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Vision, determination and hard work 

With 2015 coming to a close and the federal election finally behind us, maybe we
should take a moment to reflect on the past year. Some days, 2014 feels like yesterday
and others, it feels centuries away. There have been many challenges these last few
months that seem to have put extra hours in our days and days in our weeks. But as
we come out on the other side of it, we have to ask: are we really worse for wear? Or
has it just given us an opportunity to sit in a “breathing pattern” for a bit? 
We have had our foot on the gas for quite awhile and many sectors have not 

had the time to stop and contemplate their next move. At some point, we all have to
take a breath and slow down to observe what is going on around us. Many have used
the “r” word with disdain and fear but the reality is that some stats are definitely 
pointing in that direction. 
In Saskatchewan, we are not immune to the national trend; however, I think we are

better-positioned to navigate through it. Over the past decade, we have worked to
open up new markets for products and services that were previously untouched or
underdeveloped. It has allowed us to carry ourselves through times of uncertainty
and will continue to do so as economic volatility is a constant threat. A diversified
portfolio, along with a large dose of determination and common sense, will serve us
well to get through the uncertainty. 
Case in point – Transwest Group of Companies. For over 15 years, they have been

serving our northern communities but recently felt there was more they could do and
offer their customers. The decision was made to diversify their products and services,
which has allowed them to grow their company and access new markets. 
Addressing a need – Crestline Coach has been in business for 40 years. Their

dream – build a superior ambulance. One product, one service. That has now evolved
into being a leader in other industries. The determination to be the top provider in
their industry and a commitment to their consumer base has earned them four
decades of success. 
Listening to your customers – Strata has grown from a company of only two, to a

force to be reckoned with today, an impressive and daunting feat, accomplished
entirely by listening to their customers. And Strata will be the first to tell you, 
customers make the most reliable and solid marketing tools. 
So think for a moment where we would all be if we didn’t have vision, determina-

tion, understanding of the marketplace and the ethic of hard work we are known for.
Saskatchewan business is grounded in these characteristics, their importance evident
now more than ever. The Drivers List of 2015 is proof positive of all the above. Some
of these companies have been around for decades and a few are up-and-comers. But
all had a vision of where they wanted to go with their business and the determination
to bring that vision to life.
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This was the initial question and motivation behind Transwest Air’s recent evolution.
As Transwest Air’s COO, Garrett Lawless, explains, the company has offered special-
ized services for over 15 years, which until now, fell under one all-encompassing name.
Today, Transwest Air is the Transwest Group of Companies which includes

Transwest Air, Avalerion Corp., Northern Shield Helicopters, Plane Perfection and
Snowbird Petroleum. “We recently came to the realization that many of our clients who
use only one facet of our organization, really had no idea about the spectrum of other
services that we offered,” says Lawless. “This was a particularly meaningful message to
us, because our unique selling proposition has always been that because we offer such
a diverse yet mutually supportive array of capabilities, we are able to deliver more value
on complex projects than any other aerospace organization.”
In response to this realization, Transwest made a strategic business and marketing

decision to categorize each service under its own name – and the result has been more
than encouraging. “I am particularly proud to state that June 2015 was financially the
strongest month of our corporate history and that this record was very short-lived,
because July 2015 surpassed it.”
With such a milestone already under its belt, the newly-evolved Transwest Group

sees even more growth in its future. “As we survey the aerospace industry within both
the Canadian and international environments, we have come to see certain gaps in the
marketplace that are yielding opportunities we intend to capitalize on,” says Lawless.
New opportunities in the industry were another not-so-subtle shove in the direction of
evolution. “As is true with many small companies that have grown over time into larger
ones, too many of the processes we used to have in place were born through a series of

“If no one knows the totality of what we offer,
how can they have any hope of 
understanding our value?”

by Cassi Smith

 N E W  H E I G H T S
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ad hoc solutions, rather than from delib-
erate strategic planning. So we believed
that Transwest Air, as successful as it was,
was reaching the limits of what it could
achieve within its previous construct.”
The new company construct gives

customers the opportunity to take advan-
tage of Transwest’s same excellent service
and also plan their next endeavour
through its related companies. Transwest
Air is the company’s airline operation,
which operates a scheduled service from
Saskatoon to most of Northern
Saskatchewan. It also features a charter
branch that is able to “take people from
almost anywhere, to almost anywhere.”
Its aircraft are designed specifically with
our province’s remote locations in mind
as many operate on either floats or skis.
“In all of this, our main objective is to
provide a level of service that is as good as
you would find on the major carriers, but
on routes they would never dream of
servicing,” says Lawless.
Northern Shield Helicopters was a

service previously provided under the
Transwest Air company name and has,
until recently, been strictly limited to sin-
gle-engine, single-pilot daytime opera-

tions. However, the company has since
brought on a new vice president for this
company who Lawless expects will help
them break into the multi-engine, two-
pilot, all-weather operational domain.
Transwest’s fuel company is now

Snowbird Petroleum, which delivers large
quantities of fuel to almost anywhere it is
needed. “We are able to do this with a
new fleet of fuel transportation vehicles
that we have just acquired,” says Lawless,
“as well as in partnership with both
Transwest Air and Northern Shield
Helicopters.” Snowbird Petroleum is also
developing robust ground-handling
capabilities, which are expected to be at
all currently-serviced airports and select
international locations in the near future.
Originally intended as an economical

means of updating their own inventory,
Transwest recently initiated Plane
Perfection, an aircraft painting and refur-
bishing service. “Since opening these
operations less than a year ago, we have
been quite overwhelmed with the high
level of demand from other aviation com-
panies as well,” says Lawless, explaining
the motivation behind making Plane
Perfection its own company.

“Avalerion Corp. is our newest and
most ambitious addition to the Transwest
Group of Companies,” says Lawless. “It
marks our entry into the special missions
domain of aviation.” When asked to
define “special missions,” Lawless
explains, “Whenever an aerospace need
requires a solution involving a particu-
larly elite level of capability, you are prob-
ably talking about a special mission. For
instance, Avalerion Corp. intends to grow
and hopefully dominate within the
domain of medical evacuation; it hopes
to revolutionize the way that many coun-
tries conduct search and rescue opera-
tions. It plans to deliver an environmental
surveillance capability not currently
available and it also intends to develop
and deliver a specialized program of pilot
training that will generate low-time pilots
who are robustly capable of managing the
complex systems and mission sets of
major international airlines.”
This September, the company will

have been a constant in our province’s air
service industry for 15 years. However,
Lawless considers Transwest’s actual life
to have started much earlier than that. “If
you look back to the period before the
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merger between La Ronge Aviation and
Athabasca Airways that created Transwest
Air, you will see that our roots in this
region actually go back 60 years, to 1955.”
For Lawless, this distinction is impor-

tant. “It highlights how the company has
really grown up with the region that it
serves,” that region being Northern
Saskatchewan. Servicing our province’s
northern communities is a responsibility
Lawless and his team take great pride in.
As Lawless puts it succinctly and elo-
quently, “The reason providing service to

Saskatchewan’s northern First Nations
community is so important, is because
they are so important.”
Lawless has an acute awareness and

deep understanding of the province’s
northern communities and what it takes
to do business there. He is keen to estab-
lish and maintain a respectful, genuine
and mutually-beneficial relationship with
the residents and takes great pride in fos-
tering those sincere bonds. “The peoples
of the North are very interested in
straightforward truth and sincerity. If you

come across too slick or if your message
is overly complicated with information
that is not directly pertinent, your mes-
sage won’t be trusted. What may be val-
ued in a standard boardroom is not
valued here. That said, if you are sincere
and straightforward, they will treat you
and speak to you as they do to each other
and this is a great honour and privilege.”
Transwest’s COO attributes his com-

pany’s success in this particular area to
being from the North themselves.
“Honestly, I feel that more than anything,
it is by actually living in all of the places
that we service that we are able to effec-
tively meet our customers’ needs.” Lawless
goes on to say that although many other
corporations may service the North, not
living in the area itself puts those compa-
nies at a disadvantage. “Too many have
their headquarters in Saskatoon or even
further south and this geographic separa-
tion makes a difference,” says Lawless.
“Instead of living the realities of [the clien-
tele’s] changing needs, they only hear
about them. Instead of having an intrinsic
understanding of what new needs are aris-
ing, they are left with only best guesses.”
While other companies may have

come and gone, Transwest has been able
to thrive in the North because of a shared
experience with the community and
knowledge of the area. Knowing not just
the customer base, but the concerns and
realities of everyday life in the communi-
ties they service has allowed Transwest to
make successful business decisions and
provide new opportunities for growth.
“It’s what helped us to understand the
strategic value of having a strong foot-
print in Buffalo Narrows and this is why
we were confident in making the best
offer to Courtesy Air for their facilities,”
says Lawless. “It is what allowed us to not
just see, but feel the need for the contin-
uation of airport operations at Southend,
where we purchased and refurbished 
the defunct airstrip and restored aerial
medevac capabilities to that community.
We also have further plans to develop 
the Southend airstrip so that it is as 
well connected as any other Northern
Saskatchewan community.”
Providing excellent service to

Saskatchewan’s North isn’t just about
increasing business for Transwest, it’s also
about creating opportunities for others,
in particular First Nations people.

www.worksafesask.ca www.safesask.com
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Lawless laments that the overall growth
of Saskatchewan’s economy is particularly
important to Transwest and believes it
will depend greatly on the province’s 
utilization of its northern resources.
“Undoubtedly [Saskatchewan’s current]
prosperity will continue, but if we want it
to really accelerate, then, as a province, I
believe that we need to focus our atten-
tion on the North,” says Lawless.
“Our pristine lakes and forests repre-

sent fantastic and renewable economic
opportunities in hydroelectric power and
forestry and beneath these lakes and
forestry lie immeasurable treasures of
uranium and gold, base metals and rare
earth elements, oil and graphite. If we
capitalize on these, then there is no rea-
son why Saskatchewan cannot become
Canada’s strongest province but it would
be wrong, even immoral, to do this with-
out also enabling the First Nations peo-
ple to share equally in this prosperity.
“So it is deeply important to us to cre-

ate real and lasting opportunities for
them that foster success in the many,
because we feel this will best enable the
First Nations people of Northern
Saskatchewan to play a lasting, meaning-
ful role in the prosperous future. The
aerospace industry has famously narrow
profit margins, which means that we can-
not support everything that we are asked
to, but we will do everything that we can
to support meaningful initiatives in
health, fitness and education.”
As part of its commitment to the

North and Transwest’s 15th anniversary
celebrations, the company has made a
major contribution of support to the
community of Fond du Lac. A donation
of almost $50,000 was given to help sup-
port those attending post-secondary edu-
cation, along with a commitment to
continue to do so in perpetuity. “This
marks the largest single contribution that
we have been able to make on any initia-
tive and, given our relative size, we are
very proud of this,” says Lawless. “More
than that, however, we hope that this
example stimulates others to make simi-
lar commitments.”
This past summer, ongoing forest fires

plagued our province and tested many
businesses and displaced thousands of
residents. As Saskatchewan’s largest air
services company with decades of experi-
ence reaching remote, northern regions,

Transwest was immediately called for
assistance. “Without question, the forest
fires dominated all of our operations this
summer,” says Lawless. “Our helicopters
were busy transporting firefighters to the
locations that they were most needed.
Our float aircraft did this, too, but also
spent a large portion of their time evacu-
ating individuals and families from their
cottages, which were threatened with
being overrun by the fire.”
The fires also directly affected

Transwest itself. As residents of the North,
the company had to evacuate and was
forced to conduct its dispatch operations
remotely while employees living at a safe
distance opened their homes to evacuees.
“We also donated the services of our shut-
tle bus to the Prince Albert Grand Council
to help transport their evacuation victims
to the various locations,” says Lawless. “On
account of this, we became intimately
aware of the far greater struggle going on
than what we were experiencing.”
Although Lawless is proud of his com-

pany’s performance and the strength of his
employees during the crisis, he says the
fires definitely gave cause to look more
carefully at policies and programs. “There
are certainly ways that we and our province
could conduct operations more effectively.”
Towards this end, Transwest has recently
been in communications with the province
to discuss new capabilities that Avalerion

Corp. intends to bring online and how they
could be put to direct and high-value use
in firefighting operations. “This is quite
exciting for us, because if the province rec-
ognizes the value of such a capability and
grants us a minimum usage rate, then it will
enable us to build our first world-class spe-
cial missions environmental surveillance
platform and bring a world-best capability
right here to Northern Saskatchewan.”
It’s no surprise that a Saskatchewan-

based company takes such pride in its
home province and stepped up to help
when the time came. Pride (of the Rider
persuasion and otherwise) tends to be a
common characteristic of the prairie-
born and bred. Even if you’re new to the
province, you can’t help but notice we’re a
modest people with strong roots. “What I
have learned since moving here last
August, is that the first and greatest asset
of Saskatchewan is the people,” says
Lawless. “They are near universally hum-
ble and hardworking.”
The value of hard work is not lost on

Transwest and is all but written on its
logo. As the company expands and enters
new marketing and business opportuni-
ties, its 15th year may just be its best yet,
due not in small part, to the place it calls
home. “I say this as someone who has
lived almost everywhere in this great
nation; Saskatchewan is definitely the
place to be.”  n

Garrett Lawless
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“We are in a business that plays a key role in helping people during the times they are most vulnerable.”
Crestline Coach was founded in 1975 with the dream of building a superior ambulance. Forty years

later, the company has achieved much more than that. This year, as Crestline celebrates its anniversary,
CEO Steve Hoffrogge looks back at 40 years of success.
“Our founder’s vision of designing and manufacturing world-class ambulances is very much alive

and thriving right here in Saskatoon,” says Hoffrogge. “While the emergency medical services environ-
ment has changed significantly, Crestline has remained relevant and a preferred supplier to the leaders
in the industry.”
Crestline’s core products – ambulances, medical equipment and parts – are what the company was

founded on and is best known for. However, since the 1970s, Crestline has been heavily involved in the
transportation business and has even expanded into the specialty vehicle market. Today, with more than 175
employees across Canada and the U.S., Crestline is a leader in the municipal, corporate and private-sector
buses and specialty vehicle industry. “Crestline has provided customized solutions for ambulance and 
transit needs for many years,” says Hoffrogge. “We thrive on new opportunities to reinvent and inspire the
specialty vehicle industry, offering a wide and progressive range of tailored solutions for our customers.”

