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Bear Mountain Wind Farm, one of Bullfrog Power’s green energy sources

for 15 years of supporting clean, green energy in Canada

Since 2005, Canadian businesses have been choosing 100%
renewable energy through Bullfrog Power to reduce their
carbon footprint, support renewable energy projects across the
country, and ensure a bright future for generations to come.

These organizations, and more than 1,500 others, are proud members of the bullfrogpowered community:

Visit bullfrogpower.com/greenindex for a full list!
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For reasons that are likely obvious, I’ve been listening to the Talking Heads’
song “Life During Wartime” frequently over the past few months. “This ain’t no
party, this ain’t no disco,” sings David Byrne. Then, a couple of lines later: “I ain’t
got time for that now.” Put another way, a crisis is a bad time to throw a party.
Yet, here we are, celebrating our second annual ranking of Canada’s Top
Growing Companies in the middle of a pandemic. When we began the monthslong research to assemble the list, the novel coronavirus wasn’t even a distant
worry. While our work continued, the Canadian economy came to halt—then
slowly, tentatively restarted. Now, as we release our ranking, the business fundamentals for many companies in Canada have changed. And the innovative
firms on the ranking have not been spared from hardship.
But as you’ll read in this issue, many found opportunities alongside the challenges. Prodigy Education, an online learning platform, offered a way for kids
to keep learning while schools were shut down. Lumen5 equipped the World
Health Organization with video tools to share facts and combat misinformation.
FundThrough helped small businesses waiting on stalled invoices overcome
crunches in cash flow. The entrepreneurs behind these companies rose to the
moment and were rewarded by sales.
True, not every company on our list has a product or service perfectly suited
to flourish amid the current circumstance. There are tourism operators, manufacturers and hospitality companies that face real obstacles. But one of the
things that struck me in reading many of the companies’ application surveys
was their resolve not to allow the pandemic to blunt their ambition. “Many companies want to shrink back during a recession, but I believe in pushing forward,”
wrote Darrell Keezer of Candybox Marketing. “Try something new, call your
customers, offer new services, do what it takes to grow.”
I also noticed how often the CEOs of these firms prioritized the security and
happiness of their employees. “Anything we do in the short term will be pointless if we are not ultimately a strong team at the other end of the pandemic,”
wrote Adam Caromicoli of Indellient Inc., a software development firm.
That’s why we’re celebrating the past success of these 400 remarkable firms,
even when the outlook is uncertain for many companies across the country
today. There are lessons to be gleaned from the strategies and tactics that helped
Canada’s Top Growing Companies earn a spot on our list. There’s inspiration to
be found in their current resilience and determination. If we’re going to survive
life during wartime, we’ll need more of the innovative thinking and entrepreneurial ambition exemplified by these firms.
/James Cowan
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A mix of work and play — and good hires
— helps drive The Regan Team’s success
The Regan Team ranked sixth
in Canada for Royal LePage
out of 18,500 agents in 2019
atthew Regan was working
M up
to 15 hours a day as a real

estate agent a decade ago when his
ofﬁce manager sat him down for a
talk.
“Her name wasTammy Snow and
she said I was being a jerk, turning into
somebody who just works all the time
and that no one likes,” recounts Mr.
Regan, the broker and chief executive
ofﬁcer ofThe ReganTeam (ofﬁcially
Royal LePage Regan Real Estate) in
Toronto. “The irony of all this is I was
Tammy‘s boss. But I had a tremendous
amount of respect for her and valued
her opinion.”
He also knew she was right.
Mr. Regan started his ﬁrst business
at age 12, mowing lawns. At age 18,
in the summer leading into his ﬁrst
year of university, he earned $55,000
cutting roughly 75 lawns a week.
“I was never afraid of hard work,”
he says. “I suppose you would say the
entrepreneurial spirit was running high
even back then.”
At age 20, Mr. Regan decided
university wasn’t for him and left to get
his real estate licence, following in his
father’s footsteps.
He was making good money in real
estate in his early 20s, “but I really had
no life,” Mr. Regan recalls.
It was the frank discussion with Ms.
Snow, and some encouragement from
colleagues like Allison Addison, now
the company’s director of sales, that
gave Mr. Regan the courage to let go of
some of his work.

“BetweenTammy and Allison, they
gave me the conﬁdence to delegate
and begin to trust the people around
me. It set the wheels in motion for the
compounding growth in the years to
come,” says Mr. Regan, now 36.
“The success of this team can be
found in one common denominator: Its
people.”
Today, The ReganTeam is one of the
fastest-growing real estate agencies
in the country, with 35 full-time and
part-time people doing business in
the Metro Toronto area. He says the
company ranked sixth in revenue
among Royal LePage’s 18,500 agents
in Canada in 2019 and ninth out among
55,000 agents among the Toronto
Real Estate Board in sales volume the
same year.
The company is on track to reach
a record 200 transactions in 2020
compared to 158 last year, Mr. Regan
says, with sales volumes of more than

Matthew Regan,
broker and chief
executive ofﬁcer at
The Regan Team,
says learning to
delegate and trust
employees
can help drive
business growth.

$200-million and revenue of about
$5-million. He gives kudos to the sales
partners and a special shout out to
Rosa Viviano, the agency’s broker of
record.
“Rosa has a way of getting things
done. She makes a difﬁcult job look
easy,” he says. “Our sales partners
are the most talented, self-motivated,
hard-working and caring group of
people I’ve seen in the industry. What
they do isn’t easy.They are the best
of the best and without them, our
company growth isn’t possible.”
Mr. Regan says the agency’s
success to date is due in large part to
hiring talented professionals who ﬁt
the company’s culture. “It’s something
we’ve worked hard to build,” he says.
His advice to others in the real
estate industry: “Surround yourself
with like-minded, talented people who
you trust to sell your own mother’s
house.”

You’ve never met a real estate team quite like
ours. We’re here to provide you with a different
kind of real estate experience.

FIND OUT HOW AT REGANTEAM.CA
Not intended to solicit properties currently listed for sale. Each office is independently
owned and operated.
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Advisory Board

How are you holding up?

Since our last issue, businesses across
Canada have contended with a pandemic
and the ensuing shutdown of the
economy. We invited executives from
the Report on Business list
of Canada’s Top Growing
Companies to tell us what
they’ve done to manage
through the crisis.

CEO, FISHBONE ANALYTICS INC.
Sells, implements and manages
ServiceNow workflow software

From a tactical perspective,
Fishbone’s team was already
able to work from home, so
closing our office was the easy
part. Keeping everyone engaged
and sane while self-isolating
is more challenging. We have
implemented a multipronged
approach, from virtual twoon-two lunches with the CEO
and another leader, to morning
stand-up meetings three times
each week—we get together on
videoconference, and a different
employee leads us through
something interesting and nonwork-related for 15 minutes.
Helping our team members to
feel a part of our community is
vital to our ongoing success and
continued low attrition.
CLAUDIA SJOBERG

CEO, THE PEDALHEADS GROUP

Make sure you can see the end
in the worst-case scenario and
know that you will survive one
way or another. Do what is in
your power during the day and
detach from it at night. Worry is
a waste of your valuable life.

CEO, EARTHLINE FOUNDATIONS
AND SHORING LTD.
Provides construction drilling
services and earth retention
systems

“MAKE SURE YOU
CAN SEE THE END
IN THE WORSTCASE SCENARIO
AND KNOW
THAT YOU WILL
SURVIVE ONE WAY
OR ANOTHER”

Your people need to have faith
in you. Have a good cry at home,
where no one can see you, and
then get back hustling for work.
I am always telling my people to
look for “Diamond Shreddies”—
if you turn a product or service
a few degrees to the left or right,
is it something different?
SHELBY TAYLOR

CEO, CHICKAPEA
Manufactures organic pasta made
from chickpeas and lentils

As a shelf-stable pantry item,
Chickapea was incredibly
fortunate to see a surge in sales
rather than a decline. For that
I will always be incredibly
grateful. The real challenge we
experienced was trying to bulk
up inventory enough and plan as
best we could. Our whole team
came together to form a plan for
how much inventory to invest
in, how to finance it, and to plan
what we would do if there was a
slump following the surge.

84%

DARREN ANDERSON

CEO, VIVE CROP PROTECTION
Develops and manufactures crop
protection products

CEOs CONFIDENT THEIR COMPANIES WILL GROW
OVER NEXT THREE YEARS

Send us your
thoughts at
robmagletters@
globeandmail.com.
Tweet us
@robmagca

Resilience of your business
is critically important, as is
having a sustainable business
model. Sometimes I see
entrepreneurship approached
as: “Grow at all costs and figure
out the economics later.” Having
solid unit economics and a
sustainable business model
gives you more tools to manage
through a crisis.

SOURCE KPMG

MATTHEW NIELSEN

JERRY VANKOOTEN
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How Bananatag helps
businesses engage their
remote workforce
The Kelowna-based company
you’ve never heard of that
powers communication inside
the world’s largest companies

T

he founders of Kelowna-based
Bananatag Systems Inc. didn’t
set out to become tech entrepreneurs.
They were just solving a problem for
the electronics company where they
worked; that is, how to monitor the
performance of corporate e-mail online.
“We just didn’t have any of that
type of analytics,” says Corey Wagner,
Bananatag’s co-founder and chief
executive ofﬁcer.
He partnered with his friend Isaac
Oslund and his brother Chris to create
a system to track their sales e-mails.
Before long, they turned this system
into a full-on business.
They founded Bananatag in 2011
and worked nights and weekends for
the next two years to build a business
around the e-mail tracking system.
By 2013, with the help and advice of
Accelerate Okanagan, the company
was doing well enough for the founders
to quit their day jobs to work full-time on
Bananatag.
“Once well-known Fortune 500
companies took notice of us and
began using our product to measure
the impact of their employee
communications, that was the eureka
moment,” Mr. Wagner says. “That’s the
point where it sparked and we thought,
‘hey, there’s something more here.’
We saw right away that it had global
potential.”
“That was a turning point,”

1110156501.ad 1

Mr. Wagner adds. “The internal
communications market was really
underserved and there weren’t a lot of
tools available for people to do things
like that. Especially these days with
more and more focus on the employee
experience, there’s a lot of attention
being drawn to it.”
In 2015, based on demand, they
honed the product into an internal
employee communications platform
that today allows users to manage
internal e-mail as well as Slack and
MicrosoftTeams messages from a
single tool.The program also lets teams
collaborate in real-time on e-mails
and newsletters, ensure they reﬂect
corporate branding, then measure their
impact with detailed metrics.
The company has about 600 clients
mostly across North America but also
in the United Kingdom, New Zealand,
Australia and India. Its client list includes
global brands like Ikea, Samsung,
H&R Block and dozens of Fortune 500
companies.

Corey Wagner,
Bananatag’s
co-founder and chief
executive ofﬁcer,

They called the company Bananatag
after a brainstorming session that
included names of animals and fruits
and a realization nobody they’ve heard
of in the tech industry had claimed
banana. “Which was surprising: Who
chooses ‘apple’ before ‘banana?’” Mr.
Wagner quips.
They then grew into the name over
time. “The idea that bananas grow
in a bunch is meaningful for us: We
support the learning of our employees,
both on the job and through funding
professional development,” he says.
Today, Bananatag has 110 employees
at its ofﬁces in Kelowna and Vancouver
and plans to hire another 30 by the end
of 2020. Mr. Oslund is chief technology
ofﬁcer and Corey’s brother Chris is the
chief marketing ofﬁcer.
The company has grown its revenue
by 350 per cent over the past three
years, Mr. Wagner says.
Even before the pandemic led to an
exponential increase in people working
from home, Bananatag had introduced
many features to facilitate and keep
remote workers connected. And like
many companies, Bananatag itself is
widely embracing remote work as it
hires across Canada to keep pace with
rapid growth.
Mr. Wagner credits hiring well and
building a close-knit corporate culture
for much of Bananatag’s success.
“We want to make sure that people
enjoy coming to work, that they feel
good about being here.”
The culture and co-operation within
Bananatag make it a unique place to
work, says Agata Zasada, who was
hired last fall as the vice-president of
people and culture.
Bananatag’s founders are very
humble about what they’ve achieved –
perhaps even too humble, Ms. Zasada
says.
“We’re a company you may never
have heard of, and yet household name
brands use our platform to design and
measure the impact of communication
to hundreds of thousands of their
employees,” she says.
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7 Things

1

The radio is
everyone’s
favourite
co-worker

Three-quarters of people report listening
to music while working from home.
REMOTE WORKERS WHO LISTEN TO MUSIC
EVERY
DAY
40%

AT LEAST
ONCE A WEEK
35%

NEVER
25%

10/20
3

2

Patios are
hotter
than ever

70% The increase
in sales for outdoor
heaters between April
and June compared
with a year ago,
according to Amazon.

