into the roles where you need them. You'll have more fun and get more done. The flipside is 
also true: work only with people you like and believe in.  
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John Tully 
Michelin Canada 
 
Michelin Development: employee to entrepreneur 

John Tully, in his 32 year career has served Michelin in a variety of management 
positions. He began his career in New York working in the Marketing and Sales support 
function. He most recently served for 8 years as the North American Director of 
Community Relations for Michelin North America, Inc.  

John has been charged with directing and implementing Michelin Development (Canada) Inc. for the 
corporation. This is 16 year old Michelin program that is being introduced to North America. This program is 
focused on creating new quality, sustainable jobs to the Waterloo Region. This program will provide low cost 
loans and access to Michelin’s considerable in-house business expertise to start-up, small- & medium-sized 
businesses. 

John has a BA degree in Journalism and Sociology from Rider University, Lawrenceville, NJ.  He lives in 
Winterbourne, ON, with his wife, Marianne, a K-5 teacher.  

 
 
Chris Radder 
Michelin Canada 
 
Michelin Development: employee to entrepreneur 

Chris has over 25 years experience in all aspects of the IT environment ranging from 
Mainframe operations to manager of Information Technology. Chris has diversified 
project management skills including new Information Technology Solutions and multi-

million dollar process upgrade projects.  

 
 
Rennie Cockram 
Michelin Canada 
 
Michelin Development: employee to entrepreneur 

Rennie has over 20 years diversified experience in application development, project 
leadership and team leadership. Major accomplishments include development of data 
warehousing projects utilizing three tier client server applications resulting in substantial 
cost savings, productivity gains and quality improvements. 



Chapter 4 – RESOURCE GUIDE 2006 

Page 47 

 

Tips:   
1. What is the trigger?  

NEED – Problem Definition  
2. What is the problem? For Whom?  
3. What result is desired? For Whom?  

SITUATION – Gap Analysis  
4. What is the exact situation, gap to be filled?  
5. What are the major causes to be dealt 

with?  
SOLUTION – Decision and Plan  

6. What are the possible solutions? The best 
solutions?  

7. How do we plan to implement the solution?  
IMPLEMENTATION –Execution  

8. Does the implementation of this solution 
give the desired end result?  

9. Have we observed and measured this 
result? Is it satisfactory? For whom?  

10. What else can we improve? 
 

 
For each question  
 

• Gather the facts and Figures  
• Brainstorming – Collect data and prioritize (graphics, results, sheets, etc.)  
• WWWWHHW – Who, What, Where, When, How many, How much, Why  

 
• Sort, Structure and Classify  
• Cause/Effect diagram  
• Flow Diagram  

 
• Evaluate and Prioritize  
• Compatibility Matrix  
• Decision making matrix  

 
• Validate and Decide  
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Randall Howard 
General Partner, Verdexus 
 
Selecting a business model – how will you make money? 
 

Randall Howard, a founder and Toronto-based partner of VERDEXUS, has over 25 years as a 
technology executive working to build world leading, high growth technology organizations.  
 
From its acquisition in May 2004 to April 2006, Randall served as CEO of Verdexus portfolio company, 
Software Innovation (www.softinn.com). Mr. Howard is currently evaluating candidates for the next 
Verdexus transaction and acting as chair of a Board-level acquisitions committee for Software 
Innovation 
 
In 1984, he founded MKS Inc. (www.mks.com TSE: MKX) one of Canada's leading enterprise software 
vendors and whose products optimize internal software development within large corporations. As 
Chairman and CEO he led growth to over $40 million revenue and 350 employees worldwide. From 
1999 to 2000, Randall oversaw the "spin-out" of Vertical Sky, focused on a management solution for 
Web Applications involving the integration of software development and web content management. 
 
Randall is a seasoned board member/advisor having worked with many technology firms including 
Necho Systems Corp, GoodContacts, Whitehill Technologies, Waterloo Maple Software, Arise 
Technologies and Nanodesign. 
 
Randall holds an Honors B.Math from University of Waterloo and was the 1997 High Technology 
Entrepreneur of the Year. 
 

http://www.softinn.com/
http://www.mks.com/
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Accelerator Centre 

  

Contact Information:  

Accelerator Centre 
Tel: (519) 342-2401 
Website: www.acceleratorcentre.com  
 

Dr. Gerry Sullivan             Bobbi Holte, CA 
Chief Executive Officer             Director, Client Programs 
Email: gsullivan@acceleratorcentre.com                       Email: bholte@acceleratorcentre.com  
Tel: (519) 513-2400             Tel: (519) 342-2401 
 
Barb Muise 
Administrative Coordinator 
Email: bmuise@acceleratorcentre.com 
Tel: (519) 342-2402 

 
 

Company Description:  

 
The Accelerator Centre is a key feature of the University of Waterloo Research + Technology Park. The 
Accelerator Centre encourages the growth of high-tech firms and acts as a catalyst for the creation of new 
products and services. It provides a fertile environment to commercialize the innovative work done in 
universities and colleges, hospitals and laboratories, and in private sector research facilities.  
 
The Accelerator Centre also provides a broad range of services, including IP management consultation, 
mentoring, access to professional service providers, community networking events and investor matchmaking 
with innovators. Common services, including office and meeting space in our 22,700 square foot facility and 
administrative services and infrastructure are available to clients. 
 
Visit our website for more information at www.acceleratorcentre.com  
 
 
 

mailto:gsullivan@acceleratorcentre.com
http://www.acceleratorcentre.com/
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AGFA 
 

 
 
 

 

Contact Information:  

AGFA 
455 Philip Street 
Waterloo, Ontario  N2L 3X2 
Tel: (519) 746-6210 
Jeff Nesbitt, Director, Information Systems & Technology 
Email: jeff.nesbitt@agfa.com 
Website: www.agfa.com 
 

Company Description:  

 
Agfa, a global leader in healthcare technology and image management solutions, is present in one of every two 
hospitals worldwide. Agfa's vendor-neutral open architecture and scalable solutions result in higher productivity 
and controlled outcomes allowing healthcare providers to achieve better patient care. The company has 
expanded into comprehensive solutions for clinical and business management for healthcare facilities. 
 
Agfa, providing a 360°view Agfa became a leader in healthcare by listening to its customers, learning their 
needs and understanding their working environment. Its image and information solutions are created, developed 
and tested in close collaboration with the healthcare community. Top-level research teams that include clinical 
experts and world-class engineers create Agfa’s unique and innovative portfolio. Agfa offers a selection of 
proven solutions across the healthcare spectrum that includes conventional and digital imaging options as well 
as a complete range of information systems. Agfa customers around the world benefit from the combination of 
clinically specific features with hospital-wide connectivity, enabling a seamless flow of information and a 360° 
view of patients and healthcare facilities. Experience the power of Agfa's integrated thinking: inspire. transform. 
achieve. 
 
Agfa-Gevaert has been operating in Canada for over 40 years. Agfa-Gevaert employs more than 21,000 
employees worldwide. The Canadian operation employs approximately 475 employees across Canada. The 
Canadian head office is located in Toronto, and there are also sales and service employees located across the 
country. 
 
The Agfa-Gevaert Group is one of the world's leading imaging companies. Agfa develops, manufactures and 
markets analogue and digital systems, intended mainly for the graphics industry and healthcare. Agfa's 
headquarters are in Mortsel, Belgium. The company is active in 40 countries and has 120 agents throughout the 
world. Together they achieved a turnover of 4,215 million Euros in 2003. 
 

mailto:jeff.nesbitt@agfa.com
http://www.agfa.com/
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Angel Stone Photography 
 
 

 

Contact Information: 

Angel Stone Photography 
Lyssa Nielsen – Photographer 
Tel: (519) 590-3416 
Fax: (519) 699-6220 
Email: lyssa@angelstone.ca 
Website: www.angelstone.ca 

 

Company Description: 

Angel Stone Photography (Angel Stone) focuses on you and your business’s image.  With years 
of combined experience in marketing, corporate communications and photography, at Angel 
Stone, you can trust we will listen to you, work with you and understand you and your company’s 
culture in order to provide you with the image that portrays the concept and foundation your 
company was built upon.  Angel Stone will capture it all.  Corporate, Commercial and Lifestyle 
Photography.  Freeze Frame Life. 

Tips: 

Ensure you understand and are very clear what you need and want to be financially successful.  
Your dream of owning and operating your own business should match what will ultimately allow 
you to enjoy life and your successes.  The motivation you require to start up your own business 
should not be money.  That type of motivation will never sustain you through out the ups and 
downs of a starting up your new business.  

Top Ten Strategies for Growth: 

• Think about what you are doing, know what you are doing and prove it by having a solid 
business plan in place that will demonstrate to you, your customers and financial partners 
that you are a going concern. 

• Ensure you have the right equipment/tools/resources available to you at all times, if you 
don’t – get them now. 

• Keep your matches in your pocket.  Even when things get tough, you want to be sure you 
don’t accidentally burn a bridge that you may require in the future. 

• Network.  All the time.  Getting gas, getting groceries, banking, walking your dog through 
the park.  You never know who you may meet. 