CRESTLINE 
COACH
Celebrating 40 years of helping people by Cassi Smith

above:
crestline’s 
executive team 
Steve Hoffrogge 
(Chief Executive Officer),
Greg Muir (Vice President
Finance & IT), Subrata
Das (Vice President 
Operations)

Not pictured: 
Scott Sawatsky 
(Vice President Sales & 
Marketing) and Nicole
Nickel (Human Resources
Manager)



14 Saskatchewan Business Magazine    October/November 2015

TIRED OF 
LOSING MONEY 

TO LOW 
PRODUCTIVITY?

If you’re interested in tripling 
your bottom line and reducing 
your stress load at the same time 

call us today for a free consultation.

I N T R O D U C I N G

STRATEGY FACILITATION MEDIATION RECONCILIATION MEASUREMENT

C R E A T I N G  H I G H - P E R F O R M A N C E  C U LT U R E S 1 - 3 0 6 - 2 6 0 - 2 2 8 6
WWW. S Y N E R G Y S G . N E T I N F O@ S Y N E R G Y S G . N E T

Commercial Law Litigation Insolvency Criminal Law

Zombie Clients of
WMCZ Broken Down
By Area of Law

Law For This Century

410 ,  475  –  S e c o n d  Ave n u e  S o u t h  • Sa s ka t o o n ,  SK  • S7K  1 P4  • (306 )  9 33 - 0004  • www.wmc z . c om

www.synergysg.net
www.wmcz.com


Photo courtesy Crestline October/November 2015 Saskatchewan Business Magazine    15

From humble beginnings here in Saskatoon, Crestline is
now an international company with products in more than 30
countries around the world. Due to its international status and
founding principle of helping those in need, Crestline has been
actively involved in relief efforts in the countries they serve.
“One of the most important tasks I have as the leader of this
organization is to ensure that we never lose sight of helping
people,” says Hoffrogge. “That remains the driving force in all
that we do as a company.
Recently, Crestline was an important presence overseas as it

participated in sending ambulances to Ukraine for medical
support for frontline health-care workers. “Crestline has a long
history of supporting the local, regional and international com-
munities that we operate in. It is part of the DNA of this com-
pany and also a part of our overall corporate responsibility.”
For 40 years, Crestline has embodied a culture of creativity,

passion and innovation, the effects of which can be seen in
everything they do. Fundamental to the company’s long-lasting
prosperity is its dedication to remaining competitive and lead-
ing edge. In 2013, Crestline implemented the Lean Initiative in
order to streamline processes and eliminate root causes of
waste. “Among other things, time is the perishable resource that
Lean Initiative looks to optimize,” explains Hoffrogge.
“Whether it’s removing non-value-added steps in a design
process or redesigning a manufacturing cell to reduce the cycle
time, the focus is better utilization of the time allotted to com-
plete certain tasks.”
Lean Initiative has helped keep Crestline a leader in the

industry. In 2014, the company engaged third-party human
factors and ergonomic firms to help drive the advancement in
patient compartment design and safety. The following year, the
company became the first manufacturer in North America to
offer a Type III Ambulance on the new Ford Transit chassis
platform. Over the years, Crestline has sold over 2,600 buses
and this year shipped its 10,000th ambulance to Manitoba
Health. The company is currently working on a large fleet order
for the Saudi Arabia National Guard to be completed this

November. “The dedication and commitment our employees
have to ensuring we maintain our leadership position in the
markets we serve is a tremendous asset to this company and a
key factor to our success,” says Hoffrogge.
Crestline’s transition into the specialty vehicle market has

refreshed and reenergized its approach to product solutions.
The rising demand of the EMS community and its need for
immediate access to health-care services has resulted in endless
product solutions including multi-patient emergency vehicles,
neonatal and bariatric units, patient simulator labs used for
training, mobile health clinics and blood mobiles, cancer edu-
cation and screening units. Recently, Crestline once again
advanced the industry by unveiling a revolutionary concept
ambulance at the EMS World Expo in Las Vegas.
Celebrating its 40th year in the industry may seem like an

impossible feat, but there is no surprise that Crestline has expe-
rienced four decades of success. With safety, innovation and
durability at the centre of its business plan, Crestline has been
able to break through barriers to meet customer needs and
evolve alongside a rapidly-growing industry. “Our differentia-
tion from our competitors has its roots in our focus in listening
to our customers,” says Hoffrogge, “specifically, understanding
the broad challenges and trends that are impacting their organ-
izations. Helping customers solve their broader problems
through the design of a specialty vehicle enables Crestline to
deliver tremendous value – value that goes well beyond the fea-
tures and price of the ambulance or bus that they buy from us.”
As a firm believer in the adage that “people do business with

people,” Hoffrogge takes pride in his company’s stellar reputa-
tion and gives due credit for the company’s impressive mile-
stone to the people who work for it. “As custodians of the
Crestline brand, we have successfully built on our past as a
means to expand into new and exciting products and markets,”
says the CEO. “And as an employer, this 40th anniversary cele-
bration means we have made a meaningful contribution to the
well-being of a growing group of current and past employees
who call and have called Crestline their professional home.”  n

Crestline staff celebrated their 40th anniversary at Saskatoon headquarters in September
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year. This Las Vegas style banquet facility is the perfect location with expanded capacity.
Guests attending the comedy show can have pre- or post-show drinks in Fibbers Pub 
or Mulligans.

h o S t  a  l a u g h - o u t - l o u d  p a r t y  
a t  o n e  o f  o u r  l o c a t i o n S
Office parties, birthdays, stagettes or any occasion – a night at the Laugh Shop is one of
the best ways to celebrate with live comedy. Any of the weekly shows can be utilized to
support fundraisers as well. And the Christmas season is a great time to check them out.

Check out our websites for the lineup – tickets are available at the door or in advance.
Reservations are recommended – don’t miss out! The Christmas season is fast
approaching and some dates are already sold out. 

ra M a da p l a z a r e g i n a
1818 Victoria Avenue, Regina

306-569-1666  /  1-800-667-6500
www.ramadaregina.com   regina@saskramada.com

raMada hotel – SaSkatoon
806 Idylwyld Drive N, Saskatoon
306 665-6500  /  1-800-667-6500

www.ramadasaskatoon.com   saskatoon@saskramada.com

www.ramadaregina.com
www.ramadasaskatoon.com
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There’s something different about our city – something unique and fresh.
Maybe you’ve seen it on 33rd Street, or perhaps 22nd. It’s on 2nd Avenue 
and Ontario Avenue, too – clean lines, bold design and a distinctive look are
changing Saskatoon’s aesthetics and it’s all because of one name and that good
old Saskatchewan word of mouth.
“In Saskatchewan, trust is important and people want to know who you are

and where you come from,” says Chris Popplewell. And he’s right. Business
relies on reputation, perhaps even more so in a province big enough to fos-
ter serious competition but still small enough to know the competition by
name. So what do you do when you don’t come from any industry in partic-
ular and nobody knows your name? You work hard to earn your place. “Trust
is a big thing. We wanted to establish ourselves as a firm that can be trusted,”
says Popplewell.
Chris Popplewell is president of Strata Development, the commercial con-

struction project management firm behind some of Saskatoon’s most notable
new buildings and impressive facelifts. Popplewell and his team have been
working hard to build a reputation the province can trust and so far has sur-
passed even their own expectations. “We really underestimated how far a
good word would travel,” says Popplewell. “By year two, we had already
exceeded our five-year plan. We never could have anticipated that in our early
planning stages.”
When speaking with Strata’s first and only president, you get the distinct

feeling he’s not one to self-promote. Popplewell is adamant to shine the spot-
light on anyone other than himself and gives credit away with both hands.
“When I look back at our growth, it’s essentially due to the clients, the con-
sultants and the commercial realtors we worked with. They were our biggest
sales team. Second to that are the employees that joined us in our early form-
ative years – top-shelf workers who rolled up their sleeves and took a risk with
a startup company. It makes a big impact when you have that refreshing energy
of a new company and people who are passionate about what they’re doing.”

Changing 
the Skyline 
in Saskatoon

Changing 
the Skyline 
in Saskatoon

By Cassi  Smith

S T R ATA  D E V E L O PM E N T  C O R P.
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After some prodding, the humble
entrepreneur whose portfolio includes
several multi-million dollar projects and
more on the way finally let us in on the
secret to his success. Not surprisingly, it’s
rooted in honesty, talent and hard work.
Although if you let Popplewell tell you, it
was simply “right place and right time.”
We beg to differ.
In 2005, Popplewell and his current

manager got the idea to start their own
consulting firm for the industrial sector.
From 2005 to 2009, the pair built their
company from two employees to 25
doing project construction management
in the industrial sector, primarily for
potash and uranium projects. At the time,
the industry was soaring and work was
far from scarce. However, the 2009 stock
market crisis caused an economic down-
turn, putting Popplewell and his partner
in a difficult position.
As they were told their services would

be winding down and employees would be
out of work, Popplewell and his business
partner saw opportunity in adversity. “We
had leased some office space just up on
Quebec Avenue that was a couple thou-
sand square feet and when I look back at
when Strata really started, it was right
there,” says Popplewell. “I had always
admired architecture and design and both
my business partner and I had done some
residential projects on our own, so we
thought, we don’t know a commercial
contractor, we’ve got engineers and trades-
people on staff with our construction
management team…why don’t we reno-
vate our own space?” And so they did.
Those unassuming beginnings led to

big things for Popplewell and his team.
What started as a “make-work” project
became the jumping-off point for Strata
Development and the model for its inno-
vative construction management and
design-build approach. “Shortly after we
had finished our office, ENGCOMP
Engineering’s Jason Mewis,” a client
Popplewell had previously worked with
on the industrial consulting side, “walked
in and asked who had done our renova-
tions. We told him that we had done our
own. He said he had just leased some new
office space for his firm and asked if we’d
be willing to renovate it…and I said sure.”
“We built our scope and budget and

put it together – then halfway through
that project [Mewis’] landlord came in

and asked us who we were and where we
had come from. We gave him a little of
our background and he said he had never
worked with a commercial contractor
that had so much clarity in their proposal
with how they had set up the budget and
designed the scope and cost forecasting.
He asked if we would do some work for
him because he owned a little property.”
That “little property” would turn out

to be a gateway to a number of future
projects for Strata and an effective voice
singing their praises. “It turned out the
second, third and fourth projects we did
were for him and some of his tenants.
After five years now, we have completed
more than 50 projects for that landlord
and several more for some of his tenants.”

In response to increased demand, in
September of 2010, Popplewell and his
partner decided to split the company into
two businesses and Strata Development
was officially incorporated as its own
entity. “We wanted to establish ourselves
as not just a contractor for construction,
but also focus on the front end with a
construction management role. We
wanted to be engaged early on in a proj-
ect and have some impact and influence.
Coming from the engineering back-
ground that I do, I really hoped we could
get in there to extend ourselves and be
part of the design-build role in projects.”

