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w i t h  a 
S o l i d 
b u S i n e S S 
p l a n

(NC) — Business plans offer a 
glimpse into your thoughts and inten-
tions as a business leader. It is a reflec-
tion of your ability to put thoughts to pa-
per and demonstrates your commitment 
to researching your market and your 
competition. A business plan is also a 
reflection of how well you are able to de-
fine your target market and develop a 
marketing plan that speaks to potential 
clients. Stepping back and objectively 
presenting your strengths is challenging 
and may require help from your circle of 
influence, so don’t be afraid to ask for 

assistance.
When mentors at the Canadian Youth 

Business Foundation review a plan with 
their entrepreneurs, they look for one 
that is well written, reveals the person’s 
strengths, and also demonstrates how 
they will compensate in areas of weak-
ness. If you can define your strengths 
and the motivation behind the business 
concept, you will be able to draw on 
these qualities during tough economies.

Some entrepreneurs turn to prepack-
aged business plan templates that are 
available online, but it’s essential you 

take the time to customize them to your 
specific needs and goals. Be sure to 
also proofread your plan by double 
and triple checking spelling, grammar 
and sentence structure since you don’t 
want your great idea to be overlooked 
due to small errors in your plan. At the 
end of the day, if you haven’t done your 
homework it will show, and regardless of 
your reasons for writing a business plan, 
there is no substitute for quality content. 
Don’t get lost in the mix, invest in your 
plan and reap the rewards.

— www.newscanada.com
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Full Service Branches now open at 1890 Pembina Hwy & 3365 Portage Avenue

Commercial Credit Specialists
“Expertise only a professional can provide”

Commercial Centre at
1890 Pembina Hwy • 204-896-2510

westoba.com • 1-877-937-8622

Join us at any Westoba Branch on Thursday, October 18th for International Credit Union Day.
Enjoy refreshments and meet the staff.

E-waste 
Terminators 
t o ta l  d e S t r u c t i o n  
i S  g u a r a n t e e d  
at  m o r d e n  p l a n t

By David Square – For the Free Press

Making sure sensitive information is 
deleted from hard drives is a priority 
when business computers are recycled. 

That’s why Morden-based recy-
cler Exner E-Waste allows clients to 
be present when computers are de-
stroyed. For a $5 fee, the company will 
even issue a certificate of destruction, 
listing serial numbers and other essen-
tial information on the hard drives. 

“We have one customer who had 500 
computers demolished in this manner,” 
says human resources manager Dave 
Wilkinson. 

“Owners of household computers are 
also eligible for the service.”  

Exner opened for business in July, 
2011 when it received an environmen-
tal licence from Manitoba Conservation 
to recycle electronic waste.

In May, the plant bought a new 
shredding machine capable of reduc-
ing a washing machine into scraps in 
40 seconds.

“Though it’s a very expensive ma-
chine, the shredder will speed up our 
processing line and save us money in 
the long run,” Wilkinson says.   

After shredding, residual material is 
pulverized in a hammer mill and sepa-
rated into steel, copper, aluminum, 
lead, iron, gold, plastic and other valu-
able materials. 

At full capacity, three to five tons of 
e-waste can be processed per hour. 
The refined e-waste is sold to “up-
stream users” who use the recycled 
materials to manufacture new goods.  

“The aluminum and other metal 
nuggets we turn out are up to 98% 
pure, which saves the end user a lot of 
money in productions costs,” Wilkinson 
says. 

A small percentage of non-recycla-
ble waste, such as thin plastic from 
computer labels, is sent to a landfill.  

“We’re obviously in business to make 
money,” Wilkinson says. “But we’re also 
helping to prevent provincial landfills 
from being swamped by e-waste. It’s 

all part of our contribution to saving 
the planet.”

Indeed, washing machines, fridges, 
microwaves, computers, cell phones, 
televisions, stereos, CD and DVD play-

ers, ovens and fax machines are all 
grist for the mill. 

“Basically, we recycle anything that 
can be plugged into a wall,” Wilkinson 
says. “Though we do refine pop cans  
as well.” 

In 2010, Germany’s Hubertus Exner 
partnered with Paul Wegner of Canada 
to bring his e-waste technology to 
Manitoba. 