• Say what you mean and mean what you say and always follow through.  With gusto. 
• Research and stay on top of the changing tide.  Know what it is you are doing and be 

confident.  If you don’t know, find out.  No one is going to hold your hand.  If you want hand 
holding, go get a job. 

• Be accessible, motivating and positive.  Share that enthusiasm every time you connect with 
someone.  

• Be a problem solver not a problem whiner.  Always be aware of potential pit falls and have 
some possible solutions available.   

• Smile.  It’s contagious.   

Suggested Resources for Entrepreneurs:  

1. You need to be a little crazy: The truth about starting and growing your business – blunt and 
to the point. It’s a no frills read and tells you what you are getting into in. 

2. Pitch like a girl: How a woman can be herself and still succeed. 
3. Selling the invisible – pick this book up and others by Harry Beckwith.  

mailto:lyssa@angelstone.ca
http://www.angelstone.ca/
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BEP  

 
 

Contact Information: 

Business & Education Partnership of Waterloo Region 
Christine Dwyer, Program Manager 
Tel: (519) 888-9944 ext. 47 
Email: Christine@communitech.ca 
 
 
 

Company Description:  

Mandate:  To identify unconventional paths and develop alliances that bridge the gap between 
school and work so that youth gain meaningful career information, professional connections, and 
learn transferable job skills. 
   
Mission Statement:   The Business and Education Partnership is leading the way in career 
exploration for youth in the region by brokering links among youth, employers and educators as 
they pursue their shared responsibility to promote personal and community prosperity. 
 
The Business & Education Partnership provides several, high demand programs that 
meticulously match over 20,000 youth with local business people, companies and other 
community organizations and facilities in order to provide tools and information to aid the oft times 
stressful and confusing transition from school to work. 
 
Tips: 

• Build a strong network of allies 
• Develop a dedicated & knowledgeable leadership team 
• Value education and development  
• Vision, Planning and Implementation  
• Support the emerging workforce they are your future.  

 
Suggested Resources for Entrepreneurs:  

• 2010 Meltdown – Solving the Impending Jobs Crisis – Edward E. Gordon 
 

mailto:Christine@communitech.ca
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Bereskin & Parr 

 
 
 

Contact Info: 

Bereskin & Parr LLP 
50 Queen Street North, Suite 908 
Kitchener Ontario  N2H 6P4 
Tel: (519) 783-3210 
Timothy J. Sinnott, Partner 
Email: tsinnott@bereskinparr.com 
Website: www.bereskinparr.com  
 

Company Description: 

Bereskin & Parr is a leading Canadian intellectual property law firm and serves clients in over 
100 countries worldwide.  With its 200 people, including more than 65 lawyers, patent and trade 
mark agents, and technical consultants, Bereskin & Parr is consistently rated in Canada as the 
market benchmark for intellectual property law. More information on the firm can be found at 
www.bereskinparr.com. 

Tips: 

• Design for customers not engineers 
• Patent early, patent often 
• Brand early and have a consistent image 
• Document all relationships – employee, consultant, etc. 
• Flexibility 

 

Suggested Resources for Entrepreneurs:  

• Watstart (Group) 
• Getting to YES (book) 
• Friends (people). 

 

mailto:tsinnott@bereskinparr.com
http://www.bereskinparr.com/
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Borden Ladner Gervais 

 

Contact Information: 

Borden Ladner Gervais LLP 
508 Riverbend Drive, Suite 303 
Kitchener, Ontario  N2K 3S2 
Tel:  (519) 741-9100    
Fax: (519) 741-9149 
Website: www.blgcanada.com  

        Richard Morelli, Business Lawyer  
 rmorelli@blgcanada.com  
 Craig Armstrong, Lawyer, Patent/Trademark Agent  
 carmstrong@blgcanada.com 
  

Company Description: 

Borden Ladner Gervais LLP (BLG) is an integrated national law firm that provides a broad range 
of legal solutions to our clients. We have more than 650 lawyers, intellectual property agents and 
other professionals in Calgary, Ottawa, Montreal, Toronto, Vancouver, and Waterloo Region with 
some of the best and most experienced legal minds in Canada. 
 
BLG represents a wide variety of regional, national and multi-national corporations within a wide 
range of business sectors, public institutions such as hospitals and other health care facilities, 
colleges, universities, educational authorities, governments and government agencies, business 
and trade organizations, not-for-profit and charitable groups. BLG has acted in the resolution of 
international litigation and trade disputes; in international banking transactions, in international 
insolvencies, liquidations and restructurings; in international joint ventures, reorganizations and 
acquisitions; and in international communications networks and contracts of many kinds. 
 
Our Waterloo Region office opened in 2001 to deal with the high demand of intellectual property 
issues in the area. It has since   expanded to include a full range of business law services. We 
handle everything from mergers and acquisitions, re-organizations and financings to franchising, 
corporate governance, technology licensing and other day-to-day business law advice. As part of 
the BLG national team of over 650 professionals working in a wide range of practice areas, the 
Waterloo Region office provides quick access to legal specialists in a cost-effective manner. 
 
Our Waterloo Region team is well positioned to support the legal needs of the local community. 
We are proud to be active members and supporters of various community organizations including 
Communitech, Canada's Tech Triangle, the KW Chamber of Commerce and the Centre for 
Family Businesses.  
Support and Services Provided: 

At BLG, we offer all clients choice and service options - an approach that matches specific skills 
and experience with specific client needs and requirements. Clients can engage a particular 
lawyer offering particular expertise or, for more complex transactions requiring a number of BLG 
experts crossing several practice areas, clients can opt to engage a team of lawyers.  
Tips: 

In selecting a law firm, choose one with people you can relate to and who will take the time to  
understand your business issues. At BLG, It Begins With Service™  

http://www.blgcanada.com/
mailto:rmorelli@blgcanada.com
mailto:carmstrong@blgcanada.com
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Cambridge Chamber of Commerce 
 

Contact Information: 

Cambridge Chamber of Commerce 
750 Hespeler Road 

Cambridge, Ontario, N3H 5L8 
Tel: (519) 622-2221  
Website: www.cambridgechamber.com  

Greg Durocher, General Manager 
Tel: (519) 622-2221 x 2223 
Email: greg@cambridgechamber.com 

Company Description: 
 
The Cambridge Chamber of Commerce is at the centre of the city's vital business community 
commanding a leadership role. the Chamber brings local businesses together as a single voice, 
supports quality and excellence, and helps to enhance the city's economic prosperity. 
 
A non-partisan organization, funded solely by memberships, the Chamber works hard to address 
concerns of business, provide access to information resources and represent members at the 
municipal, provincial and federal levels of government. With more than 1800 member firms, the 
Chamber's strength is clearly in its hardworking volunteers and committees addressing issues 
affecting local business and providing practical solutions. 
 
Tips: 

 
• Identify your target market 
• Develop a marketing plan with the guiding principals of "interrupt, engage, educate and 

offer" 
• Join a Chamber, a service club and network, network, network.  
• Develop a sound business plan, that includes aggressive marketing 
• Prior to launching, have the components to ensure a customer service program that 

exceeds your competition and demonstrates customer service is priority 1. 
 
Suggested Resources for Entrepreneurs:  

 
• Cambridge Chamber of Commerce 
• Cambridge Chamber of Commerce Business Directory 
• Attend Cambridge Chamber of Commerce events for networking opportunities 

http://www.cambridgechamber.com/
mailto:greg@cambridgechamber.com
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Canada’s Technology Triangle Inc 

 
Contact Information: 

 
Canada's Technology Triangle Inc 
Tel: (519) 747-2541 ext 403 
W.T. (Bill) Elliot, Director, Business Development 
Emaill: wectt@region.waterloo.on.ca  
Website: www.techtriangle.com 
 

Company Description: 

Canada’s Technology Triangle Inc (www.techtriangle.com) is the not-for-profit, public-private 
regional economic development partnership marketing the Waterloo Region and the cities of 
Cambridge, Kitchener, and Waterloo to the world. Its mandate is to attract new businesses, 
investment and talent, while promoting regional economic growth. The organization provides 
complimentary services to investors and companies looking to locate to the area.  This 
confidential service also includes regional info on the economy and access vital networks and 
potential clients.   CTT Inc is the point of contact for news media around the world. 

Tips: 

• Research: You don’t know what you don’t know 
• Invest in Waterloo Region 
• Have a passion for your business and ideas.  
• Keep your bankers informed at all times. 
• Surround yourself with good people. 

. 

Suggested Resources for Entrepreneurs:  

• The World is Flat  
• E-Myth 
• Innovation Nation  

 

mailto:wectt@region.waterloo.on.ca
http://www.techtriangle.com/
http://www.techtriangle.com/
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Centre for Business, Entrepreneurship & Technology (CBET) 

 
Contact Information: 

Centre for Business, Entrepreneurship and Technology 
200 University Avenue West 
Waterloo, Ontario  N2L 3G1  
Fax: (519) 747-7287 
Website: www.cbet.uwaterloo.ca  

 
Rod McNaughton, Director, Institute for Innovation Research 
Associate Director, Research, Centre for Business, Entrepreneurship & Technology 
Email: rmcnaugh@engmail.uwaterloo.ca  
Tel: (519) 888-4567 Ext. 2713 
 
Paul Doherty, Associate Director, Academic Programs 
Centre for Business, Entrepreneurship & Technology 
Email: p2dohert@uwaterloo.ca  
Tel: (519) 888-4567 Ext. 37710 
 
Karen Gallant, Administrator 
Centre for Business, Entrepreneurship & Technology 
Email: kgallant@uwaterloo.ca  
Tel: (519) 888-4567 Ext. 37071 
 

Company Description: 

The Centre for Business, Entrepreneurship and Technology (CBET) was established in 2001 to 
provide a focal point for the development and coordination of the University of Waterloo’s 
business entrepreneurship activities.  Specifically, CBET is responsible for developing and/or 
liaising with different groups on campus to support the education, research and development 
dimensions relating to entrepreneurship at the University of Waterloo.  Our mission is to be 
recognized throughout North America as the Centre that leads the development of 
entrepreneurial teaching and research. 