Even with Strata Development logos
on vehicles and signs on jobsites, the new
company was still relatively unknown.
However, Popplewell still preferred to
rely on referrals and word of mouth for
business. “The tagline we had established
was ‘professionalism in construction
projects’ because we really felt in the
commercial or even residential industry,
trust is a big thing. We wanted to lead
with our professional background and
service that was rooted honesty, integrity
and the professionalism that we felt peo-
ple were looking for when hiring a con-
tractor. There are a lot of other people out
there that deliver it and some who don’t,
but we wanted to prove we were one of
those who could be trusted.”
By year three, with the five-year goal

already in the bag, Popplewell faced a
new and welcomed challenge – whether
to expand and grow as a company or turn
down opportunities and maintain Strata’s
high and trusted standard. “We chose not
to grow,” says Popplewell. “We decided to
try and hold; we didn’t want to grow
beyond what was sustainable.” Fearful
that the calibre of work they had been
producing wasn’t repeatable on a mass
scale, Popplewell decided to keep the per-
sonal relationship he had with projects
and clients and forego expanding the
company.
“We’re on site all the time and in the

commercial construction industry you
can’t drive around in a truck on a cell
phone; you have to be on site and if
clients are going to trust us to do the proj-
ect that means being present.”
For the last three years, Strata has hov-

ered around 30 employees as a means to
prove their stability and bolster their
already-stellar reputation. “We want to
keep it at the point where we’re big
enough to be competitive on mid-sized
projects but yet small enough to not for-
get our roots.” Popplewell says that larger,
new projects can be great for exposure,
but trying for his team. “We’ve learned
that new builds are some of the more
challenging projects for staff morale. So
we decided to hover right around that 30-
person staff and diversify the types of
projects we do as opposed to getting big-
ger and doing more.”
Strata’s diversified portfolio has been

one of its key selling points for new proj-
ects. Because it’s a fairly new company,
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started from the ground up, there was no
blueprint in place in terms of architec-
tural and design concepts or construction
methods. For Strata, it wasn’t about
adhering to one consistent style, but
rather being consistently open to new
ideas with bold, ambitious concepts – a
look Saskatchewan residents have wel-
comed with open arms.
“It’s a matter of the designer pushing

the envelope and putting something in
front of the client that is unique and not
just recycling things that are tried, tested
and proven,” explains Popplewell on his
company’s success with unique project
designs. “I think the clientele in the last
decade has been a lot more receptive in
Saskatchewan. There hasn’t been much
pushback to people wanting more
dynamic displays at their home and
office. With us being new, we didn’t have
any legacy stereotypes. We came in with
no stereotype and no allegiance to a style
or construction method; instead, we
wanted to be different every time. One of
the things we talk about is never telling
the client ‘no you can’t do that,’ because
that’s not true. Don’t say ‘we can’t’ or ‘you
can’t,’ but rather quantify why they should

or shouldn’t. Historically, Saskatchewan
has been very wash, rinse, repeat and say-
ing ‘you can’t’ is, a lot of times, just a lazy
response to something that’s non-typical.”
One such “non-typical” project Strata

recently worked with is on Queen Street,
just west of City Hospital. The project
features underground parking with a
green roof – a rarity in Saskatoon. “That
project is probably the epitome of thanks
to a client’s trust, we got to be a part of it,”
says Popplewell. “A lot of what you see
was already started before they picked up
the phone and sat down to meet with us.
We had to help identify some budget sav-
ings, but our role at that point was to
come in and identify cost savings without
sacrificing the design intent.”
That project was the first parkade

Strata had done as a business, which once
again, found its way to Popplewell’s team
by word of mouth. “We have an open-
book policy of being able to show that
we’re trustworthy in a construction man-
agement capacity. That’s what these
developers were looking for, somebody
they could partner with and trust.”
Trust and partnering are two terms that

keep coming up when Popplewell dis-

cusses business. “One of the things that’s
important when we’re talking about qual-
ity and local partners, is that when we meet
a client they’re not hiring us because we’re
the lowest bid, they’re hiring us because
we’ve been able to prove we will give them
fair value. I always tell people that there’s
nothing we can do to earn your trust. The
only way in a construction management
capacity, is you have to give us your trust
and we have to treasure it and treat it with
care and prove it over time.”
Creating a culture of honesty and

inherent trust takes time. For Strata, the
focus is on communication between
office, clients, subtrades and suppliers as
a way to ensure everyone is on the same
page and information is not distorted or
lost. “Our number one key has been hon-
est communication. It’s not always good
news – sometimes it’s bad news that has
to be delivered, but by being honest we’ve
been able to build that trust.”
Strata also utilizes live, in-house cost

control and reporting. Along with their
open-book policy, the company and
client are able to avoid last-minute sur-
prises or challenges. “By telling the client,
keeping them informed while you man-
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age the project, you build a bond. Our
first client, ENGCOMP Engineering, has
been a three-time client now in a span of
six years with the most recent project
being a design-build for a new 16,000-
square-foot office facility for their team.”
From putting in a $2,000 new door, to

a 28-unit apartment building reaching
the multi-million dollar mark and every-
thing in between, Strata has developed a
portfolio and reputation that encom-
passes almost every kind of project. “As
we’ve grown, probably one of the most
hurtful things we’ve heard from clients is
‘this one is too small for you so we called
so-and-so.’ Those hurt, but we realize
we’ve got to the point where, in our com-
mitment to try and not grow, we can only
do so much.”

In a recent restructuring, Strata has
recommitted to small jobs, stating that no
project is too small. “Our roots are reno-
vations and maintenance,” says
Popplewell, “so for some existing cus-
tomers we’ll do things for $500.
Renovations are one of the areas where
our company, personnel and construc-
tion management style really excel.”
With its largest projects falling just

under the $10-million cap, Popplewell
holds true to his claim that Strata isn’t
planning on outgrowing its roots any
time soon. “Would we like to try and
push the upper envelope? Yes, but it’s not
really our focus. We’re not the guys that
are going to build hospitals or police sta-
tions – that’s not our target scope. It’s the
projects that tuck in just under that, along
with the maintenance and the renovation
work.”
Currently, Strata is starting their first-

ever custom residential project in
Rosewood of Saskatoon, an area in which
Popplewell says they’ve been trying to
create some diversity. “I really think that

architecturally-designed custom houses
are becoming more common in the
Saskatoon market.” Oftentimes when
people are hiring an architect to design
their home, there can be a disconnect in
the construction methodology preferred
by the architect versus the typical con-
struction methods employed in the resi-
dential industry. This is where Strata
becomes the liaison.
“A lot of our staff have come from a

residential background and since a lot of
our work has been renovations and office
interiors, in a sense it’s getting back to the
roots of our employees by working on a
custom home. We have one lined up to
start this fall and we have a second one in
the design stage right now and planned
to start construction next spring.”

Strata is also working on The BLOK
project on Avenue B. They’ve been a part
of the 30,000-square-foot commercial
project right from the start. “Right from
the conceptual design, creating the initial
budget, bidding the work, tightening the
budget and going through that iteration
– and this time next year, we’re hoping to
put down some paving stones and be able
to walk away from it.”
Looking ahead, Popplewell puts faith

in his company’s ability to combine pro-
fessionalism and personal consideration
in order to create repeat business and new
referrals. “All of our project managers
have either an engineering or commerce
degree, so we’re heavy on the professional
aspect at the front end. We also talk a lot
about being personable. In the end, what
did that experience feel like overall? In the
construction world, the problems that
arise in projects are rarely because of a
technical issue; instead, it’s usually related
to communication. It’s all in how you
communicate and converse with your
client, designers, suppliers and subtrades.

There are dozens of contractors in the city
who are very capable of building what
we’ve built, but how did the client feel
throughout the process? That’s what we
try to spend our energy on. We want to
make sure the client actually enjoyed the
project experience and it wasn’t just this
nightmare that’s finally ended.”
Far from a nightmare, Strata’s dream

of creating a successful construction
management firm based on a reputation
of honesty and fairness has been realized
and doesn’t seem to be slowing down.
Working with big names and taking great
care of smaller businesses, Strata
approaches every project with the same
intent – to produce a superior final prod-
uct and meet the client’s needs while
maintaining open communication and
full disclosure. “ENGCOMP, Insightrix
Research, Canadian Wheat Board,
Werezak’s Pharmacy, Weigers Financial
and Benefits, The W Law Group,
Thompson Jaspar Accounting… those
projects were all just in the first year /
year-and-a-half and those clients and
projects got us a lot of positive exposure.
The amount of foot traffic that goes
through these places is huge and when
you do good work for them, the amount
of referral work you receive is incredible.”
Even with all his hard-earned success,

Popplewell still manages to dodge the
limelight. “I want to give a huge thank
you to our clients, especially those repeat
clients and the referrals we’ve had from
several of them. Out of all these projects
that have our name on them, none of
those ideas came from our pocketbook.
It was our clients who spent the money.
These clients were people and businesses
that trusted us to respect their invest-
ment; they gave us an opportunity to
build their project and then paid it for-
ward by passing on our name to their
contacts. Referrals are key to our success.
As a new company that is relatively
unknown, we don’t have the luxury of
having our phone ring because we did
something 25 years ago for somebody
and they want to hire us again or because
we have long-standing relationships with
clients and developers spanning the last
couple of decades…give us 20 more years
and maybe that will happen.” At the rate
they’re going, in another 20 years, there’s
no doubt Strata’s name will be more than
well-known.  n

“Trust is a big thing. 
We wanted to establish 
ourselves as a firm 

that can be trusted.”
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Who better to develop an app for new
moms than two registered nurses who
work with them day to day?

“In our ‘paid’ jobs, Jana (Stockham) and I
work specifically with brand new babies
and moms, helping answer questions about
newborns, helping them settle in with their
newborns, and helping with breastfeed-
ing,’’ says Cindy Leclerc, co-owner with
Stockham of NuuNest, an app they created
to provide unbiased answers to the myriad
questions they hear from new parents.

Leclerc and Stockham spend about 65 to
75 per cent of their time working as nurses

and certified lactation consultants with the
Healthy and Home Program run by the
Saskatoon Health Region. “And we spend
about 100 per cent of our time working on
NuuNest,’’ Leclerc says with a chuckle. 

Qe popular app sells for $3.49 on the
iTunes app page (an Android version is
planned), users rate it 4-plus out of 5 and
the women have assembled an impressive
batch of testimonials from health care 
professionals and authoritative websites.
Still, Leclerc says it’s hard to make an app
profitable when you’re working with a very
limited marketing budget. More on that in
a minute.

Leclerc says she and Stockham came up
with the idea for NuuNest because they
could not find online resources they felt
comfortable recommending to new moms. 

“We found there’s a lot of online resources
available to track your baby’s progress, but
they don’t necessarily give good informa-
tion. And they always seem to show a baby
bottle as a symbol of baby feeding. We 
certainly support bottle feeding moms, but
we try to work from the perspective of
breastfeeding being the norm.’’

Qe two women shopped their idea around
to various tech companies in Saskatoon 

NuuNest : A New App for New Parents
By Dave Yanko

Cindy Leclerc, at left, and Jana Stockham, creators of NuuNest
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Jeremy Hartsook, owner of HES Manufacturing, Eston, Saskatchewan, inventor of the Air Cube grain bin aerator
Photo : Darrell Noakes
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For Jeremy Hartsook, owner of HES
Manufacturing, in Eston, Saskatchewan,
inventing Qe Air Cube grain bin aeration
system solved a few problems weighing on
his mind.

Customers were looking for ways to retrofit
aeration to existing hopper-bottom bins,
and Hartsook came up with a way to do
that without dismantling the bin. Even
better, his system could be installed by as
few as two people—and in under two
hours. It was a vast improvement over
competing systems.

“Quite often they are installed before the
bin is built,” he says. “Some of them are
built right into the hopper bottom itself.
Qere are maybe a couple of options on the
market for a retrofit, but ours was built
with intentions of retrofit, and hand-in-
hand with retrofit also the ability to do it
yourself.”

It seemed like a natural progression for the
10-year-old company.

“We started out making flat steel floors for
grain bins,” Hartsook says. “Qen the
demand moved into hopper bottoms and
we started doing those, and then about
three years ago we began work on the 
aeration system and brought it to the 
market.”

Hartsook, who grew up on the family
farm, just a mile down the road, says the
Air Cube came about because he could see
the problem from three angles: from the
farming perspective, from the manufactur-
ing perspective and from the installation
perspective.

“We definitely wanted to build a product
that was going to be easy to install, 
especially for the farmer who doesn’t have
the equipment that the regular installation
crews would have for installing such an
item,” he says.

“Most farming operations are either father-
son or a farmer and his hired hands, so in
most instances there would be enough help
to get the job done.”

Because of the way it’s assembled, the Air
Cube is also easy to transport, reaching a
large trading area served by Federated 
Co-Operatives’ network of Agro Centres
throughout western Canada. 

“We actually have three different size units
for different capacity grain bins,” Hartsook
says. “Two of the three fit into a four-foot
by four-foot by four-foot crate, so they will
fit right into the back of your half-ton.
Qat’s one of the other benefits to the prod-
uct — it’s easy to move around. Compared
to other products on the market, it’s a little
more convenient in that regard.”

In addition to bins commonly in use,
Hartsook estimates that there are tens of
thousands of older bins on farms across the
prairies that could benefit even more from
the Air Cube, producing environmental
savings as they help farmers improve 
productivity.

“Everything is getting bigger and bigger on
the farm,” he explains. “Qe equipment is
getting bigger, the grain bins are getting
bigger, and—especially at harvest time
when you can combine sections of land
much faster than your previous generations
it gets put into the bin a lot quicker. On a
hot day, you’re putting hot grain in a 
bin and you need to cool it down.”

For example, Hartsook says, a 30,000
bushel bin might have cool grain at the
bottom loaded earlier in the day, and cool
grain at the top loaded near the end of the
day, with hot grain in the centre loaded
during the heat of the day.

“You’re going to have a hot spot in the bin
and you need to cool that down somehow,”
he says. “On some of these larger diameter
bins you might have to turn the grain. Qat
takes time, fuel, things like that. Whereas,
if you took your hot loads when you’re 
harvesting and put them into some of your
smaller storage bins that had aeration, then
you can just turn the fan on to cool it
down and you don't have to turn the grain.
Qat can speed up the operation.

“Qat's why our system has an environ-
mental impact,” he says. “You can take a
lot of these older bins that guys would fill
too quickly and otherwise might move on
from and build new storage. Qey can 
utilize the old storage. During the heat of
the day they can store that particular batch
of crop in that bin and then as it is cooler
in the mornings and evenings they can use
different bins.

“With our system, you can maximize 
profitability by properly conditioning 
certain loads of grain, whether they were
too hot or too wet, that you didn't want to
have blended with some that was harvested
at a more even rate.”

“[The Air Cube] was built with
intentions of retrofit, and 

hand-in-hand 
with retrofit also the ability to do it

yourself.”