Rivalries are holding steady

Level of competition between colleagues, compared with a year ago
LESS

6%

SAME LEVEL
MORE

81%
13%

SOURCE ROBERT HALF CANADA

5

FINANCIAL
STABILITY
WILL TAKE
TIME—
SHOPPING
WON’T

HOW SOON DO CONSUMERS EXPECT
‘NORMALITY’ AFTER THE PANDEMIC?

SHOPPING
DAYS OR WEEKS 48%
MONTHS 46%
YEARS 5%
NEVER 1%

FINANCIAL STABILITY
DAYS OR WEEKS 14%
MONTHS 37%
YEARS 46%
NEVER 3%

SOURCE EY CANADA

Screen time
can be a
good thing

40% of parents say the pandemic has led them
to view their children’s use of devices more
positively, according to Morning Consult.

6

Consumers
appreciate
specifics

“Just by using more
concrete language
(e.g., T-shirt rather
than top), employees
can demonstrate that
they are listening to the
customer’s needs and
interests...employees
should explicitly mention
the conversation’s subject
matter, saying [e.g.], “One
scoop of Chunky Monkey
coming right up” or “Your
grey slacks are right over
here.”
—Grant Packard and Jonah
Berge, Journal of Consumer
Research

7

BEING
SELFISH
WON’T
HELP
YOUR
CAREER

“A close examination of
behaviour patterns in the
workplace found that
disagreeable individuals
engaged in two distinct
patterns of behaviour that
offset each other’s effects
on power attainment: They
engaged in more dominantaggressive behaviour,
which positively predicted
attaining higher power,
but also engaged in less
communal and generous
behaviour, which predicted
attaining less power.”
—Cameron Anderson et al.,
Proceedings of the National
Academy of Sciences
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Cortland Credit expands by lending
to growing businesses in Canada.
Toronto-based ﬁrm focuses on
non-traditional alternative ﬁxed
income strategies

C

ortland Credit Group Inc. is
a lifeline to small growing
companies that can’t get credit from
the big banks but need capital to fuel
their growth.
The need for this kind of ﬁnancing in
Canada “is huge,” says Sean Rogister,
Cortland’s chief executive ofﬁcer.
“Growth in the economy always
comes from the small ﬁrms,” he says,
and “even with a proven business
model it can be a real struggle”
sourcing affordable capital.
It’s an area where Cortland sees
“tremendous opportunity,”
Mr. Rogister says, especially as
Canada’s big banks are wary of lending
amid the economic challenges of the
coronavirus pandemic,
Established in Sept. 2013, Cortland
lends money to smaller private
companies backed by their accounts
receivable and other liquid assets.
To fund these loans, Cortland offers
and manages three conservative shortterm ﬁxed-income investment vehicles
— the Cortland Credit Strategies
LP, the Cortland Credit Strategies
RRSP Fund, and the Cortland Credit
Institutional LP — to both institutional
and retail investors.The emphasis is on
principal protection and has provided a
stable income stream to investors,
Mr. Rogister says.
The strategy has returned nearly six
per cent annually since its inception,
even amid the current low-interest-rate
environment.
The number of clients Cortland

lends to, as well as the number of
people who’ve invested with the ﬁrm,
has increased in the past year — and
that growth is expected to continue,
Mr. Rogister says.
Cortland’s assets under
management, which grew by about
970 per cent from 2016 to 2019,
currently exceeds $625-million and is
expected to rise to several billion in the
next ﬁve years.
“There’s signiﬁcant growth in front
of us,” Mr. Rogister says.
Cortland’s employee count has also
expanded from just Mr. Rogister and
co-founder and chief operating ofﬁcer
Bruce Sherk in 2013 to 16 employees
today.The ﬁrm plans to add three more
employees in the next six months.
Cortland has 45-to-50 loans

Sean Rogister,
Cortland Credit
Group Chief
Executive Ofﬁcer

outstanding at any one time, diversiﬁed
with more than 5,000 underlying
accounts receivable and other similar
collateral support. Borrowing clients
include information technology
equipment resellers, advertising ﬁrms
and industrial service ﬁrms.These
companies need the cash to grow or as
bridge ﬁnancing to even out cash ﬂow.
“In the Canadian market, we’re the
low-cost provider if you don’t have
access to bank capital,” Mr. Rogister
says. “Our capital is a stable source of
ﬁnancing and we’re very close to our
borrowers.
With other, higher-cost lenders, a
company’s borrowing costs can be in
the high teens, but with Cortland, it’s
generally below 12 per cent, he says.
To back up the loans, Cortland
gets detailed information about the
business, its revenues, accounts
receivables and clients and takes other
measures to ensure its loans are repaid
on time.
“Although our loans are short-term,
our goal is to provide a long-term
working capital solution for our clients
so that most of our borrowers will be
with us for years.” Mr. Rogister says.
On the investment side, Cortland
has about 70-per-cent institutional
investors, including organizations
such as corporate and private pension
funds, mutual funds, endowments and
family ofﬁces as well as credit unions.
The other 30 per cent of its investors
include about 2,000 accredited retail
or individual investors that come to the
ﬁrm through registered advisers.
Mr. Rogister believes his ﬁrm’s
alternative ﬁxed-income strategies are
a better option than traditional ﬁxedincome products with low returns.
“Why are you putting your
investment capital into traditional
ﬁxed income products in this low-rate
environment?” he asks. “It doesn’t
make sense.You’re not even going to
beat inﬂation.”

SECURED LENDING FOR
A SECURE INVESTMENT
Our deep understanding of business lending allows us to prioritize
both principal protection and absolute returns for our investors.

ROYAL BANK PLAZA, SOUTH TOWER
200 BAY STREET, SUITE 3230 M5J 2J2
  &257/$1'&5('Ζ7&$
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Raising the bar for online
safety training
Worksite Safety Compliance Centre is expanding its online and in-person courses across Canada

T

ristan Dressler and Jon Moore,
co-founders of Dundas, Ont.based Worksite Safety Compliance
Centre, like to do things their own way.
In Nov. 2011, the pair saw a gap in
how companies offered workplace
health and safety courses. But instead
of opening bricks-and-mortar locations,
they began offering courses online.
Then they did the opposite of most
operations and expanded Worksite
to offer in-class training at physical
locations.
Worksite now has 10 training
centres – eight in southern Ontario and
one each in Edmonton and Calgary,
with plans for ﬁve more locations
in Canada over the next two years,
mostly in Ontario. However, over time,
the company aims to have a centre in
every major city across the country.
“It has been a roller coaster,”
Mr. Dressler says of the company’s
rapid growth.
The co-founders met while working
in the technology side of the health
and safety sector and saw “a lot of
opportunity to do a handful of things
better,” Mr. Moore says, especially
offering a better customer and user
experience for online training.
With that focus, the pair ﬁgured
Worksite would see “month-overmonth growth [in clients] but it ended
up being more a day-over-day growth,”
Mr. Moore says. “We’ve grown it
over time as the brand has grown,
the inﬂuence has grown and word of
mouth has spread and it’s led us to
offer other successful by-products.”

Those additional products include
more online courses, in-class health
and safety training, training for health
and safety trainers and an expanding
health and safety consulting business.
Some of the courses Worksite offers
deal with back-to-work protocols
related to the COVID-19 pandemic,
handling hazardous chemicals and
safety for using ladders or high
platforms.
By creating their own courses,
publishing their own manuals and
focusing on a great customer and user
experience, Worksite has been able to
gain individual and corporate clients
quickly, Mr. Dressler says.
The company expects to train an
additional 100,000 people this year,
across various sized companies, up
from about 89,000 new trainees last
year. Worksite has trained nearly

Worksite
cofounders
Jon Moore (left)
and
Tristan Dressler
(right)

475,000 people since the company
started in 2011.
“Nothing is slowing down anytime
soon in terms of growth,” Mr. Dressler
says.
The company’s revenue has grown
more than 150 per cent between 2015
and 2019. While COVID-19 has “greatly
affected” its revenues in March and
April, Worksite is still having a strong
year with its in-class training and the
expansion of its online catalogue,
Mr. Moore says.
At ﬁrst, the pair were the only two
employees. As the company grew,
they focused on hiring specialists to
handle speciﬁc tasks. Worksite now
has 36 employees.
“That’s been our approach; growing
an excellent team over time and ﬁlling
every little need that we had with a
specialist in that role and assuming a
position of being in command but out
of control,”
Mr. Dressler says. “Our growth has
been fuelled by ﬁnding some amazing
people for every role that we have at
Worksite.”
Growth has also come as more
companies focus on health and safety
in the workplace to reduce injuries and
lost work time and want to offer that
training to their staff, Mr. Moore says.
“Over time there has been a greater
focus on health and safety and the
effect it has on the economy,” he says.
Amid the push to e-learning due to
the pandemic, he says Worksite has
an advantage with its robust online
platform.

Online Training
Classroom Courses
Consulting Services
Learn more online at
worksitesafety.ca
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Need to know

Mother of
invention

How one medical scandal drove
major innovation—and what
that means for our current crisis

Considering COVID-19’s devastating
impact, it seems odious to suggest
any good has come from the global
pandemic. And yet, there has been at
least one positive effect, according to
research conducted by the University of Toronto’s Rotman School of
Management and Harvard Business
School. As consumers worried about
the risks of shopping and doing busi-

ness, companies cranked up their
development of new technologies
and services to enhance safety.
It’s a small mercy in a dark time.
But in the long run, these innovations
could provide protection against
future catastrophic events.
“COVID,” explains Rotman’s Alberto
Galasso, “has given many people and
companies the time to test and to
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INCREASE IN MEDICAL IMAGING SAFETY PATENTS AFTER SCANDAL

experiment with technologies that probably they would not have done before.”
Galasso’s research has long focused on deciphering what drives companies to
change. “There are a lot of theories out there about what can spur innovation,”
he says. Galasso and Hong Luo, an associate professor at Harvard, decided to
look into how public fear can factor into the equation. The pair recently studied
a 2009 scandal involving CT scans at a Los Angeles hospital. Some 200 patients
were walloped with as much as eight times the normal amount of radiation for
those kinds of medical tests. Further investigations revealed similar radiation
overdoses occurred in other hospitals around the United States. Class-action
lawsuits and congressional hearings ensued.
In that case, hospitals, doctors and patients suddenly perceived a high level of
risk. That led to a “statistically significant” increase in what Galasso calls “risk
mitigation technologies” for CT scanners and related medical imaging devices.
“Ultimately, changes in risk perception can be an important driver of innovation and shape the direction of technological progress,” the professors’ study
concludes.
Of course, COVID-19 has pushed many Canadian companies into pure survival mode, “leaving them with little time or insufficient cash flow to either
pivot during the pandemic or develop new products,” according to Galasso. But
he’s also seeing evidence of companies seizing on the crisis as an opportunity to

D O N A L D
T H I S

T R U M P

A P P R O V E D

M E S S A G E

With a presidential election taking place in the United States,
the airwaves are awash in political advertising. Campaigns
have already spent more than US$3 billion on TV, radio and digital spots, according to Ad Age. Traditionally, companies worry
about their promotions appearing alongside partisan ads, concerned that negative feelings toward a candidate might spill
over and reflect poorly on a brand and its products. But those
concerns are unjustified, according to new research from Indiana University’s Kelley School of Business. Commercials airing
after political spots were actually seen by far more people and
enjoyed a 3% bump in online discussion. It could pay to advertise during the political season.