Wegner says many of the machines 

used in the recycling process were 
invented by Exner himself.

Morden was chosen because of its 
central location and its road and rail 
connections to all regions of Canada 
and the U.S.

Without the benefit of government 
startup grants, the Morden plant was 
privately financed, and the special-
ized machinery was built by the local 
workforce.

The company has applied to Elec-
tronics Product Stewardship Canada to 
become Manitoba’s first EPSC-verified 
recycler of end-of-life electronics. 

Wilkinson is optimistic the applica-
tion will be successful. It would allow 
the company to increase its workforce 
from eight to 38 to cope with additional 
volumes of e-waste delivered through 
the industry-led Manitoba Electronic 
Products Recycling Association. Cur-
rently, e-waste collected through the 
non-profit program is sent to proces-
sors in other provinces.

Exner already processes e-waste 
from the universities of Manitoba, Win-
nipeg and Brandon, several school 
divisions and health authorities, along 
with the RCMP, Manitoba Liquor Board 
and the general public.

The next stage of development calls 
for construction of a new recycling 
centre and crushing facility on a 13-
acre site in the Morden Industrial Park. 
When the plant is up and running in 
2013, it will allow the company to move 
into full-scale vehicle and heavy equip-
ment crushing, with retrieval of raw ma-
terials from vehicles. 

Hubertus Exner wants the plant to be 
his innovation centre for waste man-
agement technology in North America, 
and Wilkinson believes the company is 
positioned to become a world leader in 
e-waste recycling.  

www.exnerewaste.com
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Donovan Chong is trying to 
expand his business. My Sweet 
Tea — a cafe and lounge in Ot-
tawa’s Chinatown that serves 
teas imported from Taiwan — has 
traditionally catered to Ottawa’s 
Asian population said Chong, 
who began as a loyal customer 
and is now the small company’s 
marketing director.

As the business turns four 
years old, he’s relying on Face-
book and Twitter to reach out to 
customers who may not wander 
in on their own.

“We’re trying to do a bit of so-
cial media outreach ‘cause, you 
know, that’s what the cool kids 
are doing these days,” he said.

But Chong 
is learning that 
simply having a 
web presence 
doesn’t bring 
customers to the 
door.

“It’s frustrat-
ing — we don’t 
have any more 
than 300 likes 
on Facebook — 
but even get-
ting those took 
a good amount 
of time and we had to create an 
event and promotions . . . that 
outreach is tough sometimes.”

In an online world, every 

small busi-
ness seems to 
have a Twitter 
account or 
a Facebook 
page, but 
according 
to Dan Kelly, 
president of 
the Canadian 
Federation of 
Independent 
Business 
(CFIB), “most 
don’t really 

have the knowledge or in-house 
help to actually market it and get 
it shared with a larger audience.”

The result is that a lot of social 
media marketing fails to connect 
small businesses with Canadian 
consumers.

To help close that gap, CFIB 
and Interac have teamed up 
to create Canada’s first annual 
Small Business Saturday as part 
of Small Business Week.

On Saturday, Oct. 20, Cana-
dians will be able to log onto 
www.shopsmallbiz.ca, enter their 
postal code, and find special 
promotions or discounts at small 
businesses in their city.

Offers range from 10 per cent 
off at your favourite coffee shop 
to deals on winter tires or a free 
consultation with an interior de-
signer in your neighbourhood.

The event aims to encourage 
Canadians to “give small busi-
ness a thought when they’re 
doing their shopping,” said Kelly, 
whose organization represents 
more than 109,000 small and 
medium-sized businesses in 
Canada.

According to Statistics Can-
ada, approximately five million 
Canadians work at small busi-
nesses, which is almost half of 
Canada’s private sector labour 
force.

Small Business Saturday is 
part of a campaign to encour-
age Canadians to support those 
workers by spending money at 
local, independent businesses, 
rather than at big-box stores or 
south of the border.

“Sometimes you walk past 
a place for five years in your 
neighbourhood, but you’ve never 
walked in?  This might get you to 
walk in,” said Kelly.

Chong, who learned about 
Small Business Saturday on 
Facebook, said he hopes the 
one-day promotion will attract 
people from outside Chinatown.

“This is Canada, right? We 
have a huge variety of people to 
reach out to so why restrict your-
self to just one group?”