By Darrell Noakes

HES’s Air Cube is seriously cool

S          
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Rick Pender, President and CEO of Virtex Farm Foods, producer of North Prairie Gold Cold-Pressed
Extra Virgin Canola Oil                                                                                                           Photo : Darrell Noakes

 “The Next Big Thing”:  Virtex’s extra v   
North Prairie Gold Extra Virgin Canola
Oil, produced by North Prairie Family
Farms, a division of Virtex Farm Foods
Ltd., based in Saskatoon, has just received
a prestigious 2015 Progressive Grocer
Magazine Editors’ Pick Award for best new
product. Editors’ Picks are published in the
September 2015 issue of the magazine.

“:is product could potentially open a
whole new category,” the editors write,
adding that “extra virgin canola could be
the next big thing in gourmet oils.”

As an example of a new product, tailored
to international consumer demand, North
Prairie Gold Extra Virgin Canola Oil
demonstrates that innovative business
models can help Saskatchewan farmers
greatly improve profitability.

Virtex President and CEO Rick Pender
vows that while this cold-pressed, non-
GMO canola oil is the company’s first
product, it definitely won’t be their last.

“Its whole target is to become a national
brand both in the United States and
Canada,” Pender says. “:ere's nothing
like it in the marketplace.

“:e challenge with this product is that
people have never seen an extra virgin
canola oil before,” Pender says. “Generally,
when you see canola oil in the marketplace,
it’s all the same essentially a refined 
product.”

North Prairie Gold extra virgin oil 
competes very well with olive oil, he says.

“It's got a beautiful taste that's a bit nutty
with a little bit of a buttery flavour finish
to it. It's very minimally processed. It's cold
pressed, which results in retaining the 
maximum nutrients.”

 
 

     
 

 

  

By Darrell Noakes
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       a virgin canola oil
Qe process and the resulting flavour go
down well with consumers, who are more
health conscious these days, Pender says.
More than that, the way that Virtex Farm
Foods procures and handles the canola and
the resulting oil lets consumers see the
connection between their food and the

farmers who grow it.

“Because it's from farm-to-table, there's a
tremendous amount of interest to know
who are these farmers, and we can actually
identify them for the consumer,” Pender
says. “Qis is a premium product.”

In addition to bottling premium oils for
sale in grocery and health food stores, the
company arranges to sell bulk oil to 
international producers specializing in
non-GMO oils, notably Pacific Coast
Canola’s facility in Warden, Washington.

Non-GMO canola oil, known as Clearfield
Canola sold by BASF, is a highly special-
ized product that is in high demand, partly
because it represents only about five per
cent of all canola produced.

“Qe non-GMO market is fully 
blossoming, and so are the premiums,”
Pender says. “We’re only the third plant in
all of North America that is certified and
doing this.”

Besides Virtex Farm Foods and Pacific
Coast Canola, there is a certified non-
GMO crushing plant operated by Viterra
at Ste. Agathe, Manitoba.

“So, it's pretty exciting, considering that
most of the canola for those plants is 
coming from the prairies of Saskatchewan,
Alberta and Manitoba,” Pender says.
“We're sitting in the heart of canola 
country. Our farmers are right here in the
local area, so we have a huge advantage
processing it here. Qe non-GMO market,
depending on which section of the market 

you’re selling to, has pretty good premiums
to it, even if we’re selling it as bulk oil.”

To make those premiums available to
Saskatchewan farmers, Virtex Farm Foods
operates as one component of an 
innovative business model assuring that the
supply of canola finds its way to a ready
market.

Virtex Farm Foods is a farmer-controlled
company. Its majority shareholder is a sister
company, Virtex Grain Exchange, created
in 2009 by 13 visionary farmers. Since
then, Virtex Grain Exchange has grown to
30 shareholders, all Saskatchewan farmers
who have made a commitment that they
would sell all their grain together, Pender
says. It’s a corporate structure that 
establishes a powerful selling block. In
2014, the company bought the former
Bioexx Specialty Protein plant near
Warman. Qe canola plant has the 
potential to crush more than 160,000
tonnes per year, more than four times cur-
rent production.

At 80,000 to 120,000 tonnes per year, as
envisioned by the company’s business plan
for the near term, Virtex Grain Exchange
would be considered a “major player in the
non-GMO market,” Pender says.

In addition to operating the certified non-
GMO crushing plant, Virtex Grain
Exchange consolidates sales of hull-less 
barley among its member farmers.

While Virtex Grain Exchange trades in
commodities, Virtex Farm Foods provides
the means for Saskatchewan grain and
non-GMO canola producers to get new
food products to market. Farmers can pur-
chase memberships in Virtex Farm Foods
and buy quota so they have the right to
have their canola processed and sold.
Farmers sign a 20-year contract with an
automatic renewal, and in return receive 50

per cent of the profits of Virtex Farm
Foods.

“It’s similar to a dairy quota, but it’s priva-
tized,” Pender explains. “Farmers like the
idea, because it’s exclusive. It gives them the
right have access to our processing plant
and their oil sold for them. Qey also have
shares, so that they are shareholders of
Virtex Farm Foods.”

North Prairie Family Farms is the 
marketing division of Virtex Farm Foods,
establishing a recognizable brand.
“It signifies 110 farmers that we have on
board right now in northern and central
Saskatchewan within a 150-mile radius of
Saskatoon,” Pender says.

All of those entities operate out of the 
facility near Warman, with 13 employees.

Future plans include increasing sales of
hull-less barley.

“We're pretty positive that we can come
out with a packaged hull-less barley flour
that will be introduced,” Pender says.
“Hull-less barley, and barley in general, is
a very healthy flour. You get a very high
content of soluble fibre, beta glucan, 
compared to any other cereal grains.”

Qe company would also like to see its
canola oil reach European and Asian 
markets, particularly China and India, as
well as health food markets in North
America. North Prairie Gold cold-crushed
canola oil is currently being introduced to
grocery chains in Canada and the USA.

Qe oil meets Non-GMO Project 
standards for non-GMO content, and
meets European standards for cold-crush-
ing, in that it never exceeds 50 degrees
Celcius during the process. Qis ensures
the retention of the maximum quality, 
nutrition, and flavour.
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The long and the short of it : Stewart S  
By Dave Yanko

It used to be the longest stretch of straight
railway track in the world before Australia
took the title a few years ago. But Blair
Stewart, CEO of Stewart Southern Railway
(SSR), says the shortline railway he and a
team of investors purchased in 2010
remains a marvel to behold.

“If you could stand at Stoughton and 
actually see for 81 miles, you’d see it’s
absolutely perfectly straight—there’s not a
curve,’’ says Stewart. “We’ve had a lot of
railway fans come from all over the U.S.
and Canada just to see it. It was once in
Reader’s Digest.’’

As curious and perhaps defining of the
southern Saskatchewan landscape as that
may be, there’s something still more
remarkable about this shortline railway
that runs between Richardson and
Stoughton. It’s an incredible business 
stimulator.

Blair and Carter Stewart of Stewart Southern Railway, with one of their seven locomotives
Photo : Red Storm Photography
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        rt Southern Railway
“When we started in 2010, we had one
shipper using the line,’’ says Stewart. “Now
we have eight. We started with two 
locomotives and now we have seven.’’

Qere are more than a dozen shortlines in
the province and they're all playing a big 

role in the economy, “it’s not just SSR,’’
says Stewart. He contends many people
don’t understand the importance of 
shortlines to the economy, especially in the
West where Canada’s two large railroad
companies have prevailed. Shortlines
encourage the kind of small and niche
businesses that major railways like
Canadian Pacific and Canadian National
can’t be bothered to service. Once farmers
and export companies see that your short-
line is succeeding, he says, they come
onboard. 

“If you can make the companies on your
line competitive, it all works.’’

Stewart started Fill-More Seeds in Fillmore
in 1986, selling specialty crops to a world
market. In 1994, he built a new processing
plant and export facility adjacent to the
track at Fillmore. Qe business was 
successful and he expanded into shipping 
traditional grains by purchasing the former
Saskatchewan Wheat Pool elevators at
Osage, Fillmore and Creelman, all situated
on what used to be called the Tyvan Sub.
In 2007, CP announced it was putting the
line up for sale.

“Qat’s when I said to myself ‘well, it’s not
very good to have a company like mine
without a rail line,’’’ Stewart recalls. “So I
started working on the deal—just myself
and my lawyer.’’ 

His built his business plan on grain 
shipping. But word was out by then that
oil might begin moving by rail and that
Brazilian multinational Vale had shown
interest in constructing a potash mine near
Regina. Stewart didn’t bother trying to line
up investors at the beginning because he
had no idea where negotiations would lead.
By the time the deal was coming to a close
in 2010, however, he had put together a
team of “friends and business associates’’
and sold Fill-More Seeds in order give full

focus to the railway that bears his name.
Rural municipalities traversed by SSR were
not involved in the private deal but have
been supportive of the endeavour, he adds.

Today, SSR employs about 21 people. And
while CP continues to provide rail cars for
use by SSR, “traffic has increased tenfold’’
since the line changed ownership.
Customers, who negotiate a fee with SSR
for shipping on the shortline, include
Crescent Point Oil, which ships out of
Stoughton, and grain shipping concerns
out of Stoughton, Fillmore, Osage and
Creelman. Legumex Walker, a pulse and
specialty crop merchandiser, recently began
shipping out of Richardson and Victoria
Pulse is scheduled to open a shipping 
facility at Francis in early October. Stewart
says it’s too soon to name another company
expected to begin shipping from Lajord. 

A new potash mine near Regina may be a
few years off—the Kronau Project is in the
“final feasibility stage’’, according to Vale’s
website. However, Stewart says there may
well be an opportunity to ship aggregate
from the Stoughton area to serve the 
roadbuilding needs of Regina and beyond.

“Qe City of Regina is expanding and that
includes construction of the bypass,’’ says
Stewart, adding, “Qe shortage of aggregate
is becoming an issue in a lot of cities across
Canada.’’

Stewart was never one to hold romantic
notions about becoming a railway tycoon
or playing real life Monopoly by 
purchasing a railroad. It was all just busi-
ness, he says. Nevertheless, when his family 
questioned his judgment during the several
years he spent in arduous negotiations with
CP, he admits his explanation wasn’t solely
about dollars and cents. 

“I’d say to them: ‘How many times in your
life do you get to buy a railway?’’’

             
    y
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before enlisting Push Notifications to create the app. Qey
launched NuuNest in May 2013, changed hosts over server issues
and began the ongoing process of updating material. Leclerc writes
the updates and an associated blog at CindyandJana.com, while
Stockham focuses on research—they are committed to making the
app and blog reflect the newest research. Leclerc says it’s fortunate
that in their role as nurses and International Board Certified
Lactation Consultants, she and Stockham are obliged to keep up
to date on all new developments and can apply what they learn to
their product in a timely manner.

“We work for an organization where it’s really important to keep
up on what’s the latest and what’s the best.’’

To use NuuNest, moms create a basic profile of their newborn
child, including time of birth. And then the app delivers tips based
on 24-hour time periods. Qe app is organized using common
subject categories and includes a tour, says Leclerc. 

According to their website, NuuNest is “Everything new parents
need to know about baby’s feeds, weight and diapers (photos
included)!’’ Qere’s also lots of information about new mothers,
including what they can expect after childbirth and when they
should worry. NuuNest includes “454 tips for the first crucial
month of a baby’s life.’’ So what are some of the most common
questions asked by new moms?

“In the very early days, it’s tons of questions about baby poop—
that’s really anxiety producing,’’ say Leclerc, adding the app can
alert mom if baby isn’t producing enough. “And then the next
thing is ‘how do I know if my baby is getting enough milk?’’’

Qe usual answer to questions about feeding is that if baby seems
hungry, give her more, says Leclerc. If baby is content and gaining
weight, things are usually fine. And while there is something to
the old saw about “sleeping when baby sleeps,’’ for many moms
that’s just not practical, especially if there are other children
around. Leclerc says a new mom should get as much rest as she
can and let go of some of the household tasks.

“Qe big thing is empowering parents to make their own decisions
about things,’’ says Leclerc. “Qere’s not an exact number of hours
your baby should eat at or sleep at night. It’s a case of trying to be
watchful of what works for your own baby.’’ 

Leclerc says she and Stockham are working on expanding the reach
of the app to make it a viable business. Qey’re looking at the 
pregnant mother market, perhaps via e-books and online classes,
as ways to generate more revenue for their company. But clearly,
money is not their only consideration.

“We love what we’re doing. We feel it’s something that has to be
done and if we don’t do it, it will be done by people who don’t
have the best motives. We believe we’re leaders in our field.’’

NuuNest App... continued from page 1
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T H E
D R I V E R S

BY  C A S S I  S M I T H

We seem to like lists here at Sunrise. Our Top 100 Companies list, our

Sequel list, even naming our Business of the Year begins with a list of

finalists. Perhaps it’s the inherent competitive spirit of a list that

constantly attracts both us and participants. Or maybe it’s the

structural simplicity of putting a complicated and diverse group into

numerical order. Either way, lists demand attention. By design, they

announce order, status and priority while offering a tremendous

amount of information in the satisfyingly simple ritual of a list. 