Support and Services Provided: 

CBET offers a unique Masters program-the Master of Business, Entrepreneurship and 
Technology (MBET).  Specifically designed to address Canada’s pressing need for more 
successful innovators, MBET provides the critical business skills needed by enterprising 
individuals to guide innovative ideas to commercial success.  MBET is a full-time, on-campus 
program that runs for 12 consecutive months. A distance, part-time version of MBET and an 
undergraduate program are under development. 
 
CBET offers outreach programs to the community in the form of professional development 
workshops and a monthly Speaker Series. The professional development workshops are 
intended to provide professionals in small and medium size enterprises the tools they need to 
resolve a variety of technology and management-related issues encountered in the workplace. 
The Speaker Series brings experts from a variety of industries to speak to members of the 
entrepreneurship community on various topics of interest. 
 
 
 
 

http://www.cbet.uwaterloo.ca/
mailto:rmcnaugh@engmail.uwaterloo.ca
mailto:p2dohert@uwaterloo.ca
mailto:kgallant@uwaterloo.ca
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Communitech: Waterloo Region Technology Association 
 
 
 
 

Contact Information: 

Communitech: Waterloo Region Technology Association 
295 Hagey Boulevard, Suite 16 
Waterloo, ON  N2L 6R2 
Tel: (519) 888-9944 Fax:  (519) 888-7007 
Website: www.communitech.ca 
Iain Klugman, President and CEO 
Email: iain@communitech.ca 
Sherryl Petricevic, Executive Director  
Email: sherryl@communitech.ca 
 

Company Description: 

Communitech is an industry-led association driving the growth and success of Waterloo Region’s 
tech sector through a vibrant network of leadership, connections and promotion. Our four hundred 
members include big names in the global technology sector, including Research in Motion (RIM), 
Open Text and COM DEV. But equally important are our start-up enterprises and growing firms, 
and the investors, service firms, educational institutions and governments that boldly support their 
growth. 

Support and Services Provided: 

We want to inspire and support more tech start-ups, encourage smarter, faster growth for our 
small and medium-sized companies, and help large companies reach more world markets. 
Through Communitech, you can connect to... 

• Leaders > meet and talk to influential leaders in the business community through our 
events and programs such as the Chapters series, luncheons breakfasts and our leading 
annual events, Entrepreneur Week and the Tech Leadership Conference. 

• Skills and Knowledge > build your own expertise, keep on top of industry trends, gain 
insight into the state of the industry, the resources of Waterloo Region and how to grow 
your business. Communitech publishes key reports annually such as the Waterloo 
Region Tech Directory, the State of the Industry report, and the Making Magic in the 
Waterloo Region report. 

• Networks > tap into an active community of peers, experts and professionals to share 
best practices, perspective and new business opportunities. Communitech hosts monthly 
Techworking breakfasts and over 20 Peer to Peer Networking groups. 

• Resources > gain access to critical resources such as capital and tech talent through our 
relationship-network of 75 sources of capital and our made-to-order recruitment initiatives 
like our waterlootechjobs.com portal. 

Tips: 

• Surround yourself with smart people - people who have started a tech company or two 
and are willing to share their time and talents to help you get off the ground  

• Learn from experts and peers,  stay on top of industry trends and learn to work smarter  
• Frequent opportunities to build your networks - TechWorking Breakfast, Business 

Luncheons, and special events 

http://www.communitech.ca/
mailto:iain@communitech.ca
mailto:sherryl@communitech.ca
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Deloitte 
 
 
 
 

Contact Information: 

 
Deloitte & Touche LLP 
4210 King Street East 
Kitchener, ON N2P 2G5 
Tel: (519) 650-7600 
Fax: (519) 650-7601 
www.deloitte.ca  
 
John Hutson Steve Lawrenson Jane Jantzi 
Partner, Tax Partner, Audit & Assurance Senior Manager, Business Development 
Direct: (519) 650-7703 Direct: (519) 650-7729 Direct: (519) 650-7788 
 
Company Description: 

 
Deloitte, one of Canada's leading professional services firms, provides a complete range of audit, 
tax, consulting and financial advisory services.  With more than 6,200 people in over 50 offices in 
Canada, Deloitte delivers comprehensive solutions driven by industry-specific expertise.  That’s 
the Deloitte difference – a collaborative, cross-disciplinary approach offering the broadest 
possible perspective on today’s increasingly complex business challenges. 
 
At Deloitte, we’re dedicated to helping our clients and our people excel.  We are committed to the 
ideals of leadership, service and success, both in our business and in our community.  Results. 
Quality. Integrity. Ideals worth working for. 
 
Deloitte is the Canadian member firm of Deloitte Touche Tohmatsu. 
Tips: 

• Love your customer. 
• Show customers the value in your product - whether it solves a pain point for them or 

whether it increases their bottom line. 
• Make your product, the way customers want it. 
• Under promise, over deliver. 
• Ask for the business - ask to do it again. 

 

Suggested Resources for Entrepreneurs 

• Jeffrey Gitomer's:  Little Black Book of Connections 
• Jeffrey J. Fox:  How to Become a Rainmaker 
• Michael E. Raynor:  The Strategy Paradox:  Why committing to success leads to failure 

(and what to do about it) 

http://www.deloitte.ca/
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Department of Foreign Affairs and International Trade 

 

Contact Information: 

Ontario Regional Office 
4th Floor, 151 Yonge Street  
Toronto, Ontario M5C 2W7  
Sue Rauth 
Tel: (416) 973-5188 
Email: sue.rauth@international.gc.ca   
Website: www.infoexport.gc.ca/regions/ontario-contact-en.html 
 
Company Description:  

Today's global economy is enticing more Canadian businesses to consider exporting.  
With a network of 900 Trade Commissioner in 12 regional offices across Canada and in over 140 
cities around the world, The Canadian Trade Commissioner Service promotes the economic 
interests of Canada in the global marketplace.  
Why contact a regional office of International Trade Canada? 
The Trade Commissioners working in the regional offices can direct you to the products and 
services that will address your exporting needs. 
 
Our Services in Canada 
One-On-One Export Help 
If you are already exporting or you have a product or service with export capability, the Trade 
Commissioner Service can help you implement an export strategy. We can also recommend 
other specialized export services that are available here in Canada (and through Our Services 
Abroad). 
 
Market and Industry Information 
To compete in the global marketplace, your company needs up-to-date foreign market 
information and intelligence to guide your export strategy and plans. With offices located in cities 
around the world and just around the corner in Canada, we can help you connect with trade 
commissioners and potential partners in your target markets.  
 
Advice on Export Financing 
Our offices can offer valuable advice on export financing, including information on costs and risks 
of entering and expanding in foreign markets. 
 
Trade Fairs, Missions and Events 
If you want to check out your target market on the ground, we recommend international trade fairs 
and trade missions that will match your company's needs. We also work with partners to organize 
seminars and events in Canada that will help you learn about business environments and 
opportunities abroad. 

mailto:sue.rauth@international.gc.ca
http://www.infoexport.gc.ca/regions/ontario-contact-en.html
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Ernst & Young 

 
Contact Information: 

Jim McIlwham 
      Core Tax Partner, Central Division 
      515 Riverbend Drive 

Kitchener Ontario Canada N2K 3S3  
Tel: (519) 744-1171 
Email: jim.mcilwham@ca.ey.com 
Website: www.ca.ey.com  

Company Description: 

 
We are a global organization of 107,000 people in 140 countries providing Audit, Tax and 
Transaction services to private and publicly held businesses – in Canada we are a team of 3000. 
Our success depends on the skills and experience, high-performance, and quality of our people. 
We know that quality can never be taken for granted, and that it must be demonstrated by each of 
us always doing the right thing.  
 

Tips: 

• Define your goals and do those things that bring you closer to the goal.  
• Build relationships with people and organizations you look up to.  
• Learn as much as you can about your market and find ways to expand that market. 

mailto:jim.mcilwham@ca.ey.com
http://www.ca.ey.com/
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Gowling Lafleur Henderson LLP 

 
Contact Information: 

Gowling Lafleur Henderson LLP 
50 Queen Street N. Suite 1020 
Kitchener Ontario, N2H 6M2 
Rose M. Johnson, Partner 
Tel: (519) 575-7546 
Fax: (519) 571-5046 
Email: rose.johnson@gowlings.com 
Web: www.gowlings.com  
 

Company Description: 

Gowling Lafleur Henderson LLP (Gowlings) is one of the largest and most diversified law firms in 
Canada. With office locations across Canada, including Waterloo Region, we provide a full 
complement of legal services to national and international clients. 