“The (Canadian Federation 
of Independent Business) has a 
much broader outreach than we 
have alone,” said Chong. “so, the 
whole advantage is that there’s a 
broader spectrum of viewers that 
can come and look at the page.  
And, if we make a nice page and 
describe ourselves well, then we 
can attract attention that way for 
sure.”

Kelly said Canadians should 
feel good about supporting local 
businesses.

“These are companies that 
create jobs in good times and in 
bad, hang onto employees when 
the economy softens, often have 
unique products and services 
that we don’t think about, and 
are in our backyard supporting 
the local hockey team, and, of 
course, contributing to the tax 
base,” he said.

— POSTMEDIA NEWS
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Event 
celebrates 
Canadian 
small 
businesses

By Teresa Smith – For Postmedia News



Small 
business 
owners 
navigating 
rough waters 
with cautious 
optimism

By Denise Deveau – For Postmedia News
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Small business owners 
deserve considerable credit 
for their role in supporting the 
Canadian economy, says Frank 
Boutzis, partner with KPMG 
Enterprise in Toronto. 

“Ninety-eight per cent of 
businesses in Canada have 100 
or fewer employees and less 
that $5-million in revenues,” 
says Boutzis. “At the same 
time, their contribution to the 
economy is in excess of 30 per 
cent of Canada’s GDP and they 
account for 48 per cent of the 
labour force in the private sec-
tor. In addition, 86 per cent of 
Canadian exporters are small 
businesses.”

Mike Michell, national direc-
tor for small business at RBC, 
goes one step further in assess-
ing the impact of small busi-
nesses on the economy. “Their 
contributions are what helped 
us get through the recession,” 
he says.

It hasn’t been easy, how-
ever: Small business owners 
have struggled because of the 
economic downturn, volatile 
exchange rates and an increas-
ingly unstable political climate, 
Boutzis says. “This has made 
it especially problematic for 
those in manufacturing and/or 
exports.”

Despite these factors, small 
business surveys are indicating 
a “cautiously optimistic” attitude 
prevails among owners about 
their business prospects.

Athena Varmazis, president 
and general manager, small 
business services for American 
Express Canada in Markham, 
Ont., says there had been an 
improvement in recent months 
in the general confidence of 
small business owners up until 
the last quarter. “They are a 
little less hopeful about the 
state of business overall versus 
the beginning of 2012.” 

She speculates it’s the mac-
roeconomic indicators that are 

injecting a cautionary tone and 
uncertainty. “That being said, 
on average 57 per cent still 
remain hopeful according to our 
latest Small Business Monitor. 
And while that’s down from the 
previous quarter, it is still prom-
ising.” Calgary 
business tracked 
the highest on 
confidence indica-
tors at 76 per cent. 

The focus for 
businesses over 
the next six months 
is growth, accord-
ing to the survey. 
“They are doing 
what they can to 
contain costs and 
acquire and retain 
customers and em-
ployees,” Varmazis 
says. “Those are 
critical to their 
growth path.”

A similar Bank of Montreal 
survey indicated 53 per cent of 
small business owners believe 
there will be better times ahead, 
and 50 per cent expect their 
businesses will grow in 2013. 
More than 70 per cent are 
positive about the economic 
outlook. The biggest challenges 
facing companies over the next 
year, as cited in the survey, are 
finding and retaining employees 
and increasing revenues.

One element Sim Mehanger, 
small business area manager 
for Bank of Montreal in Vancou-
ver, finds heartening about the 
small business landscape is the 
number of female-run enter-
prises. “That’s one of the fast-
est growing markets for small 
business.”

Mary Picard, president of 
Maram Building Corp in Wood-
bridge, Ont., identifies herself 
as one of the cautiously op-
timistic. She says the recent 
recession did take its toll on 
her residential contracting firm, 
which she has run since 1991. 

“The environment in general has 
not been great over the last few 
years. The recession really put 
a damper on the business and 
it shows.”

This year, however, she 
reports business is very good. 

“Because 
we’re small, 
we’re able 
to get busi-
ness. We 
can be more 
flexible 
while larger 
companies 
are trying 
to break 
down into 
divisions to 
compete on 
a smaller 
level.”