So, to appease your senses and remain true to our long-standing

traditions, we’d like to give due credit to the companies that serve

our province’s industries year round. Here is our 2015 Drivers List.
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T H E  D R I V  
SASK.COMPANY CEO/PRESIDENT EMPLOYEES CITY MAJOR SHAREHOLDERS

1 SED Systems Patrick Thera 230 Saskatoon Calian Technologies Ltd.
2 Northern Resource Trucking David Mcllmoyl 150 Saskatoon Kitsaki Management Limited 

Partnership, Trimac Transportation
3 Stuart Olson Inc. David LeMay 100 Calgary Letko Brosseau Investment 

Management Inc., Alberta Investment 
Management Corporation, 

Peter A. Allard
4 Riverbend Co-operative Association Ltd. Greg Sarvis 130 Outlook Member Owned
5 Synergy Credit Union Ltd. Glenn Stang 236 Lloydminster Member Owned
6 Partner Technologies Inc. George Partyka 120 Regina George Partyka
7 Humboldt Co-operative Association Ltd. Blair Molsberry 96 Humboldt Member Owned
8 Group Medical Services (GMS) David Blodgett 100 Regina Privately Held
9 WBM Office Systems Inc. JoeAnne Hardy 167 Saskatoon Brett Bailey, JoeAnne Hardy, 

Bob Hardy
10 Crestline Coach Ltd. Steven Hoffrogge 152 Saskatoon Prairie Ventures Ltd. Partnership, 

SaskWorks Venture Fund Inc., 
Kensington Capital

11 International Road Dynamics Inc. Terry Bergan 135 Saskatoon Widely Held
12 Beeland Co-operative Association Ltd. Todd Svenson 105 Tisdale Member Owned
13 Sarcan Amy McNeil 660 Saskatoon SARC Member Agencies
14 Jump.ca Wireless Supply Corporation Gerald Buchko 120 Regina Privately Held
15 SaskWater Doug Matthies 122 Moose Jaw Government of Saskatchewan
16 Directwest Corporation Gord Farmer 114 Regina SaskTel
17 Saskatchewan Roughrider Football Club Craig Reynolds 135 Regina Community Owned
18 Kelsey Group of Companies Richard & Jim Clunie 75 Saskatoon Richard Clunie, Jim Clunie
19 Shaunavon Co-operative Association Ltd. Kevin Braun 95 Shaunavon Member Owned
20 Co-operative Hail Insurance Co. Ltd. Nick Gayton 24 Regina Member Owned
21 Cornerstone Credit Union Financial Group Ltd. Kevin Lukey 193 Yorkton Member Owned
22 Discovery Group of Companies Steve Dillabough 63 Humboldt Steve Dillabough, Gordon Lees, 

Ernie Moisan
23 Ag World Equipment Ian Thorson 40 Kinistino David Cook, Ian Thorson
24 Advantage Co-operative Association Ltd. Jerry Davis 81 Redvers Member Owned
25 Parkland Co-operative Association Ltd. Cory Leichert 97 Porcupine Plain Member Owned
26 Jay’s Transportation Group Ltd. Murray Mullen 492 Regina Publicly Traded
27 Turtleford & District Co-operative Association Ltd. Lawrence Weinrauch 64 Turtleford Member Owned
28 Palliser Plains Co-operative Association Ltd. Mike Sigouin 60 Tugaske Member Owned
29 Airline Hotels Betty Anne 400 Saskatoon L & L Gravel and Ranching

Latrace-Henderson
30 Gateway Co-operative Association Ltd. Dana Antonovitch 85 Canora Member Owned
31 Panther Industries Inc. Jack Schneider 40 Davidson Greg Yuel
32 Hometown  Co-operative Association Ltd. Carol Nickell 100 Broadview Member Owned
33 Robwel Constructors LP Ty Rutzki 30 Meadow Lake Clearwater River Dene Nation
34 PharmaChoice Western Grady Brown 389 Saskatoon 116 Store Owners
35 Innovative Residential Investments Inc. Tyler Mathies, Alex Miller 30 Saskatoon Alex Miller, Tyler Mathies
36 McKay-Empire-Wiese Group J. David Pitt 64 Regina Giles and McLeod Families
37 TCU Financial Group George Greenwood 106 Saskatoon Member Owned
38 ESTI Consulting Services Mark Dick 38 Saskatoon 13 Private Shareholders
39 Aquifer Distribution Ltd. Glenn Wig 50 Saskatoon Privately Held
40 Lake Lenore Co-operative Association Ltd. Randy Wassermann 20 Lake Lenore Member Owned
41 Prairie Centre Credit Union Al Meyer 120 Rosetown Member Owned
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SASK.COMPANY CEO/PRESIDENT EMPLOYEES CITY MAJOR SHAREHOLDERS

42 Spiritwood & District Co-operative Association Ltd. Will Batty 37 Spiritwood Member Owned

43 Baydo Development Corporation Yufeng Wang 31 Saskatoon Yufeng Wang

44 Wynyard Co-operative Association Ltd. Len Labossiere 71 Wynyard Member Owned

45 Prairieland Park Corporation Mark Regier 345 Saskatoon Membership

46 Auto Electric Service Ltd. Bob Jaworski 110 Regina Bob Jaworski, Brenda Gelowitz

47 Watrous Co-operative Association Ltd. Blair Molsberry 65 Watrous Member Owned

48 Hipperson Construction Gordon Hipperson 50 Regina Privately Held

49 Weyburn Credit Union Ltd. Don Shumlich 93 Weyburn Member Owned

50 SRG Security Resource Group Inc. Doug Emsley 174 Regina Doug Emsley, Blair Ross, 
Winnipeg Airports Authority

51 Wadena Co-operative Association Ltd. Ray Bourgeois 78 Wadena Member Owned

52 Stoughton Co-operative Association Ltd. Deric Reaney 38 Stoughton Member Owned

53 Superior Millwork Ltd. Scott Hodson 217 Saskatoon Linda Larre
(operating as Superior Cabinets)

54 Arcola Co-operative Association Ltd. Cindy Kolenz 25 Arcola Member Owned

55 Global Transportation Hub Bryan Richards 11 Regina Government of Saskatchewan

56 Last Mountain Co-operative Association Ltd. Rick Billett 53 Raymore Member Owned

57 East Central Co-operative Association Ltd. Randy Wassermann 59 Kelvington Member Owned

58 SaskTel International Sean Devin 113 Regina Government of Saskatchewan

59 Ghost Transportation Services Clay Dowling 45 Saskatoon Clay Dowling

60 Carrot River Co-operative Association Ltd. Ward Kewley 53 Carrot River Member Owned

61 Saskatchewan Transportation Company Shawn Brice 229 Regina Crown Investments Corporation

62 Midway Co-operative Association Ltd. Nick Koroluk 36 Leroy Member Owned

63 Archerwill Co-operative Association Ltd. Randy Wassermann 40 Archerwill Member Owned

64 Paradigm Consulting Group Inc. Mark Hustak 80 Regina Publicly Traded

65 Fastener Warehouse Ltd. Bob Weimer 44 Saskatoon Kim and Robert Weimer

66 West Central Pelleting Ltd. Lorne Davey 26 Wilkie Widely Held

67 Foam Lake Co-operative Association Ltd. Ray Bourgeois 38 Foam Lake Member Owned

68 Oak Centre RV Mall Tom Oakes 27 Martensville Tom Oakes

69 Stark & Marsh CPA, LLP Elden Moberg 70 Swift Current Ben Wiebe, Greg Smith, 
Glen Budd, Bill Wiebe, 

Leslie Neufeld, Vern Peters, 
Todd Loeppky, Terri Olfert, 

Shane Lacasse, Nadine Dyck

70 IWL Steel Fabricators LP Ty Rutzki 35 Saskatoon Clearwater River Dene Nation

71 PIC Investment Group Inc. Greg Yuel 12 Saskatoon Privately Held

72 Kreos Aviation Inc. Wes Ramsay 27 Saskatoon PIC Investment Group

73 Wilhelm Construction Services Inc. Nathan Wilhelm 30 Estevan Privately Held

74 DevFacto Technologies Inc. Chris Izquierdo 10 Edmonton Chris Izquierdo,  David Cronin

75 FCI Accelerated Solutions Inc. N/A 19 Regina Curt England, Rick Fraser, 
Todd Obrigewitsch

76 Round Table Management Ltd. Greg Yuel 2 Saskatoon Privately Held

77 Flexxifinger QD Industries Inc. Dave Dietrich 15 Assiniboia Dietrich (2012) Family Trust, 
Dave Dietrich

78 Jazz Custom Cabinets Ltd. Michelle Mosure 4 Saskatoon Dean Mosure, Michelle Mosure
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Saskatoon Office
P: (306) 933-3010
F: (306) 242-3156
E: nrtinquiry@nrtlp.com

La Ronge Training Center
P: (306) 425-2148
F: (306) 425-5311
E: nrttrainingcenter@sasktel.net w w w. n r t l p . c o m

Get your staff to 
stick around.

Make the Saskatchewan Pension Plan part of your business plan.

1-800-667-7153  •  SaskPension.com

No glue required.
After a great salary, what employees crave most 
is a pension plan. Show your employees you’re 

thinking long term, and they will, too.

www.nrtlp.com
www.payroll.ca
www.saskpension.com


Almost
Too Good 
to be True
New grant program 
helps companies address
employee recruitment, 
development and retention

by Virginia Wilkinson

It’s making an impact on small and large compa-
nies – in small and large communities across the
province. Just a year after its launch, the uniquely-
focused Canada-Saskatchewan Job Grant is having
significant impact on employee recruitment, devel-
opment and retention.
The Canada-Saskatchewan Job Grant, part of

the overarching Canada-Saskatchewan Job Fund
Agreement, was launched in the 2014 federal
budget. The federal and provincial governments
later signed an agreement in July of 2014, which
resulted in the September 2014 rollout of the
Saskatchewan program. The Canada-Saskatchewan
Job Grant was introduced to help employers train
new or existing staff to meet their specific work-
force needs and ultimately help with recruitment
and retention.

Saskarc
The initiative has had a major impact on Saskarc, a
metal fabrication company located in Oxbow,
Saskatchewan. With the assistance of the Job Grant,
Saskarc has provided key, sector-specific training to

Photo courtesy Saskarc / Starr Mercer Photography October/November 2015 Saskatchewan Business Magazine    33

Cherry Fedalizo, 
Director of Corporate Services, 
Saskarc
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more than half its 88-member employee
base in just a short six months.
“It’s been a fairly critical piece not only

in the development of our talent pool in-
house, but in creating better engagement
with our employees and in being able to
attract and retain talent in a rather
remote location,” said Cherry Fedalizo,
director of corporate services, Saskarc.
The program enables employers to

specify the training they require. If a com-
pany meets the program guidelines and is
approved for funding, they can access up
to $10,000 per employee per training
opportunity with up to two-thirds of the
training costs covered by the program, to
a maximum of $250,000 per company per
year. Employers are required to pay one-
third of the training costs.

Ministry of the Economy
Regional director of Labour Market
Services with the Saskatchewan Ministry
of the Economy, Doug Rain, said the 
program is unique in its focus on the
company.
“One of the key tenets of this program

is that it puts the decision-making in the
hands of employers. We do a lot of train-
ing with job seekers where training is
based around what we think employers
will want. However, when the employer
is the one making those decisions, is pay-
ing a portion of the training costs and has
guaranteed employment at the end of the
training, we know we’re putting square
pegs into square holes,” said Rain.
Unique to the Saskatchewan program

is a special accommodation for small
employers with up to 50 employees.
The program allows small employers

to claim half of their contribution in
employee wages, so that if a company was
to train someone at a cost of $15,000 they
would be required to contribute $5,000.
However, a small business could claim up
to $2,500 of the employee’s wages against
their $5,000 contribution. As a result, cash
out of pocket for the employer would be
$2,500 for a $15,000 training investment.
The $2,500 claimed in wages would be
backfilled by the provincial government.
“We’ve had lots of employers say this

program seems almost too good to be true
because we get a lot of training for one-
third of the cost and for a small employer,
it’s really one-sixth of the cost that they
have to put on the table,” said Rain.

The accommodation recognizes that
small employers are managing a wide
range of duties from human resources to
employee development. Many employers
do this work off the side of their desks, so
finding the time, ability and resources to
train someone can be a challenge.

Creative Options
Creative Options, based in Regina, is a
relatively new organization which pro-
vides a range of daily living and employ-
ment supports for adults with intellectual
disabilities. The Job Grant is playing an
important role in supporting the rapid
growth of the organization by enabling it
to “up-train” staff as it expands.
“This is the best-kept secret – so few

people that I talk to even understand that
this funding exists. We’re in a better posi-
tion today to plan for the job growth of
tomorrow because of these grants,” said
Michael Lavis, executive director of
Creative Options.
Creative Options was developed in

partnership with the Ministry of Social
Services and launched in 2010 to help
address the needs of individuals who are
involved with multiple human service sys-
tems such as justice, social services, health,
mental health, corrections and more.
Within five years, the organization

has grown from an idea to a company of

130 people. The challenge for the organ-
ization is to continue providing services
customized to the client while also grow-
ing swiftly.
“We focus on building the capacity of

our caregivers – providing education and
training to enable them to do their job.
We use the gentle teaching approach,
putting relationships at the core of our
caregiving,” said Lavis.
According to Lavis, employees come

from a range of disciplines including
health, nursing, social work, education,
engineering, general arts and more. While
this provides the organization with a rich
base of resources and skills, it also means
training is a critical component in growth.
The Job Grant initiative has enabled

the organization to offer customized pro-
fessional leadership, executive leadership
programs and more.
According to Rain and the ministry,

program officials have found that while
employer interest in the program was ini-
tially a bit slow, it has picked up recently.
In fact, between April 1, 2015 and August
31, 2015, 155 agreements were signed with
over 130 different employers, resulting in
training for just under 600 employees.
Rain said the Saskatchewan program

was developed in a manner focused on
making it as easy as possible for compa-
nies to access.
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“The intent was to keep it simple. We
wanted to create a program without a lot
of bureaucracy. Essentially, the way it
works is that a company interested in the
grants comes to us; if they are deemed eli-
gible, we start working with them. If the
process runs smoothly we can go from
basic application to signed agreement
within a week!” said Rain.
The grants are available to companies

of all sizes from across the province
(except public-sector agencies). To be eli-
gible, organizations must ensure they are
requesting funds for training they would
not normally be offering, must guarantee
the employee a position following train-
ing, must pay one-third of the cost of the
training requested, must guarantee the
use of a third-party trainer and must
ensure requested programs are at least 24
hours in length and no longer than a year.
The grants use a rebate-style approach;

employers are required to pay the up-front
costs, enabling the training to get under-
way much more quickly. Once the pro-
gram has wrapped up and the companies
have reported back on the training as well
as total cost, the Canada-Saskatchewan
Job Grant then provides reimbursement
for those costs.
While businesses are encouraged to use

the program as a recruiting opportunity,
most are upscaling the skill level of people

who are already loyal to them, feeling this
type of investment is a much more solid
one for the organization. The program has
seen a significant number of companies
investing in the increased skill level of their
employees. The upward movement of peo-
ple in the company creates a domino effect,
resulting in vacant entry-level positions
which are often less challenging to fill.
The program has seen interest from

companies across a mix of sectors. The
very early adopters were those focused on
strengthening management development
skills. More recently, the program has
seen a growth in skill and trade training.
The greatest number of submissions is
now from manufacturing, construction
and agriculture/ forestry/ fishing/ hunting
sectors.