With a proven track record of assisting technology companies from start-up to established public 
companies, Gowlings is one of Canada's leading technology law firms.  We advise clients on all 
aspects of their businesses, including the protection of property; corporate structure and 
governance; private placements; licensing, distribution and outsourcing agreements; strategic 
alliances; employment matters including compensation and incentive plans; mergers and 
acquisitions; public financings and listings on stock exchanges. 

Tips: 

• Plan your work and work your Plan.  A good Business Plan will assist in opening doors. 

• Surround yourself early with the right people with the right expertise.  Seek out 
knowledgeable professionals to mentor you and help you build a network. 

• Ask for advice, viewpoints, opinions from those knowledgeable professionals and listen 
to it. 

mailto:rose.johnson@gowlings.com
http://www.gowlings.com/
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Greater Kitchener Waterloo Chamber of Commerce 

 
Contact Information: 

Greater Kitchener-Waterloo Chamber of Commerce 
80 Queen Street North 
P.O. Box 2367, Kitchener, Ontario N2H 6L4 
Tel: (519) 576-5000 
www.greaterkwchamber.com 
Todd Letts, President and CEO 
tletts@greaterkwchamber.com 

Company Description: 

Our mission: "to serve business in the Greater Kitchener Waterloo area and be its voice in 
the betterment of the community."  

Your involvement in the Chamber of Commerce is your opportunity to help develop your business 
and our community. That´s why at the Chamber our success is about your success. The 
Chamber is just as proactive in promoting the best interests of business and the community at 
large. We have been a key player in these major initiatives: 

 
• Creating a new regional Economic Development Corporation  
• Supporting the development of Waterloo Regional Airport  
• Working to bring new doctors to the community  
• Pushing for more accountable and efficient local government  
• Leading public debate on such issues as groundwater protection, water supply and the 

development of Highway 7  
• Acting as a partner in the Skills Dialogue project to generate an even more highly-skilled 

workforce  

Our Chamber´s strength and dynamism have made it the second largest Chamber in Ontario, 
with more than 1,600 members representing more than 50,000 employees. 

The Voice of Business 
As the Voice of Business, the Chamber plays an important advocacy role by working with all 
levels of government on issues related to taxation, business regulations, land supply, economic 
development and necessary public services. Our outstanding Chamber committees - comprised 
of member volunteers - monitor these issues closely and speak out on behalf of all our members. 

Helping Business Succeed 
The Chamber is helping business succeed by offering a broad range of products and services 
that provide networking, marketing and educational opportunities for our members and their 
employees. The Chamber can help improve the bottom line of your business. 

Helping Our Community Succeed 
The Greater KW Chamber speaks out on important issues such as improving local health care 
services to supporting school councils; from speaking out on the need for local government 
reform to working with our post-secondary institutions to address labour market needs. The 
Chamber is a powerful voice working for a better quality of life for the entire community. 

http://www.greaterkwchamber.com/
mailto:tletts@greaterkwchamber.com
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Impact 

 

Contact Information: 

Kunal Gupta, President 
Impact, c/o CBET 
200 University Avenue West 
Waterloo, Ontario  N2L 3G1  
Tel: (519) 589-9385 
Fax: (519) 747-7287 
Website: www.impactconference.ca  
 
Company Description:  

 
Canada’s largest student entrepreneurship event. With over 2,000 students in attendance, this 
will be a monumental event in Canada’s history as Impact will be bringing together almost 10% of 
UW’s population. No other event of this size has been done before. All events will be taking place 
at the Davis Centre and surrounding UW buildings.  
 
One day only. Understanding the busy schedules of UW’s entrepreneurial students, this 
conference will run for one day only - September 30th, 2006 from 10 am to 5 pm. Mark Sept. 30 
off on your calendar today!  
 
It’s FREE. With 20 speakers, 10 workshops, and over 30 exhibitors involved - this impressive 
line-up of events would usually cost anywhere from $100-300 delegate fee anywhere else! You 
have nothing to lose... Register now! Unregistered students cannot show up on the day of UW 
Expo.  
 
A conference like none other. Students are expected to only attend events they have registered 
for and thus, do not have to remain for the entire length of the day.  
Be inspired by entrepreneurial leaders. 
 
Impact exemplifies leadership in entrepreneurship by connecting people, knowledge and ideas, 
recognizing success, and providing inspiration to leaders at every stage of their development. 
Impact is a non-profit, student-run organization dedicated to promoting entrepreneurship and 
leadership in Canada.  

http://www.impactconference.ca/
http://uwexpo.impact.org/page.php?id=3
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Industry Canada 

 
 

Contact Information:  

Cindy Weeks, Industry Development Officer 
Information & Communication Technologies Branch, Industry Canada 
Mailing address: 151 Yonge Street, 4th Floor 
Toronto Ontario, M5C 2W7 
Kitchener office: (519) 571-6888 
Email:  weeks.cindy@ic.gc.ca 
Website:  www.strategis.ic.gc.ca/infotech 
 

Company Description: 

Industry Canada’s mission is to foster a growing competitive, knowledge-based Canadian 
economy. 
 
Based on its unique knowledge of the Information and Communications Technologies (ICT) 
sector, the ICT Branch of Industry Canada influences policy and decision-makers to position 
Canadian companies for growth and innovation in the global marketplace.  

• Sector Intelligence & Analysis undertakes economic and statistical analysis and monitors 
industry trends and emerging sectors, critical to priority setting and decision-making, for 
the ICT Sector.  

• Policy Development influences government decision-making and policy development, 
and develops and manages programs, for the ICT Sector.  

• Business Development provides business development services to exploit commercial 
opportunities for the ICT Sector.  

• Assistive Devices Industry office represents the assistive technology industry in Canada. 
 
Find out more about Canadian capabilities and how Industry Canada works to promote the 
growth of the Canadian ICT industry.  
Visit the ICT Homepage (http://strategis.ic.gc.ca//infotech) with links to useful resources.  
 

Suggested Resources for Entrepreneurs:  

 
3. Canada-Ontario Business Service Centre.  Services for entrepreneurs at 

http://www.cbsc.org/ontario/ 
4. Canada’s business and consumer site:  http://strategis.ic.gc.ca/ 
5. Innovation in Canada:  http://innovation.ic.gc.ca/ 
 

mailto:weeks.cindy@ic.gc.ca
http://www.strategis.ic.gc.ca/infotech
http://strategis.ic.gc.ca//infotech
http://www.cbsc.org/ontario/
http://strategis.ic.gc.ca/
http://innovation.ic.gc.ca/
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Junior Achievement of the Waterloo Region Inc 
 
Contact Information:  

Junior Achievement of the Waterloo Region 
603 Kumpf Drive 

    Waterloo, Ontario N2V 1K3 
    Tracy Van Kalsbeek, Program Manager 
    Tel: (519) 576-6610 
    Email: tracy@jawaterlooregion.org 

Company Description: 

Junior Achievement is a non profit organization dedicated to providing business education to 
young people who will become the future workforce of our country.  Through partnership with 
educators and business,   Junior Achievement programs are taught by trained and inspiring 
volunteers who share their practical and personal experiences.  Annually Junior Achievement 
provides a valuable business learning experience for over 11,000 students in Waterloo Region 
and that number increases every year!  Junior Achievement is funded by local business, service 
clubs, private individuals and six special events. 

Advice for new entrepreneurs: 

Successful entrepreneurs share common characteristics with successful people, no matter their 
vocation.  Successful people are passionate about what they do, work hard to achieve their goals, 
and have a willingness to learn and assemble good people around them.  Successful 
entrepreneurs are not born that way – they work hard to achieve success.  (Junior Achievement 
of Canada Company Program – A Student Venture workbook 2003) 

Tips: 

• Communication is key. 

• Establish objectives. 

• Take responsibility to see your objectives through. 

• Seek advice – ask for input from others on important problems, plans and ideas. 

• Be enthusiastic as a positive and optimistic attitude helps you gain the respect of others. 

• Please your customers and they’ll want to come back (with friends!) 

• Research before you act. 

• Establish strong company values and by-laws. 

• Always encourage teamwork. 

• Think through and address the possible risks for your company. 

 

mailto:tracy@jawaterlooregion.org
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LaunchPad $50K 

 

Contact Information: 

Lead Organizer  
University of Guelph 
organizer-uoguelph@launchpad50k.ca 
 
Lead Organizer 
Conestoga College 
organizer-conestogac@launchpad50k.ca 

Website: www.launchpad50k.ca 

Company Description:  

LaunchPad $50K Venture Creation Competition is an exciting platform for students, researchers, 
and community members to join together in teams, develop business plans, and start successful 
businesses. 

Started in 2004 the competition is modeled on the MIT $50K competition, and provides resources 
for teambuilding, mentorship, and networking. 

Cash prizes and in-kind services totaling $50,000 in value are divided among the three winning 
teams. 