That 
competitive 

agility has made Picard hopeful 
about her company’s near-term 
prospects. “Things are defi-
nitely brighter, despite the fact 
that the global economy doesn’t 
look great. We have to keep 
busy because we want to keep 
our people employed.”

Michell confirms that hard 
times haven’t dampened the 
enthusiasm for potential growth. 
“More business owners are 
coming in to get credit but not 
drawing on it right away. That’s 
a good sign they are getting 
themselves set to take advan-
tage of opportunities when they 
do come.”

If a company is considering 

expansion, now is the time to 
contemplate investing in tech-
nology and equipment, he says. 
“While the high Canadian dollar 
can create problems on the 
export side, it’s great if you’re 
looking to acquiring anything in 
US funds or euros.”

To ensure a business suc-
ceeds, Boutzis says it’s es-
sential to keep with the times 
and adapt to change, whether 
that means optimizing produc-
tion costs, or enhancing cus-
tomer service to ensure busi-
ness continuity. He says small 
businesses have a decided 
advantage, since they aren’t 
burdened by the regulatory and 
reporting requirements of public 
companies. 

The key is in knowing when 
the time is right, Boutzis says. 
“Staying the course is not always 
the right approach. Always look 
at your strategy. Is it current? 
Is it in tune with what is going 
on around you? Are you nimble 
enough to meet those issues? 
Ultimately, you need to be able to 
navigate according to the pre-
vailing winds around you.”

Good news for small busi-
nesses is that consumers are 
squarely on their side, Michell 
says, citing RBC studies. “Nine-
ty-four per cent of Canadians 
acknowledge the importance 
of the role small businesses 
play in our economy, and 61 
per cent would be willing to a 
pay a bit more to support local 
businesses.”

— POSTMEDIA NEWS
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APPRENTICESHIP
A Smart Investment.

AMBITION, WILLINGNESS TO LEARN AND HARD WORK got you where you are today. Now, you
can build on these qualities – and build your business – by hiring and training apprentices. A motivated and
skilled workforce goes a long way towards ensuring your competitive advantage and maintaining a healthy
bottom line. Apprentices’ knowledge and skills – coupled with the on-the-job training – make for a profitable
and smart investment for your business.

For more information on Apprenticeship in Manitoba visit our website at:
manitoba.ca/tradecareers or call 1-877-97-TRADE

2O4-987-4733 | shredit.com

• Uncompromised commitment to compliance

• On-time, efficient and discreet

• Reliable, professional service

• Proven track record

Mary Picard, President of Maram Building, 
works in her Woodbridge Ont., office. 

— J.P. Moczulski for PostMedia News
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how to build 
a successful 
mentoring 

relationship
(NC) — Mentoring helps 

people to focus on business 
challenges and arrive at ways 
to overcome them. For small 
business owners, research 
has shown that having a men-
tor can substantially increase 
the overall success rate.

Yet, like all relationships, a 
mentoring relationship takes 
time and work. The Cana-
dian Youth Business Founda-
tion (cybf.ca), an organiza-
tion that provides mentors to 
young entrepreneurs, sug-
gests the following key attri-
butes for a successful men-
toring relationship:

• TrusT

Built over time, trust means 
being able to share sensitive 
information, including per-
sonal doubts, financials and 
mistakes. Trust is gained from 
a mentee by remaining neu-
tral while offering actionable 
advice. A mentor grows to 
trust their mentee when they 
see their advice reflected 
upon and applied.

• MuTual respecT

When choosing a mentor 
most individuals chose some-
one that they respect for some 
aspect of their personality or 
success. This has to be ongo-
ing and work both ways. The 
mentor also needs to respect 
their mentee’s ideas, experi-
ences and concerns. Each 
side needs to respect the oth-
er’s time and commitments.

• sTrucTure

There should be clear 
boundaries in the relation-
ship, such as defining appro-
priate areas for advice, mak-
ing sure that communications 
from both parties are timely; 
and scheduling times to meet 
or talk. As well, all meetings 
should have some structure 
so that they can be productive 
and meet all expectations.

• acTive lisTening

The skill of listening is 
central in creating a posi-
tive mentoring environment. 
Good mentoring is about giv-
ing your undivided attention 
to the other while you are in 
conversation. There must be 
time for both individuals to 
question the other, and to of-
fer thoughtful answers.