Saskarc
“This program will have a major impact on
the manufacturing sector. Despite the more
challenging economic times, it recognizes
that investment in employees is critical to
a company’s success when the economic
indicators improve,” said Fedalizo.
She said Saskarc officials heard about

the program in the 2014 federal budget
and worked diligently to secure funds.
The company’s first training opportunity
was with the Lean program’s yellow belt
training, which was done in April 2015.
“We wanted to thoroughly understand

how to set our organization up for suc-
cess in the future,” she said.
Working with the Canadian Manufac -

turers & Exporters (CME), Saskarc was
able to deliver on-site training for
employees. Offering the training on-site
ensured that the company was used as a
live case study.
“It made the scenario much more real.

Bringing the training to your organiza-
tion allows you to take your organization
apart and study it; it starts to really
become an ‘aha’ moment for employees.”
Fedalizo said that employees involved

in the training developed a solid under-
standing of the reasoning for the Lean
implementation, became very excited
about the program and embraced it. As a
result, Saskarc will be providing opportu-
nities in November for another group of
employees to access the Lean program.
As well, the company has focused on
both computer and safety training.
“Our mission is to add value in every-

thing we do by creating better solutions.
By investing in our people, we are living
the mission and driving heightened pro-
ductivity, better services and better
engagement with employees.”
Fedalizo said the program is fantastic

for businesses situated in rural communi-
ties. “We often face challenges finding peo-
ple with the specific skills we require in our
communities. Sometimes it’s difficult to get
people to move to a smaller community;
this program means we take the employees
we have and help them develop the skills
we will need to help our organization grow
and develop. It’s a win for the company, the
employee and the province!” said Fedalizo.

Creative Options
The Creative Options executive team
identifies training and the support pro-
vided by the grant program as playing a
key role in helping the organization build
for the future.
“While our turnover rate is currently 15

per cent, the turnover rate in this industry
is 60 per cent, so organizations in our sec-
tor are struggling to retain employees. This
has been a driving factor behind our
involvement with the program. We need to
provide our employees with opportunities
for career growth and professional devel-
opment because people are much happier
if they have opportunities to grow and
flourish within their jobs,” said Lavis.

Future
The program is also creating an opportu-
nity for the ministry to build bridges
between job seekers and employers.
“We normally work with job seekers.

This program gives us new exposure to
that demand side. It’s exciting because
while we’re talking to employers about the
job grant program, we can also point out
that we do a lot of work with First Nations
individuals and organizations, with peo-
ple with disabilities and with a range of
different talent pools. At the end of the
day, if employers are successful in hiring
people, they are going to be hiring our job
seekers… so both groups win,” said Rain.
Ministry officials will be evaluating

program outcomes annually to ensure they
provide the projected impact for employ-
ers, employees and the province as a whole.
For additional information on the

Canada-Saskatchewan Job Grant, visit
economy.gov.sk.ca/job-grant.  n

Production meeting with 
Saskarc foreman, Kurt Goulden, 

Sheryl March, HR generalist and 
Sergeii Grabchylov, fabrication supervisor



www.pwgroup.ca
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When you first walk through the front doors of Women Entrepreneurs (W.E.)
of Saskatchewan, you are greeted with a warm welcome and a cup of 
coffee. That initial encounter is the first step to becoming a member of an
organization that now numbers about 900 across Saskatchewan and the
first step in the journey to becoming a business owner.
In its 20-year history, W.E. has supported and empowered thousands

of women across the province to achieve their entrepreneurial goals. The
organization has provided over $30 million dollars in lending and lever-
aged millions more. An additional 1,200 full-time equivalent jobs have
been created through the loan program. W.E.’s economic impact in
Saskatchewan is impressive! But W.E. isn’t resting on its laurels. It wants
to build on its legacy.
2015 marked a turning point for the organization. The W.E. board 

and chief executive officer (CEO) spent countless hours developing 
and implementing a new strategic plan. It will serve as a compass and 
a road map for the next three years, guiding W.E.’s progress and shaping
its priorities.
“It is our priority to remain financially sustainable,” says W.E. board

chair, Kellie Garrett. “We want to focus on growth, not only for our organ-
ization but also for the businesses who are W.E. members.”
Women Entrepreneurs prides itself on the way it conducts its business both internally and 

externally. While the board and CEO were instrumental in the development of the strategic plan, the
W.E. staff will play a critical role in its success.
“The strategic plan reflects a shift in culture, internally and externally,” says CEO Prabha

Vaidyanathan. “There is a greater emphasis on entrepreneurship in the way we function as a team, as
a business and how we support our members and others in succeeding in business.”
One of the priorities for W.E. is a member survey. Over the next few weeks, W.E. will be asking its

members to take part in an online survey to better gauge the needs of members and create 
member profiles.
“We want to make sure we are providing a value proposition for all our members whether they are

a startup or scaling up,” says Vaidyanathan. “The survey will assist us with benchmarking and ensur-
ing we are offering programs and services that are relevant and market driven.”
W.E. also plans to roll out two new programs in January intended to enhance member engage-

ment and the W.E. brand.
“We want our brand to reflect innovation, growth and excellence,” says Vaidyanathan. “We are

determined to support women at all stages of business.”
Women Entrepreneurs is excited about what the future holds for the organization and its mem-

bers. As W.E. ventures into its 21st year of operation, W.E. is motivated and prepared to take the organ-
ization to the next level. With its new strategic plan in hand, it now has a clear path to get there.  n

Women Entrepreneurs of Saskatchewan:

New Strategic Plan 
Will Take W.E. to the Next Level

by Trish Cheveldayoff

Women Entrepreneurs of Saskatchewan is supported by the Government of Canada through Western Economic Diversification Canada.

Prabha Vaidyanathan
CEO, Women Entrepreneurs 

of Saskatchewan



38 Saskatchewan Business Magazine    October/November 2015

BUILDING TOMORROW’S
SKILLED WORKFORCE
INVESTING IN ABORIGINAL AND NORTHERN EDUCATION

As Saskatchewan’s economy continues to grow at an unprece-
dented rate, it is not uncommon for companies to make gen-
erous use of out-of-province workers in order to meet
increasing labour demands. But for businesses that are taking
the long view, cultivating a stable pool of skilled workers often
means turning to homegrown talent. Increasingly, companies
like AREVA Resources Canada Inc. are investing in their rela-
tionships with Aboriginal communities in order to ensure a
sustainable supply of skilled workers in the years to come.
Recent economic projections from The Conference Board of

Canada suggest a positive outlook for Saskatchewan’s economy
in the long term. Despite the downturn in oil prices and its
effects on the broader Canadian economy, Saskatchewan’s econ-
omy will be sustained in large part by the mining sector.
According to the Board’s 2015 long-term economic forecast, the
province’s GDP is expected to increase by an average of 1.5 per
cent annually from 2014 to 2035.1 In addition, Saskatchewan
boasts both the lowest unemployment rate and the highest
employment growth rate of all regions in Canada.2 Given this
economic context, leading companies in Saskatchewan’s vital
sectors will need to examine their labour needs closely and seek
out new ways to meet demands.
This will be particularly critical for the uranium industry,

which plays a significant role in Saskatchewan’s economy:
Saskatchewan is the world’s second-largest producer of uranium,

accounting for 22 per cent of global production.3 AREVA
Resources Canada, based in Saskatoon, has maintained a leader-
ship role in the mining industry for over 50 years. AREVA’s min-
ing operations are concentrated in Northern Saskatchewan and
have often bordered on Aboriginal communities, which has cre-
ated both obligations and opportunities for the company. Because
over 80 per cent of the residents of Saskatchewan’s North are of
Aboriginal descent,4 this population has been a key stakeholder in
AREVA’s operations with respect to both land and labour.
Since the early years of AREVA’s uranium mining operations

in Saskatchewan, it has established and fostered respectful rela-
tionships with its First Nations neighbours in the North. Long
before the duty to consult or the affirmation of Aboriginal rights
in the Canadian Charter of Rights and Freedoms, AREVA insti-
tuted its own policy to engage and work with the Aboriginal
communities impacted by its operations. What’s more, AREVA
has a highly-representative workforce, with almost half of the
workers on its Saskatchewan sites being of Aboriginal descent.
Maintaining positive relationships with Aboriginal commu-

nities is becoming even more essential with impending demo-
graphic shifts and intensifying shortages of skilled labour.
Statistics Canada predicts that, by 2030, one in four workers in
Saskatchewan will be of Aboriginal heritage. The Aboriginal
population is both younger and growing more quickly than the
non-Aboriginal population in Canada,5 but it lags behind in 

by Veldon Coburn  Senior Research Associate, The Conference Board of Canada
and Eleni Kachulis  Administrative and Research Coordinator, The Conference Board of Canada
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educational attainment.6 If educational gaps were narrowed, this
would lead to lower Aboriginal unemployment rates and would
increase the availability of skilled workers within the province.
Tammy Van Lambalgen, Vice President, Regulatory,

Corporate Social Responsibility and Legal Affairs at AREVA
Resources Canada, stresses the importance of investing in
Aboriginal education and skills acquisition and describes it as a
mutually-beneficial endeavour: “AREVA’s Aboriginal and north-
ern strategy is geared towards helping Aboriginal and northern
communities become and remain sustainable by providing
meaningful training and employment as well as opportunity for
business development through contracting. Working with our
Aboriginal neighbours ensures we have a readily-available local
workforce to continue to grow our operations and surpass our
current over 40 per cent of Aboriginal employees.”
Accordingly, AREVA has committed to making investments

in education at all levels, from early school-age through post-
secondary. “To ensure a good future for northern Aboriginal
communities, we fundamentally believe that the process starts
early in the education system,” notes Van Lambalgen. “This is
one of the reasons why we are focusing some of our community
investment funding towards early childhood development pro-
grams, daycares and also grade school literacy programs, par-
ticularly in math and sciences.” For high school students with an
interest in a career with AREVA, there are opportunities for job
shadowing at mining sites.
AREVA also conducts various initiatives to support skills

acquisition and transition to the workforce. The company has
developed partnerships with post-secondary institutions such
as Saskatchewan Polytechnic and the Saskatchewan Indian
Institute of Technologies, through which it provides funding for
specific programs and offers opportunities for on-the-job train-
ing. At other institutions, such as Northlands College and the
Gabriel Dumont Institute, it has established substantive direct
scholarships targeted at residents of Northern Saskatchewan.
In 2012, AREVA initiated its Mills Operations Training

Program in partnership with Northern Career Quest. Targeted
towards the province’s northern and Aboriginal residents, this
program has shown great success in the recruitment, training,
and retention of mill operators. Since the initiative began,
AREVA has hired and retained all but two of the 56 partici-
pants that completed the program. In addition to providing
AREVA with new recruits for its McClean Lake uranium mill
in Northeast Saskatchewan, this program has also increased
Aboriginal representation within the company, boosting the
proportion of Aboriginal and northern employees at the
McClean Lake site to over 49 per cent.
These types of initiatives—while a long-standing practice at

AREVA—have been encouraged as a best practice for engage-
ment with Aboriginal peoples by The Conference Board and
they align with recommendations put forward in the Board’s
2013 report, Realizing the Potential: Priority Investments in

Saskatchewan’s First Nations and Métis People.7 The report notes
specifically that increased investments in high school comple-
tion and school-to-work transitions for Aboriginal people by all
stakeholders—especially employers and industry leaders—are
required to improve the economic and social conditions of these
populations. In addition to improving educational outcomes for
Aboriginal communities, these investments would allow
Aboriginal people to participate more fully in the province’s
economy, boosting Saskatchewan’s GDP by an estimated $1.8
billion by 2035. As Van Lambalgen explains, “our capacity to
work with Aboriginal community leaders and entrepreneurs to
build capacity will be a substantial factor in the future success
of Saskatchewan’s economy and its population’s well-being.”
The 2030s may seem distant, but companies like AREVA

are already anticipating future business needs and taking the
long-term approach when it comes to workforce planning.
Veronique Loewen, Manager of Communications at AREVA,
emphasizes this crucial aspect, pointing out that Aboriginal
people will constitute almost 25 per cent of Saskatchewan’s
population by 2031, growing from its current share of 15 per
cent: “This means that we must focus education and training
efforts on young Aboriginal people now to ensure they have
the skills and knowledge required to enter the workforce.” The
task, however, is not easy. Much of the difficulty lies in the 
quality of education that Aboriginal youth receive in their rural
and remote schools, which can limit opportunities to obtain
further education beyond high school. For their part, AREVA
will continue to tackle the challenge of improving educational
outcomes for Saskatchewan’s Aboriginal and northern popu-
lation. “AREVA is part of this important transformative process
and we will continue to enhance our role in this area as we go
forward in the future.”  n

1  The Conference Board of Canada, Provincial Outlook Long-Term Economic
Forecast: 2015 (Ottawa: The Conference Board of Canada, 2015).