Lead Organizer  
Wilfrid Laurier University 
143Horganizer-wlu@launchpad50k.ca 
 
Lead Organizer 
University of Waterloo 
144Horganizer-uw@launchpad50k.ca 
 

mailto:organizer-uoguelph@launchpad50k.ca
mailto:organizer-conestogac@launchpad50k.ca
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Mars 
 

Contact Information: 

MaRS Discovery District 
Veronika Litinski 
Tel: (416) 673-8113 
Email: vlitinski@marsdd.com 

 Website: www.marsdd.com  
 
Company Description:  

MaRS Discovery District is a not-for-profit corporation founded by leaders from the business and 
public sectors, to improve commercial outcomes from Canada’s foundation of science and 
technology innovation. MaRS connects and fosters collaboration between the communities of 
science, business and capital through co-location in the MaRS Centre and more broadly through 
catalytic programs, structured networks and the MaRS web portal. The MaRS Centre, located in 
Toronto’s Discovery District, officially opened in September 2005. 

Tips: 

• Know yourself - understand what problem you are solving for customers, seek high 
margin opportunities, own a core solution 

• Know your team – Surround yourself with a talented, well balanced group 
• Know your competition – learn industry trends, benchmark yourself against competitors 
• Know your investor – learn their priorities and how to communicate and engage 
• Know your colleagues – get out of the garage/lab 

 
Suggested Resources for Entrepreneurs:  

• www.marsdd.com  
• Always On Network 
• Blue Ocean Strategy (Kim & Maubourne) 
 

mailto:vlitinski@marsdd.com
http://www.marsdd.com/
http://www.marsdd.com/
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Michelin Development 

 
 

 
 

 
 

Contact Information: 

Michelin Development 
John Tully, Director  
Tel: (519) 894-7933 
Fax: (519) 894-7874 
Email: john.tully@ca.michelin.com 
 

 
 

Products and Services: 

Michelin Development Canada, working in conjunction with regional development agencies, local 
government and business support agencies is focused on: 
 

• Stimulating employment creation through attracting new investment in the region. 
• Supporting sustainable quality employment within existing businesses. 
• Generating sustainable quality employment within new businesses. 
• Assisting in the development of economic development projects with local business 

support agencies. 
• Encouraging the development of skills and entrepreneurship to help support the long 

term future of the local region.  
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MTech an initiative of Miller Thomson LLP 
 

 

Contact Information:  

MTech, Miller Thomson LLP 
295 Hagey Blvd., Suite 300 

 Waterloo Ontario, N2L 6R5 
          Debora Ritchie, Business Development Manager 

 Southwestern Ontario Region 
 Tel: (519) 593-3260  
 Fax: (519) 743-2540 
 Email: dritchie@millerthomson.com 
 Website: www.millerthomson.com 
 
 

Company Description:  

MTech is an initiative of Miller Thomson LLP, one of Canada’s largest national law firms.  All 
MTech lawyers are partners and associates of the firm with extensive experience in the high 
technology, health, manufacturing and/or agribusiness sector.   
 
Their expertise represents a range of legal disciplines, particularly those most relevant to start-up 
companies MTech is, quite simply, the easiest way to buy first-rate comprehensive legal advice 
and protection for every stage of business at a guaranteed fixed cost.  MTech member 
companies can rest assured in the knowledge that they have created a solid legal foundation for 
their business in a timely and professional manner at a predictable and reasonable cost.  They 
also enjoy ready access to approachable, highly-qualified and locally-located counsel should 
other legal matters arise.   

mailto:dritchie@millerthomson.com
http://www.millerthomson.com/
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New Solutions Capital Group 
 

 

Contact Information:  

New Solutions Capital Group 
Brad Burdon, Vice-President 
4255 Sherwoodtowne Blvd 
Mississauga Ontario, L4Z 1Y5 
Tel: (905) 279-1355 Ext. 125 
Fax: (905) 279-2318 
Website: www.newsolcapital.com 

 
 

Company Description:  

Financial services provider whose products are designed to meet the working capital challenges 
of business with short term, asset based financing products. At New Solutions, we pride 
ourselves on our ability to fulfill the ever changing needs of business in its quest to capitalize on 
growth opportunities.  
 

Product and Services: 

Contract financing; purchase order financing; accounts receivable financing; SR&ED financing 
and mid-market syndications. 
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OME Group Consultants Inc. 
 

Contact Information: 

OME Group Consultants Inc. 
Martha Oner, Manager, Business Development 
30 Duke Street West, Suite 2203 
Kitchener, Ontario N2H 3W5 
Tel: (519) 571-7951 
Website: www.omegroup.com  
 
 

Company Description: 

OME Group: Securing Your R&D Refunds. 
 
We are excited to announce the opening of our Kitchener location to better serve our existing 
client base in the Waterloo Region!  
 
Since 1993 we have been securing refunds for our clients by filing maximized, substantiated 
SR&ED claims. Canada is one of the best places to do R&D as the SR&ED program helps 
innovative businesses by refunding up to 68% of their R&D!  
OME Group is proud to serve over 400 research in areas such as Machinery and Automation, 
Food and Beverage, Software/IT, and Plastics/Chemicals. 
Find out if you’re eligible, visit our TechTree™ at www.omegroup.com  

Tips: 

• Get the Right People-Your success is directly related to the caliber of employees that you hire. 
Working with the right people can be the difference between taking off and crash landing.  

• Delegate Authority- When the President is also the main Sales Rep. and the CFO, little will be 
accomplished after the first sale. Technically inclined owner-managers must realize when they 
need outside sales and business advice. 

• Don’t make commitments you can’t keep-If you’re in major growth mode, ensure sales and 
production are in tune. It is better to service 5 clients well then 20 poorly. If product is 
continually on back order, the orders will stop coming in as your competitors swoop in to get the 
job done. 

• Write down company processes-When your team has proper guidelines to follow, the work will 
get done more efficiently. Clear paths of decision making and production processes will help to 
motivate staff and increase production. ISO registration can be the way to grow for early stage 
companies. 

Suggested Resources for Entrepreneurs:  

• Remember, when funding is there, use it! The SR&ED program is one of many that can keep 
start up companies in the black during their R&D cycle. Exhaust all sources of external grant 
and funding programs prior to looking for other sources of funds (friends, angles and venture 
capitalists)! 

• The Four Obsessions of an Extraordinary Executive: A Leadership Fable by Patrick M. Lencioni 
–This book describes “a leader’s crucial role in building a healthy organization-an often 
overlooked, but essential element of business life that is the linchpin of sustained success.” 

• WatStart  www.watstart.com  Through WatStart, “you can interact with fellow early-stage 
entrepreneurs and meet some of the leading service providers in the area.” 

http://www.omegroup.com/
http://www.omegroup.com/
http://www.watstart.com/
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Ontario Ministry of Small Business and Entrepreneurship 
 

Contact Information: 

   
  

 
Ontario Ministry of Small Business and Entrepreneurship 
Amy Britten (Waterloo Region excluding Cambridge) or  
Paul Plant (City of Cambridge) 

 Business Advisory Services and Entrepreneurship 
 30 Duke Street West, Suite 906  
 Kitchener Ontario  N2H 3W5 
 
 Tel: (519) 571-6074 (for companies in Waterloo Region, excluding 

Cambridge) 
 Tel: (519) 571-6065 (for companies in Cambridge) 
 Website: www.sbe.gov.on.ca  
 

Company Description: 

The Ministry of Small Business and Entrepreneurship was created in 2006 to recognize the 
importance of small businesses to Ontario’s economy.  The ministry has several initiatives to 
advance small business and entrepreneurial success in Ontario, including support of the 
Waterloo Region Small Business Centre. For more information on the Ministry, visit 
www.sbe.gov.on.ca. For more information on the Waterloo Region Small Business Centre, visit 
www.bizenterprisecentre.com. 
 

Tips: 

1. Start your business based on a passion. 
2. Do your homework – yes, you need a current business plan. 

 

http://www.sbe.gov.on.ca/
http://www.sbe.gov.on.ca/
http://www.bizenterprisecentre.com/
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PricewaterhouseCoopers 

 

Contact Information: 

Paul Hendrikse, CA, CPA (Illinois), Partner, Audit and Assurance Group 
South Western Ontario Technology Practice Leader 
55 King Street West, Suite 900 
Kitchener, Ontario   N2G 4W1 
Tel: (519) 570-5736 
Email: paul.hendrikse@ca.pwc.com 
Web: www.ca.pwc.com  

Company Description: 

PricewaterhouseCoopers is a world leader in providing professional assurance, advisory and tax 
services to technology companies of all sizes. PricewaterhouseCoopers brings a unique 
approach to the market, providing the appropriate financial accounting and tax planning and 
compliance services to clients based upon their stage of development.    

Advice: 

Keep it simple – focus on your product and on introducing the product to a customer with the 
intention of introducing it to more of the same types of customers.  Far too often, we see too 
much emphasis on developing complex corporate structures, complex accounting systems, and 
complex business plans.  Your business plan should fit on a page, and focus on the top five 
things that need to be accomplished to generate a customer purchase order. 