Building the mentor plan 
around these attributes 
should ensure a mutually ben-
eficial, long-term relationship 
– where both parties work to-
gether for success.

— www.newscanada.com



It might seem strange to mention Jim 
Treliving of Boston Pizza and Dragons’ 
Den fame in the context of Small Business 
Week.

The 71-year-old entrepreneur, TV per-
sonality and author says he has an inter-
est, ownership or otherwise, in “57 or 58” 
companies and splits his time between 
residences in Dallas, Vancouver and 
Toronto. He hasn’t been a small business-
man for decades.

But the former rig worker, RCMP officer 
and Stampede wrestler came from humble 
beginnings in his hometown of Virden, 
Man., and the lessons he learned the hard 
way are of tremendous value to anyone 
about to launch a small business. 

He shares that knowledge in his just-re-
leased book Decisions, Making the Right 
Ones, Righting the Wrong Ones.

Perhaps the biggest nugget for entre-
preneurs in Treliving’s first book is the im-
portance of making a business decision, 
no matter how it turns out.

“That’s the one thing that sets the 
successful people apart from the not-so-
successful people — the ability to actually 
make a decision,” he writes. “Unsuccess-
ful people freeze in the face of choice. 

Why does this happen? It’s fear of the 
unknown that keeps us stuck. Or fear of 
making the wrong decision.”

That said, he cautions the small busi-
ness owner to be ready before launching 
into the marketplace with an idea and little 
else. He did it in the late 1960s when he 
worked for the original Boston Pizza res-
taurant in Edmonton — “It was very much 
a small business” — then opened a fran-
chise in Penticton with a business partner. 
The two struggled to stay capitalized.

A good idea and the right location are 
crucial, but so is support for that idea, 
including financial backing, a consistent, 
affordable supply of product and skilled 
labour and the retention of such experts 
as lawyers and accountants.

“Don’t go into it by the seat of your 
pants. That day is gone. It’s tough doing 
that,” Treliving said in an interview. “I did it 
by the seat of my pants and that was the 
wrong way to do it.”

Treliving cites a mistake he made while 
getting his Penticton restaurant up and 
running.

“When you go into a business and start 
operating it and you think, ‘Well, I’m just 
going to operate it and not have an ac-

countant do this stuff ’ — that’s your report 
card. That tells you what’s going on. So 
you’ve got to do that.

“I went for six months (without one). 
That was the last thing I thought about. 
Somebody needed a cheque, I’d write a 
cheque.

“You’ve got to get a report card of what 
you’re doing. And to me, not hiring some-
body like an accountant right away (is a 
mistake). Set yourself up 
ahead of time. Don’t just 
go in, open and hope it 
will take care of itself. You 
can’t do that.”

He stresses the impor-
tance of getting financing 
secured well ahead of 
time.

“Don’t go into business 
without being capitalized. 
You’ve got your idea. 
You’ve got it ready to go. 
You’ve got a few sales. 
People want the product. 
You understand that. Now 
go out and make sure 
your ducks are lined up.

“Get your financing. 
Go and talk to your lo-
cal financing person, 
whoever it’s going to be. 
And I’m not just talking 
about banks. You can go 
to friends and relatives. 
There are investment 
people looking for deals 
to look at. And I think that’s why Dragons’ 
Den has done so well, because people 
realize they don’t have to go to a bank.”

In order to finance his restaurant he 
took odd jobs, including the lucrative 
wrestling gig — he wore a mask and 
was called the Hangman. He also went 
to his father, who co-signed a bank loan. 
But times were different, and the kind of 
transactions he was able to make to work 

around cash shortfalls won’t fly today. 
That’s why financing is so crucial.

“I couldn’t go into business today the 
way I went into it. You just couldn’t do 
that. Think about this: I had a line of credit 
before there was such a thing as a line 
of credit. It was overdraft. I could write 
my cheque on a Friday, knew the bank 
wouldn’t get it until the Monday or Tues-
day, so I had four to five days to pick up 

cash to pay for that 
cheque. So I had a line 
of credit. They called it 
overdraft, I called it a 
line of credit.

“When your credit 
card goes in now to pay 
for something, it comes 
out of your bank ac-
count instantly. Not five 
or six days later. It’s a 
whole different game. 
That for me is what’s 
changed. The world is 
faster.”