PHOTOGRAPH MANDEL NGAN/AFP VIA GETTY IMAGES
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create risk-mitigation measures.
General Motors, for instance, rapidly
developed new workplace-safety technologies, including automated scanning kiosks that can quickly conduct
temperature checks on employees. In
China, e-commerce giant JD.com used
autonomous robotic vehicles to deliver
masks and other products to people in the
strictly quarantined city of Wuhan. Such
a large-scale experimental pivot, says
Galasso, “would have been unthinkable
before COVID.”
Jane Kearns is seeing a similar spirit
of pandemic-induced inventiveness at
the MaRS Discovery District in Toronto,
North America’s largest innovation hub.
The vice-president of growth services for
the organization says a long list of MaRS
clients significantly refocused their R&D
and market direction in COVID-19’s wake.
One example: Myant Inc.
Under the brand name Skiin, the Torontobased company is developing textilebased monitoring systems—garments
with medical electrodes and Bluetooth
transmitters woven into them. When
COVID-19 struck, Myant quickly switched
some of its manufacturing capacity at its
80,000-sq.-foot plant to 340,000 washable
N95 masks per month interwoven with
anti-viral copper and silver fibres. Justin
Trudeau and Doug Ford have been photographed wearing them.
Meanwhile, clinical testing is just getting under way on special garments that
can continually monitor the temperature,
breathing, heart rate and other health
factors. They could enable doctors and
nurses to remotely monitor highly infectious patients, transmitting the data from a
patient’s own phone. The company is even
working on configuring the garments to
remotely deliver medications directly
into a patient’s body, allowing health care
workers to safely treat them from afar.
Kearns has seen numerous MaRS clients
pivot to make new products or refocus
their research. Companies are now striving
to address issues ranging from consumer
safety to health care challenges to manufacturing quandaries. Says Kearns: “I think
COVID has really brought out the entrepreneurial spirit in a lot of people who have
these technical backgrounds and want to
do things that will help.” / Anthony A. Davis

10 OCTOBER 2020 / REPORT ON BUSINESS

10_20_NeedtoKnow.indd 10

2020-09-08 12:45 PM

Need to know

B IG ID E A

Clear eyes, no heart, can’t lose

PHOTOGRAPH ISTOCK

It’s a myth that entrepreneurs need to be passionate to succeed.
In fact, burning desire can be a problem
Scott Shayko was leading an
environmental consulting firm
when an idea struck him that, in
turn, led to the creation of his
company.
While conducting assessments
o n h i g hway p o l l ut i o n f ro m
motor vehicles, he noticed a correlation between noisy roadways
and poor air quality. Sound barriers—tall walls typically made
of concrete between busy roads
and residential areas—provide a
simple solution to the first problem, but did nothing to mitigate
the vehicle emissions.
The realization sent Shayko
and his business partner, Xin Qiu,
an air quality scientist, down a
decade-long path to research,
develop and market noise barriers that also absorb emissions.
They founded EnvisionSQ in
Guelph, Ont., in 2014. But ask him
why he devoted a decade of his
career to the idea, and Shayko
says that it doesn’t have anything
to do with passion, an intense
emotional reaction that many
assume is necessary for entrepreneurial success.
“I don’t consider myself to be
passionate,” Shayko says. “I’m
willing to work very hard and
take on great risk to provide
a good life for my family and
employees, and do something
for society.”
The idea of entrepreneurial
passion is often tied to successful ventures. Founders who passionately believe in their product
come across as more persuasive
and motivated, traits that tend to
attract funding and clients. But
the path to victory is often misconstrued, according to research

from the Smith School of Business at Queen’s University.
Entrepreneurs don’t necessarily
need to be emotionally invested
in an idea to be successful; sheer
effort and hard work contributed
to greater success.
Moreover, passion can send
unwitting entrepreneurs down
a dead end, according to Shayko.
“I have met entrepreneurs who
are very passionate about their
product, but sometimes that may
skew their thinking,” he says. “If
they come up with an idea, and
it’s not a good idea but they’re

passionate about it, they’ll keep
on pursuing it. But eventually
you need to know when to say
this isn’t going to work.”
Those who believe that passion is the starting point to entrepreneurial success are following
a myth, according to Matthias
Spitzmuller, an associate professor of organizational behaviour
at the Smith School of Business.
Working with researchers in the
Netherlands and Germany, he
analyzed 54 startups over eight
weeks and found that passion
more often springs from intense
initiative and effort, not the other
way around.
“We have this misguided notion
that we have to be passionate about
what we’re doing,” he says, pointing to former Apple CEO Steve
Jobs’s Stanford University com-
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TOP 20 REASONS STARTUPS FAIL
42%

NO MARKET NEED
29%

RAN OUT OF CASH
23%

NOT THE RIGHT TEAM
19%

GOT OUTCOMPETED

18%

PRICING

17%

USER UNFRIENDLY PRODUCT

17%

NO BUSINESS MODEL
14%

POOR MARKETING

14%

IGNORED CUSTOMERS
PRODUCT MISTIMED

13%

LOST FOCUS

13%
13%

DISHARMONY AMONG TEAM/INVESTORS
10%

PIVOT GONE BAD
LACK OF PASSION
FAILED GEOGRAPHICAL EXPANSION

9%
9%

NO FINANCING

8%

LEGAL CHALLENGES

8%

ENTREPRENEUR DIDN’T USE NETWORK

8%

ENTREPRENEUR BURNED OUT
FAILURE TO PIVOT

8%
7%

“WE HAVE THIS
MISGUIDED NOTION
THAT WE HAVE TO BE
PASSIONATE ABOUT
WHAT WE’RE DOING”
9% of founders said that a lack
of passion or knowledge in the
product was a key reason for
failure, regardless of whether
they had a good idea, according
to a 2019 study by CB Insights.
Meanwhile, entrepreneurs tackling problems they considered
interesting, rather than solving a
market need, was cited as the top
reason for failure, at 42%.
Inability to adapt an idea into

a product or service that solves
a problem leads many businesses
to fail, according to Dan Legault,
chief executive of Toronto-based
Antibe Therapeutics Inc., who
worked as a consultant helping
struggling businesses develop
turnaround strategies before
joining the biopharmaceutical
company in its early stages in
2005.
“Sometimes the market or the
world have changed so much that
you can’t do that thing anymore,
and you need to make a strategic
change and adapt,” Legault says.
“There are entrepreneurs who
have a passion for one thing and
that can be brilliant, or it could
also be an issue. If the world
changes and that passion or vision
is no longer what the world needs
or wants or values, then [the business] is going to be in trouble.
Passion can help you persevere,
but it can also make you a onetrick pony and makes it harder
to adapt.”
/Stefanie Marotta

Big Idea is produced with the support of our advisory panel

Yrjo Koskinen, Associate Dean, Research;

Haskayne School of Business
Stephane Massinon, Director, Public
Relations; Haskayne School of Business

Yolande Chan, Associate Dean,

Research at Smith School of Business
Nancy Evans, Executive Director,
Marketing and Communications,
Smith School of Business.

SOURCE CBINSIGHTS

mencement speech in 2005.
(“The only way to do great work
is to love what you do,” the legendary tech founder told the
crowd.) Says Spitzmuller: “Often
these comments have been misunderstood by students and
entrepreneurs believing that if
they don’t have this warm, cozy
feeling about what they’re doing
from day one, then they have to
look for a different career.”
I n s t e a d , fo u n d e r s s h o u l d
consider other motivations,
Spitzmuller says. Burgeoning
entrepreneurs tend to set lofty,
long-term goals without celebrating incremental successes.
The study found that entrepreneurs who acknowledged
smaller victories felt more motivated to continue to develop
their ideas, even without being
passionate about the underlying
concept.
The distinction influences
how entrepreneurs are trained
and funded. In his courses,
Spitzmuller provides students
with exercises that develop an
entrepreneurial mindset. The
assignments are designed to
teach students to drive and influence their environment rather
than simply react to situations
that could affect their businesses.
“The starting point for an
entrepreneur is initiative, so how
can we cultivate and emphasize
that?” Spitzmuller says. “With
personal initiative also comes
the feeling that we can persevere
in the face of obstacles, change
orientation and inflict change
on our environment. It’s a really
underappreciated concept in
entrepreneurship training in
most Western countries, which
often focus more on business
skills, such as marketing and
accounting.”
By encouraging entrepreneurs
to start with initiative and curiosity rather than pursuing a passion, founders could better identify blind spots in their ideas.
Out of 101 failed startups, only
12 OCTOBER 2020 / REPORT ON BUSINESS
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How Gauvreau & Associates CPA is
serving the entrepreneurial business
market across North America
Extra client attention and big-picture perspective has led to rapid expansion at
the Peterborough-based accounting ﬁrm
ost ﬁrms meet once a year with
M their
accountant, “and that’s not

good enough,” says Robert Gauvreau,
partner at Gauvreau & Associates
Chartered Professional Accountants,
a boutique ﬁrm based in Peterborough,
Ont.
The belief that more communication
is better has helped the accounting
ﬁrm expand from three employees
when it started in 2008 to about
25 employees and $2.1-million in
annual revenue as of ﬁscal 2019.The
ﬁrm’s goal is to more than double its
headcount and reach $10-million in
revenue over the next four years.
The company’s revenue has
increased by 312 per cent over the
past ﬁve years alone, driven by a focus
on specialized services that attract
businesses further aﬁeld.
“A lot of the growth our ﬁrm has
realized is not driven by the client down
the street,” Mr. Gauvreau says. “The
shift in thinking on a global scale has
really changed our business… and
we are always working on the next
innovative service that can support our
clients to achieve greater results.”
Mr. Gauvreau attributes some of
his big-picture thinking to his time
with business guruTony Robbins, who
recruited Gauvreau & Associates to be
his Canadian partner several years ago
to help deliver his Business Mastery
program.
“For a few years, we travelled with
Tony and his team,” spending time in
boardrooms with some of the most
respected business strategists in the
world, Mr. Gauvreau says, describing it

as “a once-in-a-lifetime opportunity.”
Mr. Gauvreau has since launched his
own virtual chief ﬁnancial ofﬁcer (CFO)
program that focuses on working with
growth-minded, high-performance
executives.The program helps to
guide these entrepreneurs and their
businesses to gain ﬁnancial clarity
today and work towards realizing
signiﬁcant ﬁnancial results in the
future.
“We work closely with these
entrepreneurs to help them make
informed strategic decisions that
maximize their ﬁnancial outcomes so
that they can reinvest in their businesses
and increase the impact they have with
those they serve,” he says.
The program’s broader objective is
to learn about clients’ ﬁnancial goals,
both in their business and personal
lives, and map out the steps they need
reach them.

Robert Gauvreau,
partner at
Gauvreau &
Associates Chartered
Professional
Accountants in
Peterborough, Ont.,
attributes his
big-picture thinking
to time spent working
with business guru
Tony Robbins.

“My job is to help them realize
ﬁnancial freedom, which is living
life on their terms and not having to
worry about money,” Mr. Gauvreau
says. “How satisfying is it for me to
be able to do this for my clients!This
is why they love working closely
with me and my team, and why our
program continues to grow.”
The Gauvreau & Associates team
consults with its clients throughout
the year by phone, online and
in-person (when there’s not a
pandemic), instead of relying on an
annual visit to solely do their taxes.
“Business ﬁnancial models and
cost structures can frequently
change and if we don’t correct it
for 15-to-18 months, it can be very
detrimental to a company’s ﬁnancial
results,” he says. “If we can help
it, we don’t want to let our clients
deliver disappointing results.”
To help support the ﬁrm’s growth,
Mr. Gauvreau also focuses on
recruiting talent who can deliver a
high level of customer service and
are aligned with the company’s
values, which include providing high
quality and proactive accounting
services.
“We’ve got a very deﬁnitive
culture and set of values.That has
allowed us to build a team of high
performers,” Mr. Gauvreau says.
His next goal is to continue to
expand across Canada and the
United States, offering diverse
services virtually to small- and
medium-sized businesses.
He’ll also continue to brainstorm
about what services to introduce
to his clients, inspired by learnings
from his recent book, The Wealthy
Entrepreneur.
“We love working with growthmindset individuals,” Mr. Gauvreau
says. “The ultimate end goal is to
help our clients achieve ﬁnancial
freedom through valuable advice,
exceptional service, and by
providing innovative solutions.”

Financial Statement
Preparation + Reporting

ƊþĞąƄĪŊĞ ʓ ÚŻĦ ƺŒơ nÚŊÚĞąňąŊƄ

Tax Preparation + Minimization

Succession Planning

Wealth Generation + Protection

Bookkeeping

Financial + Business Coaching

Virtual CFO Services

ƊŻĪŊąŻŻ ¡ƄŵÚƄąĞƧ ʓ FŵŒơƄĦ ŁÚŊŊĪŊĞ

www.gauvreaucpa.ca
T: 705 745 8390 | Toll-Free: 1 888 748 2974 | 150 King Street, Suite 100 W, Peterborough, ON
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A SK A N EX P ERT

Drama diverted

Two of my executives hate each other. They’re both good
at their jobs and it doesn’t affect their performance,
but they bicker constantly. What should I do?
First of all, ditch your denial
and acknowledge their feud
absolutely has effects—not
just on the executives, but
on everybody else in the
organization. “When two senior
people fight, the rest of the staff
naturally chooses sides. It’s
negative, it sets a bad tone, and
it spills over,” says corporate
conflict mediator John Curtis.
So start with a professionally
conducted survey of the
whole staff. “This will help
you understand the broader
impacts and help inform how
you design your mediation
process,” explains Curtis. You
could bring in an expert, or you
could toughen up and deliver an
ultimatum: “If you can’t work
this out, one of you is going to
go.” Then stand by your word.
“Unless there are consequences,
there’s just no motivation to
improve the relationship. It
will just get worse.” In the
meantime, mediation should
encourage your bickering execs
to work things out. If not, it
might save you from having to

make a choice. “Sometimes the
best thing that comes out of
mediation is that someone selfselects themselves to leave,”
says Curtis. Problem solved.
I have an “open-door policy,”
but that means people are always
interrupting me with their
problems. How do I find time
to get work done?
Now more than ever, managers
need to be compassionate and
supportive, says Maria Rotundo,
professor of organizational
behaviour and human resource
management at the Rotman
School of Management. An
open-door policy—whether
literal or virtual—brings
“potential benefits like
relationship building,
establishing trust and promoting
a culture of communication.”
Theoretically, your open-door
policy is working all too well;
the employees clearly feel
welcome, comfortable and
communicative. Practically,
however, it’s unsustainable and
overwhelming—particularly for