2  The Conference Board of Canada, How Canada Performs: A Report Card
on Canada (Ottawa: The Conference Board of Canada, 2015).

3  The Conference Board of Canada, Provincial Outlook Long-Term Economic
Forecast: 2015 (Ottawa: The Conference Board of Canada, 2015).

4  Blair Stonechild, “Aboriginal Peoples of Saskatchewan,” in The
Encyclopedia of Saskatchewan (Regina: Canadian Plains Research Centre,
University of Regina, 2006).

5  Statistics Canada, Aboriginal Peoples in Canada: First Nations People, 
Métis and Inuit (Ottawa: Minister of Industry, 2013).

6  Statistics Canada, NHS in Brief: The Educational Attainment of Aboriginal
Peoples in Canada (Ottawa: Minister of Industry, 2013).

7  Michelle Parkouda and Jessica Brichta, Realizing the Potential: 
Priority Investments in Saskatchewan’s First Nations and Métis People
(Ottawa: The Conference Board of Canada, 2015).

The Saskatchewan Institute is a major research initiative of The Conference
Board of Canada that focuses on issues relevant to Saskatchewan. The Institute
works with partners in Saskatchewan to produce research that helps private- 
and public-sector leaders sharpen their vision for Saskatchewan’s future and 
find solutions to the challenges they need to address. For more information on
how to become involved, visit: www.conferenceboard.ca/SI



40 Saskatchewan Business Magazine    October/November 2015 business profile

To learn more about the latest TEC Canada news, success stories and events, please visit their
website. For business-relevant articles, blog postings and current events across Canada, 
you can also follow TEC Canada on LinkedIn or Twitter @TECCanada.
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This month I’d like to invite you to consider what drives
corporate growth and focus in on how leadership fits into
those factors. Although it’s clear that entrepreneurship is
good for economic growth because it leads to jobs,
competition and productivity, there has been discussion over
which type of company drives the most economic growth –
new, small, or large established companies. Some firms, the
so-called “gazelles,” which are by definition high-growth,
are young companies that consistently outperform others
because of their products, processes, or the markets they
have chosen to go into. The Business Development Bank of
Canada studied what they called “high impact” businesses,
those that invest more, innovate more and go global. They
also, by definition, grow 20 per cent or more annually. In
both cases, these companies form a very small part of the
overall economy, but contribute disproportionately to
economic growth. Even large established companies that
invest in a growing market can be considered “high impact”
from the perspective of job creation or innovation.

Interestingly, studies by McKinsey & Company show
that, although good execution is essential, it’s not the main
differentiator between companies that are growing quickly
and those that are growing slowly, regardless of size. Rather,
80 per cent of growth can be explained by market growth in
the industry segments that the company competes in, along
with the revenue it gains by mergers and acquisitions.
Surprisingly, whether a company gains or loses market share
accounts for only 20 per cent.

How does leadership fit in with all of this? One finding
was that the mindset of a “high impact” executive team is a
critical factor for competitiveness. Without the right
mindset, the other factors of size and growth become “far
less predictive.” Key factors to the success of “high impact”
companies include “a strong desire to achieve and a high
risk tolerance.” The numbers show that entrepreneurs with
higher risk tolerance had more revenue growth and
international sales. They also invested more in innovation,
which also entails risk. Interestingly, however, the
challenges of “high impact” companies aren’t all that
different from those faced by companies that are not high-
impact. Management capabilities top the list, including
operations, sales, strategy and HR competencies.

In another study,
McKinsey reviewed the link
between growth and specific
leadership traits. They found
that “leadership quality is
critical to growth, that most
companies don’t have enough
really high-quality executives
and that certain competencies
are more important to some
growth strategies than
others.” The study showed no
correlation between revenue
growth and teams with merely
“solid” leadership. Apparently,
exceptional leaders are very
hard to find, but critically
important to growing exceptional revenue. The one
executive capacity that drives the greatest gains was
“delivering customer impact – the capacity to understand a
customer’s evolving needs.”

Of course, there are many growth strategies, depending
on industry, business segment, life cycles and economic
circumstances. Strategic growth requires a deep
understanding on the part of a leader to understand which
way the industry is moving and what strategies to use to
leverage those market segments.

We know now that it’s equally important for a leader to
be able to analyze his team and ensure that they are
exceptional in every necessary capacity also.

The bottom line is, it’s critical to cultivate your own
leadership capacity. Start by understanding your leadership
style. Are you a charismatic, strategic visionary who can
move the organization in a new direction, freeing your team
to be innovative and experimental? If not, the good news is
you can fix that. I urge you to have as audacious a vision
statement in terms of your own growth as you do for your
corporation or organization. Sound counsel, regular
feedback and trusted long-term support from a community
of like-minded and passionate business leaders –which we
at TEC refer to as the power of peers – will help you
become a “high-impact” leader.

Ken MacLeod 
President and CEO, 

TEC Canada

Leading for Growth

http://www.tec-canada.com/sask
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Successful organizational change requires individuals to
change. This three-part series examines barriers that we
humans encounter that block our will to change. The first col-
umn discussed how feeling overwhelmed can inhibit change
by causing paralysis.

Another even more difficult barrier is entrenched habits and
routines: “We have always done it this way.” Habits can be
addictive. It may seem melodramatic to list addiction as a
change barrier in an organization, but consider its definition:
“The condition of being habitually occupied with, dependent
on, or involved in something.” Some habits are healthy and
make up the foundations of great systems. However, we can be
addicted to behaviour patterns that have become part of our
self-image and which limit our freedom to change.

Wayne (not his real name) is a creative guy. He runs a small
company that provides contracted services on successful ten-
ders. Wayne is constantly delivering the tenders within min-
utes of the deadline. Wayne’s friends and coworkers would
describe him as a nice guy, but also as feeling perpetually pres-
sured by deadlines. Wayne is addicted to stress; it is his nor-
mal. Stress makes Wayne feel productive. If he tries to relax, he
feels lazy and unproductive. Changing will be particularly dif-
ficult for Wayne because, even though he might understand
the need to do things differently, it does not feel right to him.

Although “Bob” has a manager to run his business, he can’t
help becoming involved in the details. He will agree to a plan
and then undermine it by dealing directly with suppliers and
employees, offering them concessions and blurring the chan-
nels of communication, responsibility and authority. While he
knows that his behaviour is hurting his business, Bob needs to
feel liked. Granting concessions makes him feel benevolent and
admired and he is dependent on this behaviour for his iden-
tity. He is addicted.

In his book Addictions and Grace, Dr. Gerald G. May helps
us understand the true impact of how addiction inhibits the
freedom of human desire. Dr. May illustrates how the physical
matter of our brains creates cellular representations of who we
come to believe that we are through our memories, knowledge
and experiences. From this we establish our normal. 
We become attached to our behaviours and they come to rule
our lives.

Wayne and Bob may acknowledge a benefit to change.
They may even hire people to help them navigate change, but
until they understand their attachment and discover a release
from the connection between their behaviour and their iden-
tity, they will continue to experience inhibitions to their will
to change.

Author and founder of Brain State Technologies, Lee Gerdes
informs us that the human brain is an incredible instrument
of self-preservation. When we incur trauma or a threat to self
in life, the brain sets up sympathetic or parasympathetic
responses (fight, flight or freeze) to ensure our survival. While
these responses may initially serve us well, they can also
become deeply-entrenched habits that ultimately leave us stuck
in a rut and unable to change. Gerdes suggests that “individu-
als tend to lack the willpower to engage in the difficult and
often ongoing struggle to change an entrenched pattern of
behaviour.”

May states that “addiction is not something we can simply
take care of by applying the proper remedy, for it is the very
nature of addiction to [thwart] our attempts to master it.” In
other words, change threatens the self-preservation initiatives
established by our brain.

Addictions (attachments) are essentially our mind’s way of
coping with life. In their unhealthy state they compensate for
our feelings of inadequacy, inferiority and unworthiness. To
move in the direction of health, we must first recognize our
attachments and the manner in which they limit our will to
change.

To change an organization, change must first happen within
the leader and for that to happen, leaders must possess the abil-
ity to step outside their self and become an objective observer
of their own behaviours.

Meditation, silent retreats and mindfulness coaching can
provide great benefits here. There have been significant dis-
coveries related to the functioning of the brain in recent years.
A new form of treatment arising from these discoveries is
brainwave optimization, created by Gerdes and Brain State
Technologies. You can find information about this treatment at
brainstatetech.com.

The ability to objectively observe our own behaviour pro-
vides two key benefits for leaders. One, we are able to discover
the attachment-based habits that limit our personal will to
change. Two, we are able to better understand the limits to
change within the employees of our organization, and there-
fore, the organization itself.

It will take time, effort and resources to remove the 
inhibitions to our will for change. We must come to a place
where we believe that we, our families and the people we
serve, are worth it.

Uninhibited
Discovering the will for change – Part 2

Resilience
David E. White

Consultant, 
Synergy Solutions Group

David E. White is a consultant with Synergy Solutions Group. 
Questions and comments can be directed to him at david@synergysg.net.



42 Saskatchewan Business Magazine    October/November 2015 business profile

Your presentation is more than just a speech – it’s a per-
formance and you are the performer. Here are just a few
tips that top presenters around the world do regularly.
BE A STORYTELLER
We as humans are predisposed to listening to stories. Our
brains are wired for it. All presentations should tell a narra-
tive that includes a beginning, middle and end. The first
part of your presentation should present the problem. The
middle of your presentation should present your key find-
ings and should tie back to the central issue you want to
solve. At the end of your performance, your audience
should understand your answer to the problem.
MAKE ‘EM LAUGH
Humour can be very effective, if done well. It allows your
audience to be far more receptive to you as a person as well
as your message. With that said, humour is a double-edged
sword. If used poorly, it can be far worse than using no
humour at all. Knowing your audience will help, but it all
depends on delivery. In the end, it comes down to whether
you feel you are right for the joke as much as the joke is
right for your audience.
BE CONCISE
The less you say, the more people remember. There’s a ten-
dency to overcomplicate a presentation with flashy images,
fancy transitions and way too much copy. When it all
comes down to it – YOU are the presentation, not your
slides. Using bullets in a presentation can be as dangerous
as using bullets in real life. Rarely are they used well and
should be avoided whenever possible. If you need to use
them, keep it to no more than two.
BRANDING ISN’T JUST FOR THE MARKETING DEPARTMENT
A presentation is yet another way your company interacts
with its customer base. It should follow the same rules and
guidelines you set for everything else in your business. Use
the same colours, logos and fonts that you use in your web-

site and other material. Treat your presentation as you
would an advertising campaign.
ENGAGE YOUR AUDIENCE
Ask open-ended questions to give people the feeling of
being empowered as well as allowing them to become
active participants in your performance. An engaged 
audience is an informed audience.
MIX IT UP
It’s been shown that the average adult attention span for pre-
sentations is under 20 minutes. Of course, it’s best to keep
your presentations short, but if you find yourself going over
the 20-minute mark, give your audience a moment to relax.
Whether it’s a bathroom break, or simply a quick demo to
mix it up, your audience will appreciate the change in pace
and will be able to keep their focus on you – not their phones.
PRACTICE. PRACTICE. PRACTICE.
Your presentation and you should work together; therefore,
you should know your material off by heart. This means
going through it five minutes before show time won’t cut it.
The best presenters don’t have to look down at their notes
for a reason. The key is to focus on the major points and let
your secondary material outline the details.
BE FLUENT IN BODY LANGUAGE
People are there to see YOU, not just your slides. This
means you have to be polished, too. It all comes down to
body language. Open up your chest and arms and keep your
back straight. Smiling is your best weapon for disarming a
room. Engage people by naturally gesturing with your arms
and hands while looking each viewer in the eye. Stay calm;
it suggests confidence in both you and your message. If you
have the space – walk it.
These are just a few tips and tricks that can help you take
your presentation from just another interruption in some-
one’s day to an experience they can enjoy. This will help
your message be heard, understood and acted upon.