Treliving also cau-
tions the small business 
person not to expect 
a speedy path to 
profitability.

“Don’t go in with the 
expectation that you’re 
going to get all your 
money back in the first 
week. Or the first year. 
This is going to be a 
long process. It’s not 

going to be easy.”
And there will almost certainly be a toll 

on the personal life of anyone launching a 
business. The demands took a toll on his 
first marriage, he says.

“I think the biggest thing is you have to 
challenge yourself — and I didn’t do this 
— if you have a family. ... Where are your 
hours going to be spent with your family?”

— EDMONTON JOURNAL
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 Jim Treliving of Boston pizza and Dragon’s Den fame offers 
advice to people who want to start a small business. 

— GreG southaM / edMoNtoN JourNal 

Dragon shares 
wealth of 
experience 
with small 
business 
owners

By Dan Barnes – For Postmedia News
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celebrate innovation during  
global entrepreneurship week

(NC) — Started in 2008 by the Ewing 
Marion Kauffman Foundation, Global En-
trepreneurship Week (GEW) is an inter-
national movement designed to inspire 
millions of young people to embrace 
innovation, imagination and creativity 
through entrepreneurship.

During one week every November, 
entrepreneurs and their supporters from 
around the world come together to rec-
ognize the hard work and achievements 
of small business owners and celebrate 
another year of success. Canada has 
been recognized as an international 
leader in this field – a country that both 
produces exceptional entrepreneurs 
and supports the growth of the small 
business market.

From November 12 to 18, 2012, take 
part in the events and activities planned 
in your community to inspire the on-go-
ing passion for entrepreneurship. The 
goals of GEW Canada are to:

•  Celebrate the people who eat, sleep 
and breathe entrepreneurship;

•  Encourage Canadians to embrace 
entrepreneurship;

•  Mobilize the next generation of busi-
ness owners;

•  Showcase the success and efforts of 
all of those who support great Cana-
dian entrepreneurship;

• Incubate our future innovators;
•  Champion Canadian entrepreneurs 

and entrepreneurship as part of the 
global movement.
The Canadian Youth Business Foun-

dation (CYBF) is the official host of the 
week’s activities and encourages you 
to participate and support our country’s 
entrepreneurial community. Get involved 
by attending an event in your commu-
nity, by linking your events or activities 
to the global entrepreneurial movement, 
and by spreading the word through so-
cial media (#GEWCanada).

— www.newscanada.com



VANCOUVER — It was the 
most arbitrary way to start a 
business.

Glynis Tao went to fashion 
design school then worked 15 
sensible years as a product de-
veloper and manager for main-
stream players such as Reebok, 
the Hudson’s Bay Company and 
Club Monaco. 

Then one day she tagged 
along with her husband to a 
comic convention and her entire 
career path changed.

“The people who go to these 
conventions are all dressed up 
as their favourite characters from 
comic books, movies and video 
games,” said Tao, 37. She was 
immediately captivated by the 
happy hum of thousands of un-
inhibited Darth Vaders, Princess 
Leilas, anime characters and 
Pokemons. 

“Some of the fans spend a 
year preparing for the shows and 
making their costumes. I thought, 
I’m a fashion designer, what can 
I do? I want to be part of this!”

Tao went home, sewed a 
dozen hats with bunny and 
kitty ears with $25 worth of 
fabric and signed up for the next 
convention. 

Her hats sold out. So she 
pressed her husband into ser-
vice and set up a production line 
on their dining room floor. Before 
long, Tao was outsourcing her 
production and working full-time 
on Punch Brand Inc. and her 
“crazyheads” brand. She took 
full advantage of her mainstream 
production experience and was 
soon expertly sourcing overseas 
factories, writing spec sheets 
and selling her anime inspired 
“hats and hoodies with ears” to 
her little niche market.

Then Google called.
Out of the blue, Google An-

droid marketing came looking 
for a couple of hundred custom 
Android hats and hoodies. Tao 
figures they must have found her 
through a Google search.

She met their challenging 
one-month delivery deadline and 
Google has since reordered sev-
eral times. Tao’s Android hoodie 
and Android beanie are now sold 
through Googlestore.com.