One of my employees takes a nap
every lunch hour. Should I object?
“Unless they’re snoring through
the walls or falling asleep in
meetings, what’s the problem?”
asks Lisa Bélanger, behavioural
medicine doctorate and
unapologetic nap enthusiast.
“Sleep science proves that a short
nap is incredibly beneficial—it
reduces fatigue and increases
alertness, memory and reaction
time. It improves performance,
and for bosses that’s a great
thing.” Nappers as slackers is an
old (North American) myth that
forward-thinking companies
reject—in Sweden, for example,
companies are required by law to
have a nap room. You might not
go that far, especially these days,
when many of us are working
from our bedrooms anyway.
But do offer up some sleep
support with a non-judgmental
conversation that lets them know
they need not nap on the sly. Are
they okay? Are they burning out?
Not sleeping at night? If there’s
a problem that needs fixing, the
company should help if it can.
But if not, if the employee simply
thrives with a power nap, then
just be glad they don’t spend
their break chain-smoking
and butt out. Or even better,
suggests Bélanger, “gift them
a pillow.”
/Rosemary Counter

ILLUSTRATION JOE M C KENDRY

just one human. There’s no easy
answer here, notes Rotundo, but
there are certainly ways to make
life easier. “First, establish some
boundaries to help manage these
conversations and keep them on
track,” she says. Clear company
policy and protocol can plainly
state when to go to the boss,
when an HR rep is needed, and
when venting with a colleague
will do the job just fine. If and
when it’s your turn to listen,
remember this is an opportunity
to empower your employee
for the future. “Through these
discussions, you want to help the
employee unpack the problem
but also take a leadership role
to solve it.”
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Creative agency No Fixed Address credits
‘no ﬁxed approach’ to business success
The family-run creative
business has earned industry
buzz and a raft of awards for
its work with Questrade and
SickKids Hospital

A

lot of companies like to say they
operate as a family. At No Fixed
Address Inc. (NFA), it’s more than just talk.
Founded in 2016 by two husbandand-wife teams, Dave Lafond and
Rachel Lai and Serge and Shannon
Rancourt, NFA has quickly become
one of Canada’s most talked-about
integrated creative agencies.The
secret to its success so far, say its
four co-founders, comes down to the
philosophy exempliﬁed in its name.
Not that NFA’s 140-plus employees
are literally without a home.TheTorontobased agency is headquartered in a
brick-and-beam former warehouse,
known as the East Room, in the city’s
east end (where it’s expanded its
footprint ﬁve times in only four years).
Rather, the name represents NFA’s
novel approach to the agency model.
In Ms. Lai’s words, “no ﬁxed approach,
no ﬁxed hours, no ﬁxed hierarchies...
because there’s no common approach;
each client and campaign is fully unique.
Everything can change if there’s a
willingness to evolve.”
Mr. Rancourt, Mr. Lafond and Ms. Lai
ﬁrst met more than 20 years ago when
they overlapped at the large advertising
holding company Publicis, where Mr.
Rancourt was chief operating ofﬁcer.
“I remember when Serge came
home one day and said, ‘For the ﬁrst
time in my career, I think I’ve met my

creative twin,” recalls Ms. Rancourt.
The relationship persisted through
career ups and downs and job and life
changes. Finally, in 2016, Mr. Lafond and
Mr. Rancourt had left their old jobs, and
were restless for something new.That
was when the quartet struck up the idea
to launch a new agency reﬂecting their
shared creative values.
And they wanted to do it fast.
Mr. Lafond and Ms. Lai sold their
home inToronto’s Lawrence Park
neighbourhood and the Rancourts
cashed in multiple investments. With
the accumulated nest egg, they were
able to take a dynamic approach more
common in the startup world — growth
ﬁrst, proﬁt later.That meant hiring a
small but top-ﬂight creative team right
off the bat.
Opening its doors with a crew of 10
people in 2016, the budding agency

Left to right:
Dave Lafond,
Rachel Lai, Shannon
and Serge Rancourt,
founders of
creative agency
No Fixed Address.

soon landed its ﬁrst break thanks to
a connection at Questrade, an online
discount brokerage.The campaign
NFA put together, called “AskTough
Questions,” resulted in a very satisﬁed
client, industry buzz and a raft of awards.
It didn’t take long before the shop
was wining acclaim for campaigns for
SickKids Hospital and the Canadian
Centre for Child Protection, among
others. Its client roster has now
more than doubled, from 19 in 2017
to 40 this year, and its revenues have
ballooned from $4.1-million in 2017 to
$15.3-million last year — landing it well
in the black.
In 2020, NFA moved into Quebec,
establishing a new arm of the business
in Montreal. And this year, the company
partnered with Greg Hahn — a
renowned NewYork-based creative
director — on a U.S. expansion called
Mischief @ No Fixed Address.
“We just got a call one day from
Greg, who’s one of the most creative
and conceptual storytellers in the
world,” says Mr. Lafond, “and he was
really intrigued by our model.”
Even COVID-19 hasn’t done much
to hold back the ﬁrm thanks to a focus
on problem-solving over selling and
a ﬂexible model that makes speed,
agility and a creative inferno a natural
by-product.
“We don’t care when or where you
work from, as long as you deliver,” says
Ms. Lai, the agency’s chief strategy
ofﬁcer.
That freedom, says Mr. Rancourt,
has paid off many times over this year.
“We’ve always been about ﬂexibility,
about freedom,” he says. “Now the
world is catching up.”

No Fixed Address

Reinventing the advertising agency model
with a no fixed approach.
Visit nofixedaddressinc.com.
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Let’s jump right to the COVID19 crisis. A number of food
processing operations have seen
clusters of infection. With 51
plants around the world, what has
McCain’s experience been?

We benefitted early on from
having operations in China. (1)
So on Jan. 2, I think, we went
into crisis mode there. Our team
developed a set of protocols for
how to keep our operations safe,
and that gave us the blueprint
for how to run our plants safely
worldwide.
What are those protocols?

T H E EXCH A N GE

Hold the fries

In his first major interview since joining McCain Foods,
CEO Max Koeune talks about the french fry giant’s
pandemic preparations, how it made sure its farmers had
a place to sell their spuds and the future of agriculture

PHOTOGRAPHS SHALAN AND PAUL

BY TREVOR COLE

It’s easy to forget the immensity of McCain Foods.
Being privately owned, it evades the spotlight that
follows a public company’s every move. So it might
be a surprise to learn that McCain produces at least
one out of every four french fries sold in the world.
It’s the biggest company of its kind, accounting for a
quarter of the $19-billion global frozen fry industry.
Every single McDonald’s fry sold in Canada comes
from McCain. It supplies every major restaurant
chain in North America, and the production system
built to feed this demand stretches across six continents. Its potato fields cover 150,000 hectares, the
equivalent of roughly 280,000 Canadian football
fields. It is big.
None of this escaped the attention of Max Koeune
when he left Danone SA after a nearly 15-year career
to become CFO of a company he viewed as “iconic.”
And when he was named CEO in 2017, Luxembourgborn Koeune was eager to expand the giant’s empire.
Soon there were plans for new operations in the
state of Washington, in Brazil, maybe even in Russia. Then 2020 delivered its rebuttal, and it became
clear that great size was no protection against a tiny
pathogen. Now as Koeune works—one hesitates to
say feverishly—to steer McCain through growing
challenges, he sits for his very first major interview
since joining the company.

First, to make sure that if
you’re not feeling well, you’re
staying at home and you’re
getting paid. We have daily
questionnaires and temperature
checks, and we have reinforced
all the social distancing, mask
wearing, sanitation and safe
practices. We’ve brought on an
epidemiologist, who is advising
us on keeping our operations
safe. It’s not a static process.
You have to constantly adapt the
protocols because it’s different
to operate in a period when all of
the economy is in lockdown and
your factory’s working because
it’s an essential function, versus
today, when things are gradually
going back to normal. That
creates a different level of risk.
Have you changed anything
physically about the plants?

1. McCain’s
factory is in
Harbin, in China’s
northeastern
province. It also
has operations
across Europe
and North
America, as well
as in Tasmania,
Argentina,
Colombia, India
and South
Africa. And it
is proceeding
with plans to
build a new
plant in Brazil.

Yes. The canteens don’t look
the same anymore. There are
barriers everywhere to keep
people safe, with individual
booths. If you go to the break
room, it will be clearly indicated
where you can be and where
you shouldn’t be. I could go on
throughout the factory.
Do you know how many of your
workers have been infected?

We monitor it on a day-to-day
basis. We offer tests to our team
members to proactively check.
We check on everyone who’s not
feeling well, making sure they
get the support they need.
Where have you had outbreaks?

I won’t disclose that, but I can
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caterer. So even if the retail
market doubles, it’s still not
making up for the biggest chunk
that has disappeared.

tell you it’s much lower than
what we’ve seen in benchmarks.

A couple of months into the
pandemic, another major Canadian
food producer estimated the crisis
would add $20 million to its Q2
expenses. How does that compare
with your experience?

How able is McCain to withstand
the financial blow?

As a family company, we can
only rely on ourselves, right?
There’s no stock market to go
to. So we’ve always managed the
company in a prudent way. It’s a
crisis, clearly, but we’re working
to get out of it stronger.

We’re seeing a big disruption of
our business—
I’m just asking about expenses.

Well, I really have to start with
the top line, because more
than half of our sales are to the
restaurant, hotel and catering
industry. And when that
disappears overnight, the main
issue is not the costs; it’s that
your revenue base has taken a
big hit. The other big concern
we have is that our growers
in Canada ended up having
hundreds of millions of pounds
of potatoes on their hands. Same
in the U.S.; same in the whole
of our operations. What are we
going to do with that? Those
are issues in the hundreds of
millions, not the tens of millions.
So, your restaurant and hospitality
sales dried up overnight?

It depended on the country.
Sit-down restaurants obviously
closed down. But then
depending on the legislation,
country by country, some had to
shut down all their drive-through
and delivery facilities. But if
you think about Canada, it was a
pretty severe lockdown.
What did you do with all those
potatoes you couldn’t sell?

The problem starts with raw
potatoes. You can store some
of the potatoes harvested in the
fall until, say, June. In Canada,
when the crisis hit, there were
about 300 million pounds of
raw potatoes sitting in grower
stores. The sales dropped; we
had to stop our factories. Then
we worked with our growers
to find a solution. This is not
a moment to let them feel the
pain of this on their own. And
we realized that with massive
unemployment building on a
scale never seen before, the
food banks were going to be
overwhelmed. The last thing

Were you forced to lay off
workers?

we wanted was to see potatoes
go to waste. That would have
been catastrophic. In Canada, we
donated 20 million pounds to the
food banks. We’ve done the same
in all the countries where we
operate, at different scales.
Those were raw potatoes?

We left it for the food banks
to decide based on what they
needed. It was about 80% raw
and 20% prepared potatoes.
And we made that commitment
over multiple months. We also
worked with the growers to find
alternative channels, where we
would buy the potatoes from
the farmers and sell them in
different forms—which came
at a loss for us, but we thought
it was our responsibility to get
the potatoes into productive use
and to get the farmers’ income
secured. We’re extremely proud
that we were able to honour
every single contract we had
with every single potato farmer
in Canada.
What about the rest of the world?

The same. We’ve dealt with the
crop in the U.S., in Canada, in
England and in Europe, so that’s
been our key focus.

When you saw the dramatic drop
in demand on the restaurant side,
did you see an increase in demand
on the consumer side?

There was a very substantial
increase on the retail side, in
the grocery stores. But 70%
of potatoes that are grown in
Canada for processing end
up being served on a plate in
a restaurant or hotel, or at a

2. The company
says “nearly all”
of its laid-off
employees are
back to work
around the
world.
3. According to
Koeune, global
demand for
frozen potato
products has
been growing
at a rate of 3%
to 4% per year
for the past
five years.
4. McCain is
also committing
to a 15%
improvement
in water-use
efficiency in
water-stressed
regions,
100% potato
utilization
in all plants,
and 100%
recyclable or
compostable
packaging by
2025. By 2030,
it vows to be
using 100%
renewable
electricity.
5. There are
18 signatory
companies for
OP2B, including
Danone, Google,
Kellogg, L’Oreal,
Loblaw, Mars,
Nestlé and
Unilever.

We had to do temporary layoffs
as we shut down factories, but
as demand came back, we were
able to bring people back. (2)
We pivoted completely for the
office-based people to work from
home in a matter of days, and
it has redefined the way we see
work.
What has the whole crisis revealed
to you about the resilience of
Canada’s food supply chain?

There was, of course, the frenzy
of the pantry loading and all the
stories around empty shelves,
but that didn’t last very long. I
think the food system has shown
very good resilience. Everyone
in the supply chain worked
together to figure out how to
keep the shelves stocked.
How much uncertainty is there for
you now about the future demand
for potatoes?

What is clouded is the health
situation. Is there going to be a
second wave? Where? How big?
That’s really clouding our ability
to forecast. The potato industry
had been growing for years and
years, so fundamentally, the
demand is there. (3) We’re not
concerned about the long term.
The uncertainty is over—you tell
me—is it months? Is it years?
Let’s talk about other challenges.
What effects are you experiencing
from climate change with harvests
around the world?