@wj_agency     1 877 770 0840     www.facebook.com/williamjosephcommunications     www.williamjoseph.comRYAN TOWNEND
CEO, William Joseph

Presentations 101

www.williamjoseph.com
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Sex sells. That is not news. This piece is not about sex, but it is
about the lesson behind a rather salacious event, the hacking of
data owned by Ashley Madison. There is a broader warning
than just avoiding adultery.
Ashley Madison’s story is well known. The company’s web-

site was a clearing house for people seeking extra-marital
affairs. How many people frequented the site is controversial,
but what is not arguable is that millions of records containing
names, personal details and credit card information were infil-
trated and released to the public. The media is still sifting
through the information to find public figures.
The nature of Ashley Madison’s business is obviously the rea-

son why the breach is so captivating. It is also the reason why the
breach is an important warning. The information on the site is
material that few people would voluntarily disclose. Does anyone
care if others find out they shop at Home Depot? No. So Ashley
Madison’s unique client base set it up for higher risks. Other busi-
ness owners may think they are in a more “traditional” business
and do not have to worry. I think the lessons are the same.
Court decisions involving privacy and protection of infor-

mation have treated three types of data as requiring extra atten-
tion. The first is financial information. Although some people
do not care if others know how much they earn, for most it is
a big deal. Add the fact that severe financial damage can accrue
and it is a major problem.
The second is health information. Although the potential to

physically harm somebody with information on their health is
remote, damage can still occur. Would employers or insurance
companies treat someone differently if they knew of certain
conditions? Or consider the reputational damage if it became
known someone had contracted a sexually-transmitted disease.
The third category is more fluid. We can call it sensitive per-

sonal information, but what that covers depends on the infor-
mation itself and even the societal status of the person. Sexual
preferences, some of which Ashley Madison stored, can fall
into this category but there could be a wide variety of things
which people just want to keep to themselves.
In today’s world, everybody wants to collect data about cus-

tomers. This is sometimes part of a concerted effort to stay in
touch and market to them but it might just be “in case we need
it.” Usually there is no inherent problem in collecting that infor-
mation, although certain things, like social insurance numbers,
are regulated.
Strip out the titillating details from the Ashley Madison case

and an ominous issue becomes clear. Storing any information
is a potential liability. If it is just name and address, the risk of
harm is small (unless you trade in very sensitive activities as

Ashley Madison did). The more you add in the three categories
mentioned above, however, the more the risk rises. Many busi-
nesses keep credit card information on file for their own con-
venience and the convenience of customers for future orders.
That financial information is dangerous in the wrong hands.
In a similar vein, it is common to use customer relationship

management software, or CRM, to improve sales performance.
Savvy salespeople may collect names of kids, spouses, birth-
days and similar information so they can personalize customer
contact in the future. There is nothing nefarious about that on
its own, but the information could be used for identity theft in
the wrong hands.
I am not saying you should never collect any information

on customers. Commerce would grind to a halt without con-
tact information at the very least. The thing to take from Ashley
Madison and other similar breaches over the past years is this:
assume your data collection will be breached. You will obvi-
ously implement best practices and do your best to make sure
it does not happen, but if a determined hacker wants to get
your information, very few systems can withstand this. So
accept that everything you have could be made public.
With that assumption, what does it mean for your data col-

lection practices? Put another way, do you have business rea-
sons to collect every piece of data you now ask for and do those
business reasons outweigh the potential risk? If so, OK. You are
not eliminating risk, but if it is necessary for your business to
operate optimally, then it is one of those risks every business
must assume. Appropriate risk management strategies should
be implemented.
But if you are collecting data just because it is good to have

and you might have a reason to use it in the future, think hard
about the liability. What would happen to your reputation if
you had to announce that certain information had been stolen
from your systems? Beyond reputation, would your customers
sue you into oblivion for failing to protect their information?
That is the prospect Ashley Madison now faces.
There are technological and legal strategies you can use to

manage the risk but you will never eliminate it. If you have not
done so already, an audit of your data collection and storage
practices will help identify the weak points. From past experi-
ence we know that most businesses will just continue as usual
and hope they are not targeted. Only you can decide if that
approach is enough.

the data affair
The Ashley Madison breach provides lessons for every business

law
craig zawada, Q.c.

CEO, WMCZ Lawyers

Craig is CEO of WMCZ Lawyers in Saskatoon. Questions and comments on this article can be sent
to him at craig.zawada@wmcz.com
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Tell us a bit about your company 
and your safety program.
We are a family-owned and operated
electrical contracting company, founded by
my father, Randy, and run by myself and 
my two younger brothers, Brock and Colin.
We all apprenticed under my father.

The backbone of our safety program is
planning. We make a plan to get the job
done SAFELY before any work is started. 
We get a clear picture of the tasks ahead.
This increases the efficiency of the work
being done. It’s decreased downtime and
boosted teamwork.

What does winning the 2015 WorkSafe
Safe employer award mean to you?
We are extremely proud to win the Safe
Employer award and so honoured to have
even been considered. It validates all the
hard work that went into our program and
our commitment to safety on a daily basis.

Jason Hrywkiw
General Manager, R.H. Electric Ltd.
Number of Employees: 40
Location: Yorkton

What is one of your industry’s biggest
challenges today?
One of the biggest challenges today is
finding skilled labour. With the older
generation retiring, the industry has an
inexperienced workforce. We have an
opportunity right now in every industry to
train people to do things safely, right from
the start of their careers.

What is something you wish you’d known
when you started this job?
First, I wish had known that when the 
“old boys” used to tell you to check for
power by licking your fingers, touching 
the wires and seeing if your hair stands up,
it was completely unacceptable.

Second, I wish I had known that for pretty
much every task you are trying to learn 
or develop- most of the time, it has been
done before. You don’t have to reinvent
the wheel, especially when developing 

a safety program. There are lots of resources
out there that can be tweaked and tailored
to suit your company.

What’s something you’ve learned 
since signing the Health and Safety
Leadership Charter?
I’ve learned to take a “coaching” approach to
safety. It doesn’t work to force feed safety to
employees.

Join the Mission: Zero movement by signing the Saskatchewan Health & Safety Leadership Charter. Call 306.352.3810 or email info@safesask.com for more information.

L to R: Randy Hrywkiw, Jason Hrywkiw, Brock Hrywkiw and Colin Hrywkiw. Photo by Greg Huszar

www.worksafesask.ca
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We all know that market corrections and bear markets are part
of the investment landscape and that it is inevitable that long-
term investors will experience several of varying magnitude
and duration in the course of their financial lives. However,
knowing this and being able to accept it intellectually really
doesn’t make it much easier to deal with emotionally when the
markets start a steep slide. The first instinct is to cut your losses
and sell and it takes a great deal of discipline to keep your eye
on your long-term investment goals and stick to your plan for
achieving them.
It doesn’t help that the most severe of the 12 bear markets

since 1946 is the one we all hold in recent memory: the 
financial crisis of 2008/2009 which lasted for 17 months.
Plummeting 53.9 per cent from its high in October 2007, the
Dow experienced its largest drop since the 1930s. The S&P 500
fell below 700 in March 2009. Reaction from the media fuelled
the panic as investors bailed from the markets. It is not sur-
prising that now any precipitous drop in the markets triggers
our recent fearful memories.
However, it is helpful to focus on what happened after the

crash. By December 2014, the S&P 500 was up 212 per cent
after 68 months of a bull market.
In fact, stock market declines are normal and occur fre-

quently. When an index like the S&P 500 falls 10 per cent or
more from a recent high, it is called a correction: there have been
19 corrections on the S&P 500 since 1946. Bear markets are
declines of 20 per cent or more from a previous peak. Historically
(since 1946), the average duration has been 17 months with an

average decline of 34 per cent. However, the subsequent recov-
ery has been very robust: on average, a 145 per cent increase 
during a bull market lasting about five years. (You will often
hear the terms “secular” bull and bear markets, which refers to
long-term alternations between up and down trends.)
As the chart shows, after each correction of 10 per cent or

more on the S&P 500 during the period January 1926–June 2015,
the average annualized compound return for the first year fol-
lowing the correction was 23.56 per cent. The annualized com-
pound return over that entire period of time has been 9.32 per
cent. The important lesson here is that no one can predict when
a downmarket will start or when it will recover: reversals happen
suddenly and apparently without warning. We have shown 
in earlier columns the devastating effects on your portfolio of
missing just 10 of the best days during a market recovery.
As we have often recommended in this space, the best

approach is to construct a portfolio that anticipates that there
will be market downturns and is designed to weather market
volatility over the longer term. Of course, you should also make
sure you have made liquidity provisions for unexpected expen-
ditures so that you can stay invested during declines.
Trying to time the market to avoid short-term losses will likely

have the unintended consequence of missing longer-term gains.

financial planning
RETHINK THE WAY YOU INVEST

Dale Berg is a Senior Financial Advisor with Assante Financial Management Ltd. providing wealth
management services to principals of family-owned and privately-held companies. The infor-
mation mentioned in this article is for general information only. Please contact him to discuss
your particular circumstances prior to acting on the information above.

dale Berg

Senior Financial Advisor, 
Assante Capital Management Ltd.

reasons to stay invested during
a correction or bear market

“You get recessions, you have stock market declines. If you don’t understand that’s going
to happen, then you’re not ready, you won’t do well in the markets.” – Peter Lynch

cutoff frequency of average horizon for average magnitude a n n ua l i z e d  co M p o u n d  r e t u r n
for decline such declines decline (Trading days) of decline for Next Year for Next Three Years for Next five Years

u. s .  l a r g e  c a p:  J a N ua r Y  1926 – J u N e  2015 Unconditional annualized compound return for full sample is 9.32%

5% 262 4.1 -7.55% 13.24% 9.43% 10.02%
10% 28 4.6 -14.25% 23.56% 8.89% 13.33%

i N T e r N aT i O N a l  l a r g e  c a p:  J a N ua r Y  2001 – J u N e  2015 Unconditional annualized compound return for ful sample is 4.05%

5% 58 4.8 -7.71% 17.30% 9.03% 9.38%
10% 9 5.6 -13.33% 24.73% 12.69% 12.89%

e m e r g i N g  m a r k e T s :  J a N ua r Y  1999 – J u N e  2015 Unconditional annualized compound return for full sample is 9.49%

5% 74 4.8 -8.12% 24.82% 11.84% 10.33%
10% 15 5.5 -14.04% 42.23% 13.36% 11.20%

In U.S. dollars. Declines are defined as periods with consecutive days of negative index returns with cumulative losses at or above the cutoff. Annualized compound returns are averages across all declines. U.S. Large Cap is the
S&P 500 Index, provided by Standard & Poor’s Index Services Group. International Large Cap is the MSCI World ex U.S.A. Index. Emerging Markets is the MSCI Emerging Markets Index. MSCI data © MSCI 2014, all rights
reserved. Past performance is not a guarantee of future results. Indices are not available for direct investment; therefore, their performance does not reflect the expenses associated with the management of an actual portfolio.
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Imagine the opportunity our first elected government had
when they had their first cabinet meeting back in 1905. The
province, then in its infancy, had vast potential, limited only
by the imagination of those first pioneers. And those pioneers,
using the drive and vision which led them to the plains of
Canada, envisioned Saskatchewan as a global economic giant,
a province that could house 10 million people, a producer of
food for the world.
Fast forward a hundred (or so) years, and we have made two

of those three ambitions – we’re not at 10 million people, but
are indeed a global economic force to be reckoned with and
our food is exported all across the globe.
As we enter our second century, we face new economic real-

ities. Our potential remains as strong as (or stronger than) it
ever was. We have become a global trader with over $30 bil-
lion annually in exports – but we can do more.
Consider the possibility that Saskatchewan could produce

and sell 90 per cent of the world’s canola and mustard 
products, not just selling the seeds, but taking it a step further,
processing the products right here and then selling cans 
and jars of finished products. That is a value-add that we ought
to explore.
There are many areas in which we should consider ways 

to incorporate value-added activity in order to push our
province and its economic climate forward. From expanding
our high speed internet capability across the province, to
enhancing the literacy of Saskatchewan students to produce a
next generation of leaders, to exploring innovative options such
as our capacity to supply the global demand for medical iso-
topes – we are limited only by our imagination and our desire
to fulfill our dreams.
I urge you to dream big – think of how amazing it would 

be if Saskatchewan students led Canada in graduation rates and
post-secondary education achievement, by doubling these fig-
ures as they stand today.
Think of the way the province would change if entrepre-

neurship and financial literacy classes were taught to all high
school students, motivating a whole next generation to excel,
innovate and enrich our business community.
Consider the merits of a renewal of the Saskatchewan

Polytechnic campus in Saskatoon, where the current 15 build-
ings are consolidated into a single location – with its capacities

in applied research, the huge demand for programs and the
proximity of all resources; a single-location scenario could 
escalate its potential as a world-class organization.
Just as the first elected government of the province (and its

residents) faced challenges, we, too, face issues today. A new
global economic reality, quickly changing developments in
technology and the need to engage our First Nations employ-
ment base are only a few of these.
But just like a century ago, Saskatchewan people have the

chance to use that “Saskatchewan spirit” and a good dose of
imagination and hard work to transform issues into opportu-
nities. We need to “think big,” to look beyond barriers to see
possibilities and to engage our creative processes to develop
solutions (sometimes to problems that aren’t even fully devel-
oped yet, but are on the horizon).
It is our time to “think big.” Where do we want to be in 2030

as we turn 125 years old? We have had such progress in so
many areas in the last 100-plus years, but we need to keep our
eyes turned toward the future.
I’m interested in hearing your ideas on the potential we, as

a province, hold – and how to get there. We’ll evolve to meet
tomorrow’s challenges – together. Think big, Saskatchewan!

the chamber effect
Steve Mclellan

CEO, Saskatchewan Chamber of Commerce

Steve McLellan is the CEO of the Saskatchewan 
Chamber of Commerce. Questions and comments 
can be sent to him at smclellan@saskchamber.com

it’s time to think big,
Saskatchewan
We’re only limited by our imagination
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