The biggest comic and anime 
conventions in North America 
draw as many as 50,000 people. 
Even the recent FanExpo in Van-
couver in August drew 16,000 
devotees.

“You’ve got every culture, 
background you can imagine 
that go to these shows,” Tao 
said. “Everyone’s in a happy 
mood. It’s kind of like a safe 
place to go and just be yourself 
or whoever you want to be at that 
time.” 

Most shows include a mas-
querade ball or a “cosplay”or 

costume play contest. 
Tao’s “crazyheads” brand is 

a fine example of funky, niche 
product creation. Over the past 
seven years, she has sold 30,000 
hats and hoodies “with ears” to 
the hipster crowd. Not bad for a 
one-person business operated 
from home. 

Half of Tao’s sales still come 
from conventions. The remain-
der come from online sales 
and wholesale to about 50 
independent comic book shops 
and punk/goth and pop culture 
boutiques. 

Look at Tao’s very clean, 
simple design esthetic and you 
might wonder how her $25 to $65 
hats and hoodies appeal to this 
cultish, cool crowd. “It’s really 
funny when people look at our 
product,” she said. “They think 
‘Oh, these are for kids,’ but I’ve 
been selling them to adults and 
they are buying them.”

While her competitors create 
elaborate products with fancy 
embroidery and embellishment, 
Tao believes her best strategy is 
to sell moderately priced acces-
sories that have a life outside of 
the convention setting. She also 
makes hip, anime-style pins so 
customers can customize their 
hats and hoodies with “speak-
ing balloons” and other symbols 
taken straight off the comics 
pages. 

Her daily worries include the 
price of cotton — it fluctuates 
like pork bellies and gas — and 
juggling order sizes for cost effi-
ciency. She obsesses over fabric 
and zipper quality. Every seam 
in a garment adds to her labour 
costs.

A 100-per-cent cotton hoodie 
costs 30-per-cent more to pro-
duce than a 100-per-cent poly-
ester hoodie. She produces half 
her product overseas for cost 
savings, and half in Canada for 
delivery efficiencies.

Punch Brand has a small line 
of credit, but Tao has never taken 
any loans. She takes a salary, 
but her husband works for free 
when he accompanies her to 
conventions.

Since the first Google contract 
last year, Tao has been dreaming 
of developing a market in custom 
merchandise for corporate cli-
ents. She wants to be an innova-
tor in trendy, character-based 
clothing, and she’s talking about 
expanding into a children’s line.

“I never would have imagined 
doing anything like this,” Tao 
said. “I just kind of fell into it and 
it was a whole new world for me. 
My whole career was mainstream 
until now. I never really had that 
creative freedom I have now. It’s 
just a really cool market. It keeps 
me young.”

— VANCOUVER SUN
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Banking can be this comfortable

1 Offer available October 1 to October 31, 2012. Offer may be changed, extended or withdrawn at any time without notice. Conditions apply. See us for details.
®/ The TD logo and other trade-marks are the property of The Toronto-Dominion Bank or a wholly-owned subsidiary, in Canada and/or other countries.

TD Canada Trust

When you run a business, you
shouldn’t have to stop for advice

We make it easy to get the help you need.
With long days, longer nights and often weekends, running a
business can leave you little time to get the banking advice you
need. That’s why we offer longer hours, branches that open
Sundays, and Business Banking Specialists who do what it takes
to accommodate your busy schedule. So take our advice: switch
to TD today.

Switch for
up to

$4501

CASH

To learn more, contact the Business Banking Specialist in your area:

James Hay
Small Business Advisor
850 Keewatin St.
(204) 988-2481, ext. 246
james.hay@td.com

James Baxter
Small Business Advisor
1128 Henderson Hwy.
(204) 290-3576
james.baxter@td.com

Ruth Hapko
Small Business Advisor
201 Portage Ave.
(204) 988-2881, ext. 226
ruth.hapko@td.com

Ryan MacKenzie
Small Business Advisor
3260 Portage Ave.
(204) 988-2402, ext. 236
ryan.mackenzie@td.com

Ryan Rodgers
Small Business Advisor
1114 Corydon Ave.
(204) 985-4400, ext. 245
ryan.rodgers@td.com