We had two major drought
episodes in Europe over the past
two summers. We had two major
spring floods in Canada over
the past three years. Those are
centennial events, except they

18 OCTOBER 2020 / REPORT ON BUSINESS

10_20_Exchange.indd 18

2020-09-08 12:41 PM

Need to know

6.

seem to repeat themselves one
year after the next. We’ve seen
wildfires in Alberta much earlier
than usual. I could go on like
this probably in most, if not all,
of the areas where we operate.
And that’s clearly affecting our
farmers and our operation.
Can you quantify the effects?

It’s in the tens of millions of
dollars every year.

What percentage of crops do you
lose to climate change every year?

In Europe—which is a big chunk
of our business—two years ago,
we lost 20% of the crop. Closer
to home, in Manitoba, there were
two consecutive years of early
frost. This year, we lost 30% of
the crop. We can keep going.

PHOTOGRAPHS, TOP RIGHT (WALLACE) MIKE CASSESE/ REUTERS; (HARRISON) MIKE SAUNDERS; (MICHAEL) FRED LUM/THE GLOBE AND MAIL

What are you doing to overcome
all those challenges?

It starts with ourselves. We’ve
published a sustainability report
that sets goals for the next 10
years—on emissions, farming
practices, plastic waste, water
usage, et cetera. (4) But those
are big problems. We need
solutions and scale. So we’ve
joined or formed coalitions with
like-minded companies to create
more scale. To give you one
example, we founded a coalition
called One Planet Business
for Biodiversity. (5) As a set of
businesses tied to agriculture,
we want to foster regenerative
agriculture and biodiversity,
and continue the fight against
deforestation.
In some countries, you’re working
with governments that are
resistant to action around climate.
How do you deal with that?

That’s the benefit of having
scale. As you put all those
18 companies together, we
have about $500 billion in
revenues. When we decide to do
something, we can get the ball
moving a little bit.

One of McCain’s commitments is
a 25% reduction in CO2 emissions
from potato farming, storage and
freight, and a 50% reduction from
operations by 2030. How does that
compare with your competitors?

When the Paris Agreement says
here’s what needs to be done

7. As part of
its Farms of
the Future
program, McCain
plans to build
three working
experimental
farms to test and
showcase new,
more efficient
practices. The
company has
established New
Brunswick as the
first location.

8. McCain has
brought in a
company called
White Men as
Full Diversity
Partners to
educate its
senior leadership.

Actually, Maple Leaf
Foods is a rival. Wallace
McCain (left) was
forced out of McCain
Foods in the early 1990s
by his brother and
co-CEO, Harrison, over
leadership issues.
Wallace wanted his
son, Michael, to become
McCain’s next CEO;
Harrison (left) and other
family members did
not. Wallace went on
to acquire Maple Leaf
Foods in 1995.
Michael (left) has
been CEO of Maple
Leaf since 1999.

to limit climate change to 1.5
degrees, that’s where we peg our
ambition—not so much on what
competitors are doing. We want
to make sure that as a global
citizen, we do our part in the
fight against climate change. And
we have it audited, so it’s not
just us talking to ourselves. With
other potato manufacturers, I
haven’t seen a report to date that
makes as broad a set of targets.
So, I’m a bit at a loss to answer
your question.
Maple Leaf Foods (6), maybe
not a direct competitor of yours,
declared itself the first major
food company in the world to be
carbon neutral. You, on the other
hand, called being carbon neutral
an “aspiration.”

Well, we set up targets. My
aspiration is that as we make
progress, we realize, hey, we can
do more faster.
You have 3,500 growers around
the world who need to change
their practices. (7) It must be
more difficult in some regions
than others.

The click happens when
farmers see that despite all
their hard work, their yields
are going down. Think about
population growth—from 7.5
billion to 10 billion by 2050?
The UN Food and Agriculture
Organization said a food increase
of 60% to 70% will be required.
Collectively, as a food system,
we’re already using half of the
land mass for agriculture. If
you want to increase that by
two-thirds, that’s going to be

deforestation on a massive
scale. So, you have to work on
the yields. Same thing with
greenhouse gas emissions. If we
keep doing what we’re doing,
emissions will increase by 85%
or 90% for that food production
increase. According to the
Intergovernmental Panel on
Climate Change, the food system
is already a third of all emissions
in the world. The way we set up
agriculture over the past few
decades has worked really well.
We have to find a different way
going forward.

Of course, it’s 2020, so there’s
no end to the issues, and some
go beyond food. You launched
something called the Diversity and
Inclusion strategy three years ago.
What’s the goal of that program?

Well, it’s to realize that, first, if
you look at our senior ranks, it’s
very obvious we have work to do.
You have 15 people on your senior
leadership team. Two are women,
and there are no people of colour.

That’s a fact. That’s why I’m
very clear that we have work
to do. The second thing is I’m
absolutely convinced that to be
a good company serving our
customers, we need to reflect
who our customers and our
consumers are.

Are you giving yourself a deadline?

We started setting targets around
gender diversity, because that’s
the demographic information
we have. We don’t have ethnic
statistics. We are going to look
at ways of getting that without
infringing on any privacy laws.
I believe you get things moving
when you measure them and
set objectives. And so, we’re
setting objectives. We’re making
it part of compensation. It’s a
cultural transformation. It starts
with education around biases,
conscious and unconscious. (8)
Ultimately, my goal is a company
where everyone feels they can be
their authentic self.
Trevor Cole is the award-winning author
of five books, including The Whisky
King, a non-fiction account of Canada’s
most infamous mobster bootlegger.
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Congratulations to
theserecent appointees
Phillip Crawley, Publisher & CEO of The Globe and Mail, extends best wishes to the
following individuals who were recently featured in the Report on Business Section of
The Globe and Mail newspaper. Congratulations on your new appointments.

Denis Hello
to Vice-President
and
General Manager
AbbVie Canada

Denis Berthiaume
to Board of Directors
Assuris

Victor King
to Vice President,
Exploration
B2Gold Corp.

Dominique T. Hussey
to Vice Chair and
Toronto Managing
Partner
Bennett Jones LLP

Anne Mette de
Place Filippini
to Chief Investment
Officer
Burgundy Asset
Management Ltd.

Suzanne McGurn
to President and
Chief Executive
Officer
CADTH

Stephen Poloz
to Board of Directors
CGI

Mary Powell
to Board of Directors
CGI

Jean-François Chalifoux
to Chair of the
Board of Directors
Canadian Life And
Health Insurance
Association

Dr. Lisa Calder
to CEO
The Canadian
Medical Protective
Association

Dr. Michael T. Cohen
to President
The Canadian
Medical Protective
Association

Costa Poulopoulos
to Chair
The Canadian
Real Estate
Association
(CREA)

Judy Cotte
to Board of Directors
Gibson Energy Inc.

Kathy Cunningham
to CFO
The Globe and Mail

Tara Deakin
to the Board
goeasy Ltd.
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Recent Appointees

Hon. James Moore
to Board of Directors
goeasy Ltd.

Andy Taylor
to the Board
Gore Mutual
Insurance Company

Anne-Marie Vanier
to Board of Directors
Gore Mutual
Insurance Company

Byron Horner
LLB MBA CFA
to President
Hold It All Inc.

Eileen Marikar
to Senior VP,
and CFO
Keyera

Mary Ann Leon
to Chair of the
Audit Committee
LFL Group

The Honourable
Lisa Raitt
to the Board and
Audit Committee
LFL Group

Jennifer Stam
to Insolvency &
Restructuring
Partner
Norton Rose
Fulbright

Paula B. Madoff
to Board of Directors
Power Corporation
of Canada

Siim A. Vanaselja
to Board of Directors
Power Corporation
of Canada

Marisa Sterling
P.Eng., FEC
to President
Professional
Engineers Ontario
(PEO)

David Cynamon
to Co-Chair of
the Board
Sinai Health
Foundation

Maxine Granovsky
Gluskin
to Co-Chair of
the Board
Sinai Health
Foundation

Howard Sokolowski
O.Ont
to Co-Chair of
the Board
Sinai Health
Foundation

Dr. Lysa Porth
to Dean, Gordon
S. Lang School of
Business & Economics
The University of
Guelph

Daniel Jutras
to Rector
The University of
Montreal

Barbara Zvan
to inaugural
President and CEO
University Pension
Plan Ontario (UPP)

Catherine Best
to Chair of the
Board
Wawanesa Mutual
Insurance Company

Paul Soubry
to the Board
Wawanesa Mutual
Insurance Company
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BY
STACY
LEE
KONG

A LONGTERM SHIFT
TO REMOTE
WORK IS NOW
INEVITABLE.
HERE’S WHAT
COMPANIES
NEED TO DO—
AND WHAT
THEY NEED TO
CHANGE—TO
GUARANTEE
SUCCESS
ILLUSTRATIONS BY RYAN GARCIA

PHOTOGRAPH

Out of
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Alessia Yaworsky, a senior project manager

at Telus, has a work-from-home routine:
She’s an early riser, doesn’t need much
time to get ready and has zero commute.
So she can be at her computer between
7:15 and 7:45 a.m. Instead of stopping by a
colleague’s cubicle to chat, she checks in
using Google Chat. She’ll often throw a
load of laundry in the machine and might
go for a run through her Vancouver neighbourhood, tune into a workout class or
grab groceries as a quick break. She appreciates the flexibility, but setting boundaries between work and the rest of her life
can be hard. And she misses connecting
with colleagues in real life.
Please note: This isn’t Yaworsky’s pandemic routine. This is just how she’s
worked for her entire nine-year tenure at
Telus. She loves setting her own schedule
and logging in from wherever she wants—
her grandparents’ place in the Okanagan
or a hotel in Halifax—but understands
why it’s been so hard for some people to
adjust to the new normal.
“I think some friends who had never
worked from home were excited at the
beginning, just because they thought, I
can do all this other stuff,” she says. “And
then the prospect of being able to watch
a Netflix show during the day, or something like that, wore off. We still have our
list of things that need to get done within
a week.”
If we didn’t understand that reality at
the beginning of the pandemic, we certainly get it now. Back in May, 51% of workers in the U.S. were experiencing burnout,
according to a poll conducted by Monster,
the global employment website. That
number had increased to 69% in a follow-up survey taken in July. Partly, this is
because we’re not just working remotely;

we’re trying to get work done during a
pandemic, which is an entirely different
thing. But there are also too many companies trying to approximate their in-office
experience with employees now spread
across a city, country or even the world.
“The research doesn’t support fulltime telework in a lot of ways,” says
Linda Duxbury, a management professor at Carleton University’s Sprott
School of Business and an expert on
work-life balance. She differentiates
between telework and remote work.
With telework, employees have a
designated workspace at home,
with an ergonomically designed
area and access to all the data, software and technology they’d have
at the office. Remote work is much
more ad hoc—and that’s what
most of us are doing right now.
“We know what works for telework and we know what doesn’t,”
she explains. “And this breaks all
the rules. Telework is some days
in an office and some days at
home. You should never be teleworking and trying to do childcare
at exactly the same time. And it’s usually
thinking work, knowledge work—work
that doesn’t require collaboration.”
But despite the challenges, a general
long-term move to working from home
no longer seems like a question of if but
when. In late April, OpenText announced
it would be permanently closing half its
offices. In May, Shopify CEO Tobi Lütke
proclaimed that “office centricity is over”
and that most of the company’s workforce
would work remotely on a permanent
basis. This shift isn’t restricted to tech—
the Bank of Montreal announced that up
to 80% of its employees would be working
from home, at least some of the time, in
a new hybrid model. In the U.S., Nationwide Mutual Insurance announced a permanent move to a hybrid model, while Jes
Staley, the CEO of U.K.-based Barclays
bank, noted that “the notion of putting
7,000 people in a building may be a thing
of the past.”
Companies have realized that workers
don’t have to physically be in the office to
be productive—and reducing the number
of employees who work from the office can
lead to huge cost savings on everything
from rent to office snacks to administration, says Stefan Palios, a consultant on
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remote work and the founder of Remotely
Inclined, a newsletter on the subject. If
you’re not physically in an office, you don’t
need an office manager, he points out.
But if our six-month experiment with
remote work has made one thing clear, it’s
that if this new approach is going to work
for both companies and their employees,
employers need to stop finding ad hoc fixes
and start crafting long-term strategies. It
will mean detailed policies, investing in
technology and changing companies’ fundamental approach to management.