Tips: 
• Look between technology cracks for opportunities to displace currently accepted technologies 
• Make sure that your product or service offers at least a 10 times advantage over the current 

competition. 
• Remember that there is always a competitive product out there – know your competition and be 

prepared to stack your product up against that competition 
• Consider whether your product or service can be adapted to a subscription-based model.  These are 

growing in popularity as they do provide a recurring revenue stream for your business. 
• Hire the right team to execute your strategy  - think about the shift from being an early stage R&D 

company to being a sales focused company 
• Look to markets outside of Canada and the US as growth opportunities, but don’t forget that it is often 

easier and less expensive to find key customers in Canada. 
• Ensure that you have developed your value proposition to target a specific pain for your customers – 

you need to convince them of the value of your product – your value proposition should not be a 
technical solution 

• Scale your company based upon realistic targets – too many companies increase their size 
prematurely, and never recover from the excess costs incurred – consider contract workers in the short 
term 

• Continue to maintain a technology lead by continually investing in your technology – ensure your focus 
remains on what customers want 

• Be willing to stay the course and say no – stick to your business plan unless clearly better alternatives 
present themselves – everything else is just a distraction. 

Suggested Resources for Entrepreneurs:  
1. Geoffrey Moore – Crossing the Chasm 
2. Thomas Friedman – The world is flat: a brief history of the 20th century 
3. James Collins – Built to Last: Successful Habits of Visionary Companies 

mailto:paul.hendrikse@ca.pwc.com
http://www.ca.pwc.com/
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Quarry 

 
Contact Information: 

Quarry Integrated Communications 
Meredith Fuller, Senior Public Relations Consultant 
180 King Street South 
7th floor, Allen Square 
Waterloo, Ontario N2J 1P8 
Tel: (888) 570-2020 
Fax: (519) 743-3053 
Website: www.quarry.com  
 

Company Description: 

Welcome to Quarry. We help clients build their business through a full range of integrated 
services including: communications planning, advertising and communication arts, public 
relations, database and direct marketing, web and digital development, and interaction design 
and usability. 

Tips: 

“Ideas that Build.” 
These three words encapsulate Quarry. But what does that really mean to you? It means that 
we're the people who can offer you: 
 

• Ideas that Build Demand. 
• Ideas that Build Customer Relationships. 
• Ideas that Build Brands. 
• Ideas that Build Profits. 

 
In short, we deliver Ideas that Help You Build Your Business.  
Our specialty is in building demand for considered purchase goods and services - things like 
information technology, agribusiness, financial services, healthcare & life sciences.  
 
 

http://www.quarry.com/
http://www.quarry.com/integration/demand_builder/
http://www.quarry.com/integration/communication_arts/
http://www.quarry.com/integration/public_relations/
http://www.quarry.com/integration/public_relations/
http://www.quarry.com/integration/database_marketing/
http://www.quarry.com/integration/interactive_media/
http://www.quarry.com/integration/interaction_design/
http://www.quarry.com/integration/interaction_design/
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RIM Research in Motion 
 

Contact Information: 

RIM (Research in Motion) 
295 Phillip Street 
Waterloo Ontario  N2L 3W8 
Tel: (519) 888-7465  
Robert Crow, Vice-President Industry, Government      

   and University Relations 
   Email: rcrow@rim.net  

                                                                    Tel: (519) 888-7465 ext. 5233 
                                                                    Website: www.rim.com 

Company Description: 

Research In Motion Limited is a leading designer, manufacturer and marketer of innovative 
wireless solutions for the worldwide mobile communications market. Through the development of 
integrated hardware, software and services that support multiple wireless network standards, RIM 
provides platforms and solutions for seamless access to time-sensitive information including 
email, phone, SMS messaging, Internet and intranet-based applications. RIM technology also 
enables a broad array of third party developers and manufacturers to enhance their products and 
services with wireless connectivity to data.  

RIM's portfolio of award-winning products, services and embedded technologies are used by 
thousands of organizations around the world and include the BlackBerry® wireless platform, the 
RIM Wireless Handheld™ product line, software development tools, radio-modems and 
software/hardware licensing agreements. Founded in 1984 and based in Waterloo, Ontario, RIM 
operates offices in North America, Europe and Asia Pacific. RIM is listed on the Nasdaq Stock 
Market (Nasdaq: RIMM) and the Toronto Stock Exchange (TSX: RIM). For more information, visit 
www.rim.com or www.blackberry.com. 

Products and Services: 

Through the development of integrated hardware, software and services that support multiple 
wireless network standards, RIM provides platforms and solutions for seamless access to time-
sensitive information including email, phone, SMS messaging, Internet and intranet-based 
applications. RIM technology also enables a broad array of third party developers and 
manufacturers to enhance their products and services with wireless connectivity. RIM's portfolio 
of award-winning products, services and embedded technologies are used by thousands of 
organizations around the world and include the BlackBerry® wireless platform, the wireless 
handheld product line, software development tools, radio-modems and software/hardware 
licensing agreements. 

BlackBerry® is a leading wireless connectivity solution, providing access to a wide range of 
applications on a variety of devices around the world. It combines award winning handhelds, 
software and services to keep mobile professionals connected to the people, data and resources 
that drive their day.  BlackBerry keeps you ‘in-the-loop’ while you’re on the go with push-based 
technology that automatically delivers email and other data to your wireless handheld. And with 
the integrated phone*, SMS*, browser and organizer applications, you can easily manage all your 
information and communications from a single, integrated handheld. 

Suggested Resources for Entrepreneurs:  

Read the book The Art of War, by Sun Tzu, a 2500-year-old compendium of strategy and tactics, 
which can give insight into the world of modern business. 

mailto:ethan.goldberg@bmo.com
http://www.rim.com/index.shtml
http://www.blackberry.com/
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Science and Business Student Association 
 

Contact Information: 

Science and Business Students’ Association 
Harjot Arora, President 
Tel: (519) 888-4567 x6053 
Email: sbsa@uwaterloo.ca 
Website: www.uwsbsa.ca  
 
 

Company Description:  

 
The Science and Business Students' Association (SBSA) is the on-campus society for students in 
Science and Business, Biotechnology and Economics, and Biotechnology and Chartered 
Accountancy, at the University of Waterloo. 
 
Our vision is to bring student together enrolled in Science & Business, Biotechnology and 
Economics, and Biotechnology and Chartered Accountancy to create networking opportunities 
and foster a spirit of a close knit society. 
 
The Science and Business Students' Association (SBSA) of the University of Waterloo 
shall exist for the following purposes: 
 

• Improve communication between the students and industry professionals 
• Raise awareness of the Science and Business, Biotechnology Economics, and 

Biotechnology Charted Accountancy programs. 
• Increase student participation 

 
Our mission is to organize social and educational events for students enrolled in all three 
programs. 
 
 
 

mailto:sbsa@uwaterloo.ca
http://www.uwsbsa.ca/
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SHAD 
 

Contact Information: 

 
 Mary Dever 
 National Director of Development 
 8 Young Street 
 Waterloo, Ontario  N2J 2L3 
 Tel: 519-884-8844 
 Email: mary@shad.ca  
 Website: www.shad.ca  
 

Company Description: 

Since 1981, the Shad Valley program has been helping top students in senior high school find an 
edge in the competitive, knowledge-based world of tomorrow. It’s an experience unlike anything 
else you’ve seen; it combines entrepreneurship with science and technology, and offers 
academic and often paid work experience to its students. 
 
What sorts of people come to the Shad Valley program? 
Our candidates tend to be creative and talented individuals––musicians, inventors, and young 
businesspeople––with strong leadership skills, the ability to work in a team, and solid academic 
records, particularly in math and science.  
 
Participants spend the month of July at one of twelve excellent universities across Canada, where 
they attend lectures and workshops, and get involved in group projects. Some go on to five 
weeks of paid work with Shad partner companies, combining their own talents with the skills 
honed at Shad to tackle real-world challenges.  
 
Shad Valley is a program of Shad International, the operating name of the Canadian Centre for 
Creative Technology (a Canadian registered charity).  
 
 

mailto:mary@shad.ca
http://www.shad.ca/
http://www.shad.ca/shadvalley/campuses_overview.asp
http://www.shad.ca/supporters/shadsupporters.asp
http://www.shad.ca/contactshad/historymission.asp


Chapter 4 – RESOURCE GUIDE 2006 

 Page 80 

 
 

Tech Capital Partners 
 
 
 
 
 

Contact Information: 

Tech Capital Partners Inc. 
8 Erb Street West 
Waterloo, Ontario   N2L 1S7 
Tel: (519) 883-8255 
Fax: (519) 883-1265 
Website: www.techcapital.com 
Andrew Abouchar Tim Jackson 
Partner Partner 
Tel: (519) 883-8416 Tel: (519) 883-0959 
Email: abouchar@techcapital.com Email: jackson@techcapital.com 
Jacqui Murphy 
Vice President 
Tel: (519) 883-8656 
Email: jmurphy@techcapital.com  

Company Description: 

At Tech Capital, our mission is to help entrepreneurs build world-class technology companies. 
We manage over $95 million in venture capital funds, and more than two-thirds of this money is 
available for future investments.  
 
We take an active role in building your company. Our team has experience leading successful 
high-tech startups and knowledge gained from having helped build many technology companies.  
 