Glynis Tao had a sensible career
until she discovered hats  

and hoodies with ears

Small BuSineSS Week  October 14-20, 2012

glynis Tao, who 
makes hoodies 
and hats for the 
comic con and 
anime crowd, poses 
for a photo in one 
of her hoodies at 
Metropolis comics 
and Toys, Burnaby. 
— Gerry kahrMaNN  /   

PNG staff Photo)  

(suN BusiNess)  

[PNG MerliN archive]

By Jenny Lee – For Postmedia News
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Find resources to:
· Protect workers from injuries and illness
· Improve the health and recovery of

injured workers
· Build a culture of health and safety in

your workplace

VISITwww.safemanitoba.com
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Good form:
f o c u S  o n  c u S t o m e r S  h e l p S 
o t taw a  fa b r i c at o r  S u c c e e d

By Derek Abma and Karen Ladouceur – For Postmedia News

OTTAWA — An Ottawa-area manufac-
turing firm recently broke the $1-million 
mark for annual revenue, signifying the 
success it has had in growing from strictly 
a maker of boat parts to a company whose 
motto is: “If you can imagine it, we can 
build it.”

Phil Locker and David Bradly are own-
ers of Competition Composites Inc., a 
10-employee company headquartered in 
Carp, just west of Ottawa. Its specialty 
is manufacturing parts for various uses 
from materials such as carbon fibre and 
fibreglass.

Its roots can be traced 
back to Phil’s Foils, which 
Locker started in 2002 after 
taking a buyout from Nortel 
Networks, where he was a 
software developer. As the 
name suggests, his com-
pany made foils, which are 
wing-like mounts for the hulls 
of sailboats.

“Particularly, I was aim-
ing at the smaller boats that I was most 
familiar with,” Locker said. “But then as 
skills were developed in working with 
fibreglass and other composite materials, 
other people would come looking for other 
jobs. Some of the earlier work was doing 
some small wind-tunnel work for the NRC 
(National Research Council).”

Bradly came aboard in 2007, at which 
time the firm incorporated and adopted its 
current name. Bradly had just been laid off 
as the vice-president of global services at 
Cognos, the Ottawa-based software firm 
that has since been taken over by IBM.

Since then, CCI’s annual revenue has 
ballooned from about $200,000 to almost 
$1.4 million last year. That growth has 
come as the company expanded its of-
ferings in marine-related parts and other 
components used by military and telecom-
munications customers.

“Over time, through word of mouth, 
we’ve grown organically so that we’re far 
more than just a marine-focused business 
now,” Locker said.

One of its major contracts of recent 
years was providing flat panels for the 
U.S. military, which are transportable com-
ponents used for putting up temporary 
structures in remote locations.

“For the U.S. subcontractor that found 
us for doing the portable shelter walls, it 
was a simple fibreglass-fabrication Google 
search, and we came up possibly on the 
top page, I’m guessing,” said Bradly. “We 
went down there and had to negotiate, 
competitively bid, show them what we 
could do, and we won it ... I guess you 
could say it came out of nowhere, but it 

didn’t really because we’re 
very well known for fabrication 
in the composites business.”

Also in the military sec-
tor, CCI has made compo-
nents used in light-armoured 
vehicles (LAVs) used by the 
Canadian military. It also 
makes three-metre-tall dome-
like structures for housing mi-
crowave telecommunications 

equipment for Honeywell International Inc.
Marine components remain a key part 

of the business, and CCI creates parts for 
all major North American boat manufactur-
ers. But the fabricator is still an option for 
local sail enthusiasts needing a part for 
their boat.

“We’re both members of the Nepean 
Sailing Club ... We’re well known there, 
and no job is too small,” Bradly said.

CCI is seeking additional customers 
for products unlike anything it’s produced 
before, though the company’s owners are 
not yet giving details.

Ultimately, CCI attributes its success to 
its treatment of customers.

“Fortunately for us, but unfortunately for 
customers, historically people who supply 
both products and services in the marine 
business tend to be notorious for poor 
customer care,” said Bradly. “We’re not. 
It’s basically the only reason that we’re 
here, and we know that and we pay great 
attention to that.”

— OTTAWA CITIzEN

Dave Bradly  (r), and  phil locker (m) of competition composites in Ottawa.  
– Photo JeaN levac, ottawa citizeN
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