SOURCE NATIONAL BUREAU OF ECONOMIC RESEARCH

Leadership matters

Telus instituted its flexible work program,
Work Styles, in 2006. By early 2020, 73%
of its employees were set up to work from
home at least some of the time. During
the pandemic, that number rose to 95%
of employees with relatively little fuss,
because the company had already developed a plan—and they’d had the luxury of
working out the kinks more than a decade
before.
Executive buy-in was the key to success, says Sandy McIntosh, the company’s
vice-president, people and culture, and
chief human resources officer. “At the
time [Work Styles] launched, there were
very senior people who were reluctant
to accept or believe that team members
could be productive if they weren’t physically in front of you,” she says. “There’s
just general mistrust: If I can’t see people,
how do I know that the collaboration,
productivity and outcomes will still be
there?” Spending time helping senior
leaders understand both the benefit but
also the “nuances and challenges” is absolutely critical, McIntosh says.
Managers who still conflate presence
with productivity need to loosen the reins
a little—or a lot. Unless an employee is
clearly lagging behind, there’s no need
for daily checklists of completed work or
tracking software. McIntosh was recently
on a call with a group of HR professionals when someone asked how to ensure
employees are working. Her response?
“You don’t. You have to stop trying to
measure how people are working like we
used to—who’s in at seven in the morning
and who leaves at six at night.” Instead,
managers should ask themselves: Did this

WHAT PEOPLE DID MORE (AND
LESS) OF DURING LOCKDOWN
NUMBER OF MEETINGS

13%
14%
20%
12%

ATTENDEES PER MEETING

DURATION OF MEETING

TIME SPENT IN MEETINGS

employee deliver what they’ve agreed to
deliver on deadline, and is it high-quality?
And did they work with their teammates
effectively?
“It’s about giving employees the power
to make choices in how they spend their
day,” says Doron Melnick, a partner in
KPMG’s people and change advisory services division. “And giving them guidelines so that certain staff don’t feel disadvantaged by decisions that other staff are
making. If you can create that level playing field and the rules, and everybody’s
clear on how it should work, then I think
you can get the right results.”
Duxbury also notes that remote work
“tends to hurt people’s career progression, because we make a lot of our judgments of people in terms of our interactions with them personally.” To offset this
problem, managers should make a particular effort to recognize, and document,
their employees’ successes—and workers
themselves should deliberately seek out
opportunities for internal networking and
mentorship.

Put it in writing

In face-to-face workplaces, new employees can learn a company’s culture over
time. In a mostly remote workplace, that
just doesn’t work. “A high-productivity
remote environment requires a lot more
things documented to ensure collaboration, communication and that employee
connections can be forged without physical presence,” Stefan Palios says. That
means onboarding documents that clearly
explain how things are done—and why—
along with guides for commonly used
tools. He points to one remote entrepreneur whose company explicitly tells new
employees that Slack is for urgent work
matters, email for non-urgent matters and
Workplace by Facebook for office “watercooler” conversations.
And that level of detail doesn’t just apply
to processes or tools. “Remote work policies should be pretty comprehensive—
they really should not leave anything to the
imagination,” says Louise Taylor Green,
CEO of Ontario’s Human Resources Professionals Association. “One of the most
critical sections of these policies really
has to be about work design.” That comes
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Money talks

Companies might see some savings longterm, but the initial transition to remote
work requires an investment
“When an employee works from home,
their home becomes an extension of the
workplace, and the same obligations to
ensure compliance with [occupational
health and safety legislation] applies,”
Taylor Green says. “So, you have to make
sure employees have an ergonomic space
to work in and that it adheres to any of
your health and safety protocols.” In
March, for example, Shopify provided
employees with a $1,000 stipend to buy
office supplies like lamps, office chairs or
a new desk.
Companies also need to ensure their
employees have the right technology,
which means both hardware (laptops) and
software (key computer programs, access
to shared drives). And their responsibility goes beyond office supplies. If your
employee lives in a rural area without highspeed internet, they might need to use
cellular data to work. Employees might

see higher utility bills, or an increase
in their home or tenant’s insurance, because they’re now making their home a place of work,
Taylor Green says. Remote work
polices must be very clear about
who covers those costs—and it
might be the company.

Culture club

NUMBER OF INTERNAL
EMAILS SENT

5%
3%
8%
8%

NUMBER OF RECIPIENTS
INCLUDED ON EMAILS

NUMBER OF AFTER-HOURS
EMAILS

LENGTH OF WORKDAY

Workers—especially millennials—are
increasingly concerned with company
culture. But many businesses’ go-to team
building strategies—especially around
recognizing and rewarding achievement—aren’t possible with a remote
workforce. But maybe that’s okay. KPMG’s
Melnick says conversations around culture make him think of a quote from Herb
Kelleher, the former CEO of Southwest
Airlines, who said, “Culture is what people do when no one is looking.”
“Behavioural science finds that humans
mirror each other’s physical actions to
form emotional bonds, so it’s not surprising we build connection by working together, eating together, playing
together,” Melnick says. “And without
physical proximity, yes, I think it probably
takes longer to form a sense of team. But
culture is an expression of values, and we
describe values through stories. So even
in remote work, we can still share stories
about accomplishments, about coming
together and overcoming challenges.”
Storytelling that emphasizes a company’s values can happen in a multitude of
ways: on conference calls, in digital newsletters, via video chat. Melnick points to
one of KPMG’s clients, a big insurance
company, whose CEO creates a video for
employees every week. “He’s sitting in his
home, he’s dressed casually, and he’s just
relating stories about what’s going on in
the company and what they’re doing to
help customers. It’s a great way to express
the values, and people really relate to it.”
Some experts believe employee wellness will become an even more important
part of company culture. “I think we’re
going to see an expectation revolution,”
Taylor Green says. And it won’t just be
about physical health. “We’re going to
see employees expect their employers to
really step up the kinds of mental health
supports that are being provided.”

SOURCE NATIONAL BUREAU OF ECONOMIC RESEARCH

down to questions
like: What are the
core working hours?
Are compressed work
weeks allowed? What
about split shifts?
Taylor Green says policies
should also outline whether employees are required to track their
hours, how accessible they will be during work hours and to whom the policy
applies. It should spell out whether remote
workers are subject to the same vacation,
sick day and bereavement leave policies
as in-office workers. Employers must also
think about labour laws. “Some employers
will only accept responsibility for injuries
incurred in the course of employment during working hours, whether at home or at
work,” says Taylor Green. “But if employees aren’t tracking working hours, it can
lead to some [confusion over] whether it’s
an occupational injury or not.”
The policy should also clearly spell out
how and when an employer will monitor
their employees via camera or keystrokes,
or other forms of surveillance. (Though
Taylor Green cautions against using these
tools, as they can “signal distrust.”)
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Martha Switzer, co-founder of Sprout
Wellness Solutions, a global corporate
well-being platform, agrees. The new
corporate wellness program “has to be
digital, of course. And it has to be holistic,” she says. “It can’t just be physical, or
a challenge platform where everyone gets
healthy together.” Employees will be looking for programs that cover everything
from financial well-being to nutrition.
And, she says, it has to allow employees to
“socialize” with one another—and not just
because we’re socialized to want to mimic
what other people are doing. “That wellness program is a good chance for people
to have a platform to actually communicate, whether that’s COVID information
or just wellness information in general.
It’s a way to get those messages out.”
A larger shift toward remote work was
already coming—according to the Conference Board of Canada, in 2018 just over

BEFORE COVID-19
LOCKDOWN

41%

DURING COVID-19
LOCKDOWN
MY ORGANIZATION
SUPPLIED/IS
SUPPLYING THE
APPROPRIATE TOOLS
FOR WORKING
FROM HOME

MY ORGANIZATION
PROVIDED/
IS PROVIDING
EFFECTIVE SUPPORT
FOR TOOLS USED
WHEN WORKING
FROM HOME

62%

47%

65%

one-third of organizations offered fulltime remote work and just under half
offered it on a part-time or ad hoc basis.
But companies that never would have considered flexible work are now considering
it in a post-pandemic world. “COVID19 has forced us to rethink what we can
accomplish from home, and employers
are looking to make it work wherever
they can,” says Alison Cowan, director of
human capital research at the Conference
Board of Canada. Still, we’re not going to
have an “ideal” model of working from
home while the pandemic is ongoing and
people are also needing to engage in some
combination of elder care and child care.
For now, success comes down to leadership, Cowan says. “Leaders who are
authentic, open and transparent help in
setting clear expectations for employees.
Leaders who are focused on the employee
experience will be most successful.”

Rx Drug Mart is one of Canada’s largest independent networks of
pharmacies with 95 stores coast-to-coast and growing. We are a
leading healthcare provider committed to servicing the needs of
our patients and customers across the country.
For many Canadians, the pharmacy has become one of the most
accessible places for healthcare guidance since the pandemic
began, and we expect the community pharmacy will continue to
play a vital role in Canada’s ongoing fight against COVID-19.
We want to express our overwhelming gratitude to our dedicated
pharmacy teams, customers, patients and partners for their continued
support and loyalty throughout these unprecedented times.

We also want to thank our partners.
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GO Logistics: Bringing online purchases to your door, fast
Mississauga-based delivery service is a top-tier delivery partner for some of Canada’s largest retailers

I

f you’ve ordered lipstick, a laptop
or a patio lounger online in recent
months, there’s a good chance
GO Logistics Inc. helped deliver it to
your home.
Fueled by the exponential growth
of online shopping, the Mississaugabased delivery service has rapidly
expanded to become a top-tier delivery
partner for some of Canada’s largest
manufacturers and retailers, including
Amazon Logistics and Home Depot.
“Our area of expertise is the
ﬁnal mile of the supply chain,
getting goods from the retail or
manufacturer warehouse to the
home of their customer,” says Edward
Sattaur, director of marketing and
communications at GO Logistics.
The company started in 2005 as a
courier service that primarily offered
secure delivery of legal and ﬁnancial
documents. In 2012, co-founder
Anthony Whyte assumed full control
of the company and became its CEO,
setting it on a trajectory for growth.
GO Logistics has since shifted
its business to mostly delivering
consumer products. It began by
launching a “big and bulky” program
to deliver large items, including
furniture and gym equipment. It
saw huge growth in delivering these
larger items by enabling retailers and
their customers to track items en
route to their ﬁnal mile destination.
The company also added a “WhiteGlove Service” to install goods and
appliances in consumers’ homes.
Then, in 2017, GO Logistics became
the ﬁrst Canadian delivery service
provider to have a wholly owned
sorting and delivery station for Amazon
Logistics Canada.
“We were entrusted with setting
up the infrastructure for everything

1110158401.ad 1

from the drop-off of items from their
distribution centre, to sortation and
then getting those parcels delivered
quickly and accurately,” Mr. Sattaur
says. “In many places in the Greater
Toronto Area, we can move items to
Amazon Prime customers’ homes
within four hours of them ordering it
online.”
Amazon moves a massive volume
of packages through several delivery
service providers (DSPs), but GO
Logistics is among the largest in
Canada.
“Having been a co-architect of the
four-hour delivery service, we are
able to help smaller and mid-sized
companies trying to compete with the
pacesetter Amazon, to move quickly
and get into efﬁcient shipping of their
online orders,” Mr. Sattaur says.
Today, GO Logistics serves many
e-commerce companies and retailers
with an online home delivery business,
in addition to third-party logistics
companies and manufacturers offering
direct sales to consumers. It also
provides parcel delivery services to
Canada Post in eight suburban cities.
The need for package speed is
increasingly critical, especially for

GO Logistics is
the ﬁrst Canadian
delivery service
provider to have
a wholly owned
sorting and delivery
station for
Amazon Logistics
Canada.

retailers pushed to redeﬁne their
business amid storefront restrictions
caused by COVID-19.
The company moves about eight
million to 10 million items a year,
up from about one million annually
ﬁve years ago. It has about 1,750
employees, up from 15 when the
company started in 2005. GO Logistics
is addressing the current need for
quick, transparent delivery of items
ordered online, as well as preparing for
the surge in years to come. Canadian
online spending is expected to rise
to around $79-billion by 2024, up
from about $52-billion estimated
in 2020, according to eMarketer.
Separately, Canada Post’s 2020
Canadian E-commerce Report includes
survey results showing 75 per cent of
consumers will shop more often from
retailers that offer faster shipping.
“Consumers are becoming very
comfortable with ordering online,” says
John Barr, vice-president of business
development at GO Logistics. He says
consumers and, in turn clients, have
also come to expect next-day or even
same-day delivery in some cities. “It’s
a phenomenon that’s here to stay and
is only going to expand.”
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Meet the next generation: the 400 boldest businesses in the country

Ashley Freeborn
of Smash + Tess
page 34
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Welcome to our second annual ranking of Canada’s Top Growing Companies.
The 400 businesses on this list sprawl across sectors, from fashion to finance,
and manufacture everything from medical testing devices to organic pasta.
Much of the success celebrated in these pages occurred before a global pandemic changed how most companies operate. But as you will read, many of these
businesses were able to adapt, innovate and even expand despite the challenges
posed by these past few months. As individual companies, and the entire country,
work to rebuild, there’s more need than ever to share the stories of entrepreneurial success—and the innovations and strategies that made it possible.
METHODOLOGY
Launched in 2019 by The Globe
and Mail, the program ranks
participating private and public
Canadian businesses on threeyear revenue growth.
Canada’s Top Growing
Companies is a voluntary
program. We accepted entries
from businesses through
May 31, 2020.
Applicant companies had
to submit a ballot, complete

a full application survey and
supply supporting financial
documentation to our research
team for both 2016 and 2019.
We evaluated companies
based on the most recent
fiscal year for which financial
statements were available,
with a latest possible year-end
date of April 30, 2020. In some
unique cases, companies were
evaluated on calendar years
instead of fiscal.