Our portfolio companies include: Covarity (www.covarity.com), DiskStream 
(www.diskstream.com), Handshake VR (www.handshakevr.com), LiveHive Systems 
(www.livehivesystems.com), Sandvine (www.sandvine.com), Sidense (www.sidense.com), Sirific 
Wireless (www.sirific.com), Software Innovation (www.softinn.com) and VideoLocus (acquired by 
LSI Logic).  
 
More information is available at http://www.techcapital.com. 
 
 

Tips: 

• Stay focused. Build a plan quickly and then execute quickly. A plan will help keep the 
company focused on its goals and help management make decisions as variables 
change (which they will). This plan should not be a hundred page document, written by 
one person that is put on a shelf and is used by no one. It should be a dynamic, action 
oriented document that is read and understood by the whole company, and referred to 
often. 

• Make sure you’re focused on the right things (getting a first customer, getting more 
customers, generating revenue). Try to minimize distractions that cause your company to 
focus on issues/opportunities that have little impact on the success of the company. 

• Cash is king. Always have a budget and keep an eye on your cash. Don’t waste money 
but make sure you spend it to grow your company. Develop a “fully funded” business 

http://www.techcapital.com/
mailto:abouchar@techcapital.com
mailto:jackson@techcapital.com
mailto:jmurphy@techcapital.com
http://www.covarity.com/
http://www.diskstream.com/
http://www.handshakevr.com/
http://www.livehivesystems.com/
http://www.sandvine.com/
http://www.sidense.com/
http://www.sirific.com/
http://www.softinn.com/
http://www.techcapital.com/
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plan (how much money will you need in total to get cash flow positive) and think about 
where that money is going to come from.  

• Network with people who can help you build your company (strategic networking not 
waste of time networking). Use these contacts to get you to market more effectively and 
efficiently. Ask relevant contacts to introduce you to other relevant contacts.  

• Ask for help. If you’ve never done something before, ask for help. Getting a little advice 
could save you a ton of time and keep you from going down the wrong path. 

• Be very careful when hiring your team. Always hire people who are smarter and have 
more experience than you. Remember, you are going to be working with these people for 
a long time (hopefully) and you want them to have a significant positive impact on your 
company. 

• Everyone is a salesperson. Realize that every employee in your company is responsible 
for some aspect of selling your product. Make sure all employees understand they are 
part of the bigger picture by sharing sales objectives and results with the entire company. 
Celebrate and thank all employees when the company meets (or exceeds!) its sales 
objectives. 

• Share the wealth. Give all employees an ownership stake in the company. Employees 
will be more passionate about building the company if they have some “skin in the game”. 
Make hard work worth everyone’s while. 

• Focus on building a business, not on selling a business. As an entrepreneur, your main 
focus should be to build a self-sustaining “real” business. Your company will be worth 
more in the long run if you do not need to be acquired in order to stay in business. Keep 
your options open. 

• Keep your house in order. Be organized and ready to jump when an opportunity presents 
itself. Know what you need to have in place in order to make a customer/partner/investor 
presentation and have these materials on hand, ready to go. Think about what materials 
you might need to have prepared for customer/partner/investor due diligence on your 
company and make sure these things are ready should you need them. 

 

Suggested Resources for Entrepreneurs:  

• WatStart – www.watstart.com and Communitech (both will give you unbiased advice and 
point you in the right direction) 

• Winning Low Limit Hold ‘em by Lee Jones (everyone is playing poker: it’s good for 
networking, it’s good for developing strategic thinking, it’s good for developing patience, 
it’s good for learning how to read people, it’s good for learning when and how to make 
bets) 

• The Innovators Solution by Clayton E. Christensen and Michael E. Raynor (good for 
setting your company up properly from the start, evaluating new product/market 
opportunities, and creating and sustaining growth). 

http://www.watstart.com/
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The Record 
 
Contact Information: 

The Record  
160 King Street East 

       Kitchener Ontario, N2G 4E5 
   Contact: Waldy Willms, Account Manager 
   Tel: (519) 894-2250 ext. 2307 

 Email: wwillms@therecord.com 
 Website: www.therecord.com  
 

Company Description 
 
Every year, The Record and the Guelph Mercury publish and distribute the Technology Spotlight. 
The publication has become a very special and unique success story. The Spotlight is delivered 
every October to over 80,000 households in the region and it is the most cost effective and high 
impact way to press your message home with decision makers, and legitimize your presence in 
Canada's Technology Triangle. 

Tips: 
 
Why advertise in the Technology Spotlight? 

- 75,000 copies delivered throughout the Region 
-Delivery date designed to coincide with Entrepreneur Week  
-Image and Brand Marketing to an international audience through Tradeshow & Online 
distribution 
-Employee Recognition, Retention and Recruitment 
-Business 2 Business Marketing of Services 
-Communication of Confidence to Local Investors 
-Client Recognition and the Power of the Satisfied Customer Testimonial 
-Corporate Profiles to describe your success culture and promote Business Development 

 
Here is a link to the online version of last years Technology Spotlight 
www.therecord.com/business/techspot  
  
 

mailto:wwillms@therecord.com
http://www.therecord.com/
http://www.therecord.com/business/techspot
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TSX 
 
Contact Information: 

Lisa Walman 
TSX Venture Exchange 
Email: Lisa.Walman@tsx.com 
Website: www.tsx.com  

 
Company Description:  

TSX Venture Exchange is home to Public Venture Capital (PVC)… a significant source of 
financing for Canada's emerging companies in all industry sectors. PVC works for the right 
company at the right time… should it be part of your company's financing plan? 
 
TSX Venture Exchange - Serving the public venture equity market, TSX Venture Exchange 
provides access to capital for companies at the early stages of their growth while offering 
investors a well-regulated market for making venture investments. 
From its pre-eminent domestic base, TSX Group's reach extends internationally, providing the 
global financial community with access to Canada's equity capital and energy markets. Each TSX 
Group operation is connected to and supports the activities of the others; all are focused on 
providing exceptional customer service from our offices in Vancouver, Calgary, Winnipeg, 
Toronto and Montreal. 
Listing, trading and market data - supported by trading technology. These are the key elements of 
TSX Group. 

mailto:Lisa.Walman@tsx.com
http://www.tsx.com/
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UK Trade and Investment 

 

Contact Information: 

UK Trade and Investment 
Mike Moon, Head of Inward Investment 
British Consulate-General 
777 Bay Street, Suite 2800 
Toronto, Ontario M5G 2G2 
Tel: (416) 593-1290 ext. 2234 

      Fax: (416) 593-1229 
      Email: Invest@uktradeinvestcanada.org 
      Web: www.uktradeinvestcanada.org  

Company Description:  

 
INVESTMENT SERVICES 
 
UK Trade & Investment is the lead Government organisation to support overseas businesses 
seeking to set up or expand in the UK. Working out of British Government offices across Canada, 
our team of experienced investment professionals help Canadian businesses to set up or expand 
their business from a UK base quickly and smoothly. We work in close partnership with the 
English regional development agencies and the national development agencies in Scotland, 
Wales and Northern Ireland. 
 
UK Trade & Investment will help you make sound investment decisions, based on our commercial 
expertise and unrivalled local access and knowledge. 
 
Email us for your complimentary "Doing Business With the UK" information package. 
 
TRADE SERVICES 
 
The Canada-UK trade and investment relationship has a strong base, well-founded on our deep 
historical, political and cultural links. As the nature of our bilateral relationship has evolved, a 
constant has been the importance of the business connection. 
 
The flow of trade in goods and services between the UK and Canada remains strong, currently 
valued at over C$16.6 billion. Canadian imports from the UK amount to C$11.6 billion while 
exports are at C$5 billion. This makes Canada the 13th largest market for UK exports. For 
Canada, the UK is the 3rd largest market. 
 
For companies based in Canada: 
 
Our team of experienced trade professionals across the country can help Canadian companies 
seeking sources of supply of British goods, services, and technology. Whatever your needs, as a 
non-profit making service we will offer objective and unbiased advice and can help match your 
needs with a product, service or technology partner from the UK. 

mailto:Invest@uktradeinvestcanada.org
http://www.uktradeinvestcanada.org/
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UW Research + Technology Park 
 

Contact Information: 

UW Research + Technology Park 
University of Waterloo 
200 University Avenue West, GSC 228 
Waterloo, ON N2L 3G1 
www.rtpark.uwaterloo.ca  
Carol A. Stewart 
Tel: (519) 888-4567, x36339 
Email: castewar@uwaterloo.ca  
Website: www.rtpark.uwaterloo.ca  

Company Description: 

At 120-arces, the University of Waterloo Research and Technology Park is one of the largest 
research parks in Canada and one ideally located on the campus of Canada's most innovative 
university.  

A vital addition to Canada’s Technology Triangle of Waterloo, Kitchener, and Cambridge, it 
reflects the enterprising spirit of Waterloo Region. It ensures continued support for pure and 
applied research and innovation throughout Canada, propelling the City and Region of Waterloo 
to the forefront of the knowledge economy.  

Tenants of the Research Park have unprecedented access to Waterloo’s talented co-op students, 
alumni, and professors. There exists an explicit commitment from a select complement of the 
faculty members to collaborate with tenants of the Research Park. Their goal is to create 
breakthrough research discoveries that lead to social and commercial advantage.  

The University of Waterloo Research and Technology Park is growing and nurturing new 
technology, generating thousands of high-quality jobs, contributing to environmental excellence 
and the well-being of the community. 