In order to qualify, a company
had to have at least $2 million
in annual sales in its most
recent fiscal year. Companies
had to be for-profit, Canadianrun, headquartered in Canada
and independent. In rare cases
in which applicant companies
were recently acquired, they
were admitted only if the
acquisition occurred following
the close of the companies
most recent fiscal year.

Franchisors were ranked on
corporate revenue only, not
systemwide sales. All revenue
figures are in Canadian dollars,
unless accompanied by an
asterisk, which indicates U.S.
currency.
Research was conducted by
Deborah Aarts and Stefanie
Marotta. To learn more about
each company or to apply for
the 2020 ranking, please visit
tgam.ca/TopGrowing.
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The boomer rush to retire means major
expansion opportunities for this small-town pharmacy chain
BY JOANNA PACHNER

H Q / Toronto

When Chris Gardner left his
corporate job three years
ago to run a small, fastgrowing pharmacy chain, he
figured he’d need to adapt
to a more entrepreneurial,
hands-on way of working.
But installing plexiglass
panels on store counters?
He didn’t foresee that being
part of the boss’s role. Yet
on March 24, the CEO of Rx
Drug Mart was filling in as
a deliveryman, handyman
and doorman in a frantic
effort to keep the company’s pharmacies open, and
staff safe, as scared people
flooded the stores.
Days earlier, the Ontario
government, along with
much of Canada, had imposed a lockdown on all
retailers, except those providing essential services—
including pharmacies.
“Everybody is being told to
go home, but pharmacists

a day off since mid-March
because, while COVID-19
has been an unprecedented
challenge for his company, it
also presents a big opportunity. Rx may have been born
from the idea that the large
corporate entities driving
the drugstore business were
operating in their own best
interests rather than those of
patients or the community.
But it’s also a consolidation
play in a highly competitive marketplace. Within
five years, Rx has emerged
as the third-largest national
chain (excluding Quebec)—
a three-year growth rate of
nearly 14,000% that puts
it at No. 1 on this year’s list
o f C a n a d a ’s To p G rowing Companies. With the
September acquisition of
a chain of 35 pharmacies in

N o. /

Western Canada, Rx will
have more then 130 locations
across the country, bested
only by Shoppers Drug
Mart (owned by Loblaw,
with more than 1,300 stores)
and Rexall (part of Texasbased McKesson Corp., with
roughly 400).
Its main competitor is
Saskatchewan-based Rubicon Pharmacies, and the
two companies have much
in common. Both are owned
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DRUG MART

are mandated to come to
work, and sick people are
coming to see them,” says
Gardner. In rural communities, where many of Rx’s
stores are located, the pharmacist is sometimes the
closest thing to a medical
professional. If any of them
were to get infected, residents would lose access to
health care. So, when a truck
loaded with three pallets of
protective shields arrived
at Rx’s Toronto headquarters, everyone from payroll
clerks and sales staff to the
CEO himself piled what they
could into their cars and
fanned out throughout the
province. “It was divide and
conquer,” says Gardner.
While the pandemic has
demonstrated both the
health care system’s shortcomings and its resilience,
it has also highlighted the
essential function of ancillary services such as pharmacies—among the first
places people went when
doctor’s offices shut down.
Some of the response measures added to pharmacy
burdens. To prevent medication shortages, governments
limited prescriptions to 30
days’ supply, down from 90,
tripling the volume of refill
work. Paperwork ballooned
even as fees dwindled, partly due to caps on dispensing fees and partly because
people avoided visiting
doctors for all but the most
urgent issues. Compounding the challenge were staff
shortages: Out of Rx’s 1,000
employees, 100 were out
the first week because they
were in high-risk groups,
quarantined upon returning
from March break holidays
or forced to take stress leave.
Gardner himself hasn’t had

30 OCTOBER 2020 / REPORT ON BUSINESS

10_20_TOP400_PROFILES_Intro.indd 30

2020-09-08 12:57 PM

added work, risk and stress
brought on by the pandemic
will likely lead many independent owners to look for
an exit. Both Rx and Rubicon
want to be their first call.

by private equity firms.
Both focus on small-market
stores out of the crosshairs
of the corporate behemoths.
And both are capitalizing
on the accelerating trend
of baby-boomer business
owners looking to retire.
Stuart Elman, managing
partner of Persistence Capital Partners, the health-carefocused private equity firm
that owns Rx, says that of
the nearly 11,000 retail phar-

macies in Canada, close to
60% are independent. “It’s
a highly fragmented market, the trends are driving
demand, it’s a recession-resistant industry, and aging
has increased the focus on
health and wellness.”
The aging trend is particularly pronounced in rural
Canada. As access to health
care there diminishes, the
pharmacist’s role grows
more important. But the

Chris Gardner,
CEO of Rx Drug Mart

The consolidation of the
pharmacy sector started
more than a decade ago,
largely driven by major players’ expansion campaigns,
but with smaller chains and
tinvestor groups jumping
into the fray. Brian Dawson, former vice-president
of acquisitions at Rexall,
launched Rx Drug Mart in
2015 with seed money from
Persistence and an eye to
merging family-owned businesses into a network with
greater efficiencies.
Today, depending on who
you ask, there are between a
dozen and almost 30 players
looking to consolidate independent drugstores, most
of them regionally focused.
In 2017, two clear leaders
emerged. That June, Rx won
a highly competitive sale of
27 Rexall pharmacies, which
the Competition Bureau
forced McKesson Canada to
divest as part of its US$2.1billion acquisition of the
chain. Then, in September
2017, private equity firm
TorQuest Partners acquired
Amenity Holdings, operator
of 32 pharmacies in Western
Canada, and seven months
later merged it with Rubicon, another Western chain
founded by a group of pharmacists in 2005. As a result,
Rubicon and Rx became No.
3 and No. 4, respectively, in
the Canadian pharmacy sector. The ascent of PE-backed
buyers is due to the constraints that family-owned
chains face around management expertise and capital,
says TorQuest partner Daniel Sonshine. “At some point,
they can only go so fast from
OCTOBER 2020 / REPORT ON BUSINESS 31
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an acquisition perspective.
The banks are pretty good in
providing debt, but there’s
an equity requirement.”
With a network of 42 locations, Rx now needed not
only M&A know-how but
integration and operations
chops. Elman asked around,
and Gardner’s name kept
popping up. He was running
Shoppers’ national operations when he got the call.
His answer? “No thanks—I
did that 20 years ago.”
Gardner had spent his
entire career at Shoppers,
during which the company
tripled its store network.
Originally from Newfoundland, he started as a store
manager while still in university, fully intending to
eventually “get a real job.”
But he kept advancing, first
to managing multiple stores
in Alberta, then overseeing
regional operations after
Shoppers bought Northern
Drugs in 2005. His rise took
him through merchandising,
IT and eventually overseeing the countrywide store
network. He had bright
prospects at Shoppers’ new
parent company, Loblaw;
its president, Sarah Davis,
mentored him in biweekly
coaching sessions. “But in
the back of my mind I knew
that if I stayed another five
years, I’d be a lifer,” he says.
“I was young enough to
make a move, and if it didn’t
work out, I’d recover.” Plus,
after its merger with Loblaw,
Shoppers’ growth slowed
as it focused on synergies.
“I knew there were a lot of
markets Shoppers was not
pursuing because they were
too small for its one-sizefits-all footprint,” he says.
He joined Rx as VP of
national operations in 2017,
becoming CEO two years
later (Rx’s parting with
founding CEO Dawson was
not amicable, says Gardner).
He overhauled the management team, poaching experienced executives from
Shoppers and Rexall. But the

biggest part of his job was
courting pharmacy owners.
“For all the stores we’re buying, this is someone’s baby,”
says Elman. “It’s the single
biggest transaction they’re
likely to do, so we need to
assure them their business
is in good hands.” With
lengthy experience dealing
with Shoppers franchisees,
Gardner has the everyman
touch the task calls for. “You
can tell Chris is very smart
and experienced, but he’s
also authentic and downto-earth—none of that ‘Ooh,
I’m CEO’ arrogance,” says
Michael Forbes, who sold
eight pharmacies to Rx two
years ago. “It’s like going on

pricing, brought in 25% to
40% reductions in the cost
of most prescribed drugs
two years ago, a change that
hit revenue and profits hard,
and reignited consolidation.
But while some pharmacy
owners may be ready to sell,
the price is often not their top
priority. “There are a lot of
legacy factors, especially for
pharmacies that have been
part of multigenerational
ownership structures,” says
Max Beairsto, a former pharmacist and director with
Katz Group (former owner
of Rexall). He now brokers
sales of businesses, particularly in health care, and has
handled deals involving Rx.

compared to 200 at an Rxowned pharmacy. “When
you’re doing that type of volume, you can’t focus on the
patient as much.”
Finding a friendly buyer
that commits to maintaining
the community connection
is therefore an appealing
proposition. When Lovell
Drugs, a small pharmacy
chain in eastern Ontario,
looked to sell, Arthur and
Diana Lovell, the third generation to run the business,
were anxious to find a company that would “respect our
values,” Diana says. They
settled on Rx. In a video
announcing the change, the
couple, dressed all in white,

WE PRIDE OURSELVES
ON NOT BEING A COOKIECUTTER PHARMACY
CHAIN. OUR DEFINITION
OF SUCCESS IS WHEN WE
BUY A STORE, PATIENTS
OR STAFF SEE NO CHANGE.
a date: If they’re rude to the
waiter, that’s not cool.”
B y t h e l ate 20 10 s , t h e
feverish consolidation pace
slowed. “You don’t see buyers overpaying for businesses,” says an industry
insider who asked not to be
named. “Some conservatism
has entered as consolidators
have reflected on the risk
in the industry.” With up to
80% of small pharmacies’
revenues coming from prescriptions covered by thirdparty payers, a drugstore
in essence has a handful of
large customers that have a
lot of power. In addition, the
pan-Canadian Pharmaceutical Alliance, established by
federal and provincial governments to regulate drug

“What makes them unique is
they offer the store a level of
autonomy others wouldn’t,”
he says. “They also let the
previous owner stay on and
transition the business.”
Gardner says many owners worry that if they sell to
Shoppers or Rexall, “their
people will get fired and the
name will change.” They
have good reason: The two
giants sometimes buy stores,
only to shut them down and
roll the prescription business over to existing locations—a tactic known as
“close and roll.” The relentless focus on productivity
can also affect patient care.
The average Shoppers store
handles about 500 prescriptions a day, says Gardner,

look like they’re eulogizing
the death of a loved one as
they leaf through albums
of customers and community activities while a
photo of the founder looks
down from the wall. Gardner assured the family their
name would stay not only
on the storefronts but on
the paycheques, the uniforms and the website. “We
pride ourselves on not being
a cookie-cutter pharmacy
chain,” he says. “Our definition of success is that when
we buy a store, patients
or staff see no change. If it
was Bob’s Drugs, it will stay
Bob’s Drugs.”
Rx looks for stores that
have been in communities for decades, not years.
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While it tends to focus on
small markets, it’s not a firm
rule. Occasionally, an acquisition will include urban
stores, and some of Rx’s
locations are affiliated with
or housed inside medical
clinics, hospitals or grocery
stores. “When you can partner with a clinic, you can
open that store at a very low
cost, take advantage of office
synergies and be cash-flow
positive within a year,” says
Gardner.
To capture those synergies, he oversaw the development of a cloud-based
system that integrates with
finance, payroll and pointof-sale platforms, and allows
management to track sales
and prescription counts
hour by hour. This is particularly important for monitoring far-flung locations,
such as a pharmacy in Inuvik
or the one on Fogo Island,
off Newfoundland. By integrating more functions and
spreading costs across a

entrance of an IDA on the
edge of town.
This drugstore was part
of Rx’s 2017 Rexall acquisition. Since retaining the
name wasn’t an option, the
company put it under the
IDA banner—one of several programs that supply
independent owners with
merchandising, private label
lines and other support.
Cl a d i n a c r i s p wh i te
shirt, navy dress pants and
a forest-green cloth mask,
Gardner steers a tour of
the roughly 5,000-sq.-foot
store—one of Rx’s largest. He is short and fit, with
the amiable manner of the
small-town business owners with whom he regularly
interacts. Since taking over
this location, Rx has added
a Hallmark “store within
a store” offering cards and
knick-knacks, and so-called
“programs” of curated selections, including clothes,
sunglasses and jewellery. “In
smaller communities, we

tor via video. A partnership
with Appletree Medical
Group, which provides the
technology, the equipment
and the physician’s assistant
(typically a foreign-trained
doctor in the process of getting licensed in Canada),
the clinic also offers on-site
pregnancy, blood sugar and
other basic tests.
In the wake of the pandemic, this is a natural area
for expansion. Most Rx
pharmacies already provide
flu vaccines, and Gardner
hopes they’ll one day play an
important role in COVID19 vaccinations. “When we
acquire a store, we train
the pharmacy teams on
the best practices from our
other locations to expand
their scope of practice,” he
says. How far that scope
can expand varies province
to province. In Ontario,
for example, pharmacists
may soon be able to diagnose minor ailments such
as pink eye or urinary tract