Suggested Resources for Entrepreneurs:  

• CBET, http://cbet.uwaterloo.ca/ 
• CIPO, http://cipo.gc.ca/ 
• NRC-IRAP, http://irap-pari.nrc-cnrc.gc.ca/  

  

http://www.rtpark.uwaterloo.ca/
mailto:castewar@uwaterloo.ca
http://www.rtpark.uwaterloo.ca/
http://irap-pari.nrc-cnrc.gc.ca/
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Virtual Causeway 
 

Contact Information: 

Virtual Causeway 
Rick Endrulat, President 
22 King Street South, 5th Floor 
Waterloo, Ontario N2J 1N8 
Tel: (519) 886-1600 

   Website: www.v-causeway.com 
 
Company Description:  

TECHNOLOGY FOCUSED LEAD GENERATION 

Virtual Causeway provides a global reach with a local touch! Founded in 2001, Virtual Causeway 
is one of North America’s leading outsource providers of integrated sales and marketing 
services.  We work with some of the biggest names in the technology sector and many start-up 
enterprises and growing firms.  
 
Industry leaders such as RSA, Sybase and IDC rely on Virtual Causeway’s processes and people 
to: 
 

• Gather leads that fill their sales pipeline with qualified opportunities 
• Increase targeted event registration 
• Conduct complex market research and customer satisfaction surveys  

 
Find out how we can help connect you with your best prospects.   
 http://www.v-causeway.com 
 
Tips: 

 
• Build a network of advisors - these people will help you through the early days  
• Focus on short-term goals - celebrate your wins and share them with employees  
• Get your first referenceable customer - then use them to get your second, third, etc 
• Understand the value your product brings your customers - think benefits, not features! 
• Develop a good relationship with your bank early on - they should be a strategic partner 

as you grow.  You will need more money than you think. 
 
Suggested Resources for Entrepreneurs:  

• Networks like Communitech - talk to your peers!  
• People that have already done what you want to do - find a mentor - someone who has 

successfully grown a company - they will have great advice. 
• Magazines like Profit magazine - written for entrepreneurs - lots of great articles, and 

across many subject areas.  
 

http://www.v-causeway.com/
http://www.v-causeway.com/
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Waterloo Region Small Business Centre  
 

Contact Information: 

200 King Street West 
Kitchener ON 
Kathy Weiss, Manager, 
Tel: (519) 741-2294 

      Email: kathy.weiss@city.kitchener.on.ca 
      Website:  www.waterlooregionsmallbusiness.com 

Company Description: 

The Waterloo Region Small Business Centre is an independent private/public centre developed 
to engage, enable and encourage entrepreneurs with the development of new or existing 
businesses. As the hub of information for entrepreneurs, the SBC staff strives to provide excellent 
service to new and growing companies by way of information, consultation and referral. 
The Small Business Centre offers small business information, free one-on-one business plan 
review and guidance, market research advice, seminars and workshops, a small business web 
site (www.waterlooregionsmallbusiness.com), and free Internet access for business research.  
The Kitchener office is located in Kitchener City Hall at 200 King Street West, (519)741-2604. In 
Cambridge, Cambridge Place, 73 Water Street North, (519)740-4536 Ext. 4615. Operating hours 
are Monday to Friday 8:30am to 5:00pm, 4:30 in Cambridge. 

Advice: 

Never stop asking questions – of customers, competitors, mentors.  Listen to the answers. The 
needs of your customer become the ideas for your business.  From the start- up stage to 
continuing growth of your business, develop an attitude of never stop learning. No business fails 
because the owner knows too much. “It’s not who you know, it’s what you know about them.”  
American Demographics. 

Tips 

• Are you prepared mentally, physically and intellectually to meet the challenge of a growing 
business? 

• Your customer base will change. Potential clients may require different ways of doing 
business (if you are dealing with a new country) Changes in your business will affect your 
customer service levels ~ work hard to avoid having the growth of your business conflict with 
your service commitment. 

• Explore your market space ~ will you need to grow outside your current markets to make your 
business bigger? Do your research to know what opportunity exists. 

• Revisit your business plan, and projections. How will the growth affect you financially. 
• Determine what new sales opportunities will have on your expenses and bottom line. 
• Can your suppliers keep up with your new demands as you increase your customer base? 

Have a back up plan. 
• Now is the time to assess the role you will play your larger business. Will you hire employees, 

contract out, need specialized staff? 
• Are you a leader? With employees, you now have staff who are relying on you to guide and 

inspire.  Communication skills will be imperative. 
• Effective marketing – choose methods that tell people you’re growing and that reach new 

customers.  Emphasize the benefits of your growth to your customers. 
• Make your decision to grow based on the best information and advice available. Seek 

counsel from the team who understands you and your business best – mentors, bankers, 
accountants, lawyers and family. 

mailto:kathy.weiss@city.kitchener.on.ca
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Suggested Resources for Entrepreneurs:  

• The Canadian Small Business Handbook, Susan Kennedy-Loewen 
• The 7 Irrefutable Rules of Small Business Growth, Steven S. Little.  This book offers real 

world, practical solutions. Entrepreneurs will find the answers to all the important questions. 
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We-Create Inc. 
 

Contact Information: 

We-Create Inc., Internet Solutions 
2-572 Weber Street North 
Waterloo Ontario,  N2L 5C6 

 Tel: (888) 615-7374 
 Fax: (519) 745-7374 
 Website: www.wecreate.com 
 Bill Waters, CEO 
 Email: Bill@wecreate.com  
 

Company Description:  

We-Create Inc. is a local entrepreneurial success story.  Started in 1999, We-Create now has 
offices throughout Ontario gaining considerable strength with their ‘Connector Series’, a 
community integrating platform that strengthens the ties between Media, Community 
Organizations, Small Business, and Local Residents.  This Series is poised for explosive growth 
throughout North America in the next two years. 
 
Keeping the ‘Connector Series’ innovative and progressive is We-Create’s dedication and 
commitment to applying leading edge technologies and developing custom projects for some of 
the largest companies in the World.  This dominance in leading edge technology has even led 
large publishers to request that We-Create developers write books.  The latest of which appears 
on www.googlemapsbook.com and is sold worldwide. 

Tips: 

• Listen Cautiously – the essence of marketing 
• Connect – there’s great strength in knowing and being known  
• Adapt – especially to your target market’s needs 
• Commit – once the product is defined properly, stick to your guns 
• Persevere – success is wrought with scars 

Suggested Resources for Entrepreneurs:  

• Communitech 
• We-Create Inc. 
• Wilfrid Laurier University 

 

http://www.wecreate.com/
mailto:Bill@wecreate.com
http://www.googlemapsbooks.com/
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Schlegel Centre for Entrepreneurship - School of Business & Economics 
Wilfrid Laurier University 

 
Contact Information: 

Schlegel Centre for Entrepreneurship 
School of Business & Economics 

 Wilfrid Laurier University 
 75 University Avenue West, SBE 2210 
 Waterloo, Ontario N2L 3C5 
 Tel: (519) 884-0710 x2841  
 Email: schlegelcentre@wlu.ca 
 Website: www.wlu.ca/eship  
 
Steve Farlow, Executive Director 
Email: sfarlow@wlu.ca  
Ext. 2615 
Office: SBE 2214 
www.wlu.ca/sbe/schlegel 
 
Victoria Larke, Associate Director 
Email: vlarke@wlu.ca 
Ext. 2998 
 
Andre Boysen, Entrepreneur-In-Residence 
Email: aboysen@wlu.ca 
Ext. 2841 
 
Patrycja Gadomski, Administrative Assistant 
Email: pgadomski@wlu.ca 
Ext. 2841 
 

Organization Overview 

The Schlegel Centre for Entrepreneurship is driven by a desire to educate and create 
opportunities for students in the area of entrepreneurship.  The Centre has four key functions:  

• To support the academic programs and courses taught within the School of Business & 
Economics;  

• To support the entrepreneurial community;  
• To provide opportunities for Laurier students to work with the entrepreneurial community; 

and  
• To facilitate the incubation of student business ideas.  

Made possible by the financial support of Robert and Myrna Schlegel and The John Dobson 
Foundation, the Centre represents a first of its kind, serving the shared interests of the School of 
Business & Economics, faculty, students, alumni, entrepreneurs and the private sector through a 
commitment to entrepreneurial education, innovation, and leadership. 
 
 
 
 

Patrycja Gadomski, Administrative Assistant 
Email: 139Hpgadomski@wlu.ca 
Ext. 2841 
 
Lindsay Whiting, Program Coordinator 
Email: 140Hlwhiting@wlu.ca 
Ext. 3153 
 
Cory Kittel, Coordinator, Student 
Connections 
Email: 141Hckittel@wlu.ca 
Ext. 2820 
 
ACE Laurier 
Email: 142Hacelaurier@wlu.ca 
Ext. 2622 
 

mailto:schlegelcentre@wlu.ca
http://www.wlu.ca/eship
mailto:sfarlow@wlu.ca
http://www.wlu.ca/sbe/schlegel
mailto:vlarke@wlu.ca
mailto:aboysen@wlu.ca
mailto:pgadomski@wlu.ca
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