IF IT WAS BOB’S DRUGS,
IT WILL STAY BOB’S DRUGS
growing network, the operating costs per store drop:
What used to be 8% of sales
before Gardner started is
down to 3%. “We try to find
stores where the value of us
owning it versus an independent is higher,” he says.
Fans of Alice Munro will
recognize Wingham as the
quintessential small town.
A community of about 3,000
on the edge of Ontario’s
Mennonite country, it has
three schools, two grocery
stores and a small museum
about Huron County with
a library garden dedicated
to its most famous native.
“This is our wheelhouse,”
says Gardner, standing at the

tend to be like the general
store,” he says as we pass a
passport photo booth and
an ATM, and every “front
store” has a different product mix. “A store that serves
a dozen Indigenous reserves
in northern Ontario will
have very different needs
than one in Ajax.”
Aside from its size, the
Wingham IDA is distinctive in being the first Rx
pharmacy to house a virtual
health clinic. While many
stores offer telehealth apps
that refer people to physicians, this location is staffed
by a part-time health care
professional who assesses
patients, logs their information and, when warranted,
connects them with a doc-

infections. In Alberta, they
already have broad prescribing authority, and can
request lab work or initiate
therapy.
But introducing such services is expensive and timeconsuming. “As an individual operator, it’s almost
impossible to do some of the
new things the big guys are
doing,” says TorQuest’s Sonshine. To compete with the
corporate chains, Rubicon,
for example, plans to implement “central fill,” whereby
prescriptions are filled offsite and sent to the store
ready for customer pick-up.
It’s also introducing technology that facilitates medication reviews and synchronization. But with generic

drug prices down about
60% in the past 15 years
and wage costs rising, most
independent pharmacists
lack the resources to stay
abreast of change. Forbes,
for one, sold his business
after growing disenchanted
with dwindling margins and
tangled bureaucracy. “It’s
not as entrepreneurial. It’s
totally riddled in red tape,
and as a pharmacist, you’re
almost just a clerk processing receipts.”
COVID-19 may be the
last straw for many older
owners who’ve been holding out. Being elderly puts
them in a high-risk group;
do they really want to be
frontline workers if a second wave hits? While that’s
a grim prospect, it does have
a silver lining for Rx. It has
already registered a significant uptick in inbound calls
from pharmacists wishing
to explore a sale. “COVID
has shown how much of an
essential service a pharmacy
is,” says Elman. “There are
not a lot of businesses that
can say that. The importance of pharmacy as key
health care resource is here
to stay.”
Additionally, the pandemic may usher in a trend
favourable to Rx: a reversal of the urbanization that
emptied out small communities. With people working remotely, more may
return to the towns they
left or move to the countryside. Gardner notes that the
pharmacy industry’s consolidation in Canada is 10
years behind the U.S., where
“the small-town community
pharmacy has effectively
disappeared.” The story in
Canada may prove to be
different. Rx—which dubs
itself “the pharmacy preservation society”— hopes
that by making independent
drugstores more profitable,
they’ll remain a Main Street
fixture, says Gardner. “We
may see a re-emergence of
community pharmacy.”
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They make the pandemic uniform of choice for many women. But success sprung
from using social media as a listening device, not a megaphone
BY STACY LEE KONG

TESS

H Q / Richmond, B.C.

When Ashley Freeborn and
her mother, Teresa, started
Smash + Tess in the spring
of 2016, they thought they’d
be selling cute, comfortable
and affordable pyjamas. But
when the now-famous Sunday Romper appeared in the
company’s first fall collection, the pair quickly recognized their star product.
“The romper took off,”
Freeborn says. “So very
early on in the business, we
pivoted and started to create what we call ‘everywear,’
which is clothing that [can]
transition from the sheets
to the street, as we say. We
realized that women had no
problem investing in good
quality clothing, if it’s something that we could get a lot
of wear out of.”
It was a smart decision.
Though the company does
sell tops, bottoms, dresses
and robes, the now-ubiquitous one-piece garment,
which costs between US$119
and US$135, is its top seller
and the driving force behind
its massive growth.
Neither mother nor
daughter had a background
in fashion, but they’d spent
a long time thinking about
pyjamas. Wearing matching
PJs on Christmas morning
was a family tradition, but

their core customer is, and
what she cares about—and
everything they do or say
aligns with that.”
That’s true of the actual
product; the company’s customers want inclusive sizing, and long-lasting fabric
and construction. They also
want comfortable clothes
that are a little cooler than
your run-of-the-mill leggings or athletic wear. So,
every garment comes in
XXS to XXL (and, soon,
XXXL). The rompers are
made of a sustainable bamboo and Tencel rayon that
retains its shape and softness over time. They’re
meant to look just as good
on a girls’ night out as they
do the next morning in the
school drop-off line.
But the engagement is also

N o. /

about shared values. Smash
+ Tess’s target audience—
women between the ages of
20 and 40—want rompers,
but they also want to shop
at companies that share
their beliefs. That’s why the
brand’s garments are made
by a team of B.C. tailors who
are all paid a fair wage. Its
Instagram page is populated
with a diverse range of people who represent different
shapes, ethnicities, sizes

PHOTOGRAPH PHILIP CHEUNG

SMASH

they had grown frustrated
at the lack of options. They
wanted comfortable sleepwear that was fun but not
cutesy, a combination that
was hard to find. After Freeborn attended the Vogue
Summer Intensive Course
at Condé Nast College of
Fashion & Design in London, U.K., the duo decided
to launch their business.
Now, the company reports
three-year revenue growth
of 4,922%. In addition to its
direct-to-consumer sales, its
offerings are sold by more
than 200 retailers across
Canada, including Indigo
and Well.ca. And its community of #SmashTessGirls
is constantly growing—the
brand has a popular blog,
60,000 newsletter subscribers and 186,000 Instagram
followers. In fact, Freeborn
still devotes time every day
to messaging with customers; she sees the company’s
Instagram page as a space
for discussion and support,
not just a source of cute
loungewear.
“Instagram in particular
has been a top driver for us.
I think the reality of our Instagram strategy is authenticity. Where a lot of brands
are very curated, we tend to
use it as a shared community space,” she says.
T h a t e n ga ge m e n t h a s
been a key driver of the
company’s success. “If you
look on Amazon, there are
dozens or even hundreds
of competing romper products, and in order for customers to pay two or three
times more, they need to
have a reason,” says Eric
Janssen, an entrepreneurship expert and lecturer
at Ivey Business School.
“Smash + Tess knows who
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Ashley Freeborn
of Smash + Tess

and skin colours. In May,
the brand launched a collection of gender-neutral,
size-inclusive bridal party
rompers in collaboration
with Jessica Mulroney—
then just as quickly ended
the partnership when news
broke that Mulroney had
threatened Toronto lifestyle
influencer Sasha Exeter’s
livelihood. And over the
past three years, it has fundraised and donated more

than $100,000 to charitable
organizations.
“This has become so important because it’s so easy
to find competing products that are also de-cently
made, ship quickly and,
frankly, look quite similar,”
Janssen says. “Finding a
brand that is more expensive but does have a face, a
voice and truly does care
means that customers are
willing to spend more for the

story that aligns with their
own beliefs.”
Freeborn does acknowledge that the pandemic has
been good for business. During lockdown, loungewear
and athleisure saw huge
spikes in popularity among
online shoppers. According
to data by Adobe Analytics,
which tracks top retailers,
sales of pyjamas rose 143%
between March and April,
while sales of pants and bras

dropped by 13% and 12%,
respectively. “We were in
the same boat as everybody
else: really scared, not sure
how COVID was going to
hit. And then literally overnight, we started to see our
orders double and triple
every day,” she says.
But Smash + Tess is also
a (mostly) direct-to-consumer company, and that
community space is instrumental in driving sales.
The brand operates on a
pre-order model, where
new drops are announced
to existing customers, who
rush to place their orders
before each item sells out.
This helps reduce waste—
but it also creates hype,
especially around the Sunday Romper, which is forever selling out.
“We never set out to have
a scarcity model, but we’ve
created it unintentionally,”
Freeborn says, comparing
it to a smaller-scale Apple
drop or release from Yeezy,
Kanye West’s clothing line.
“It speaks to what the consumer is willing to sacrifice
for quality clothes.”
Freeborn’s next move is
to open a distribution centre in Los Angeles, which
will help the company make
inroads into the U.S. market. But even as she plans
for greater growth, she’s
still hyper-focused on what
customers want, especially
in a post-pandemic world
where online shopping will
be even more important.
And that presents its own
challenges, particularly
when consumers can’t try
clothes on before they buy.
“There’s all kinds of fun
things to explore, like being
able to virtually try things
on,” she says. “But I think
if you’re going to ask someone to spend 120 bucks on a
romper, it better fit.”
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Selling meat online might sound like a dodgy proposition. But not when you connect
farmers with consumers eager to eat local—and then wrap it in an appealing box
BY JOE CASTALDO

H Q / Kitchener, Ont.

A few hundred cattle graze
the fields at Heritage Cattle
Co. in Keene, Ont.
Aaron MacDonald, along
with his brother and dad,
has operated the grass-fed
beef operation, just a couple
of hours east of Toronto,
since 2007. A few years ago,
they decided to start selling
meat online. Customers had
been asking about delivery,
and the world was becoming
increasingly digital, after all.
Things did not go well.
The number of orders
was unpredictable—10 in
one week, just a single order
the next. They had to pack
the boxes themselves, stuffing each with dry ice. The
farmers schlepped meat to
Purolator or directly to a customer’s home, which occasionally meant a 45-minute
trek to deliver a couple of
boxes of liver. They soon
realized e-commerce and
delivery were more trouble
than they were worth, and
gave up. “We’re really good
at farming,” MacDonald
says, “but when it came to
the online thing and the
logistics behind getting frozen products to people in an
efficient way, we struggled.”

able and contributing to
a boost in sales. “There’s
been a huge increase since
we started with TruLocal,”
MacDonald says.
Lafleur, 29, credits TruLocal’s growth to a few factors. Mainly, it has a clear
purpose and a well-defined
brand that taps into a number of current food trends—
convenience, the popularity
of high-fat and low-carb keto
diets and, most importantly,
the desire to eat locally and
know where your food is
coming from. “If we just sold
N o. /

meat online, you’d probably
feel a little bit grossed out,”
Lafleur says. So he frames
the company’s mission differently. “We’re all about
connecting you directly to
local producers,” he says,
“and that resonates with
people.” That promise is
reflected in the company’s
name and website, which
profiles suppliers.
There have been other
meat delivery services, and
TruLocal is aware of and
learning from those previous attempts. While com-
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Over the years, various
companies solicited the
MacDonalds, armed with
pitches about how to take
their business online. The
family always declined,
burned by their past experience and preferring to
focus on farming. Still, when
Marc Lafleur, from a company named TruLocal, got in
touch, MacDonald had heard
so many pitches that he was
ready to give in. “Marc came
across like he’s going to give
it his all, and this company
is his baby,” he recalls. “He’s
very, very passionate. I was
like, ‘Okay, this guy is gonna
go for it.’”
Lafleur co-founded TruLocal in Kitchener, Ont., in
2016 and serves as CEO. It’s
essentially an online meat
vendor, buying from suppliers like Heritage. Its customers, in turn, assemble orders
online, choosing from frozen beef, pork, chicken and
fish products. The company
ships an insulated box to
their door. Revenue has ballooned nearly 3,700% over
the past three years, with
most of the firm’s customers
in Ontario. (British Columbia and Alberta are growing
markets.) “Farmers focus
on raising animals, and for
them to focus on trying to
get all this online exposure is
tricky,” Lafleur says. “We’ve
rallied these farmers in one
location and built demand
and credibility that way.”
For suppliers like Heritage, TruLocal offers another
sales channel. At least 30%
of Heritage’s orders are
routed through the online
platform, providing a steady
income stream in an industry that can be unpredict-
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Marc Lafleur,
co-founder of TruLocal

pleting a bachelor of science
degree at the University
of Waterloo, Lafleur took a
job as a door-to-door meat
salesman. That probably
sounds challenging enough,
but Lafleur had to convince
people to buy an entire year’s
worth of frozen meat in one
shot. An upbeat guy and a
fast talker, he discovered a
knack for sales and later ran
an office for the company in
London, Ont.
He became friends with
another employee, named
Greg Quaile, 31 , and the

two of them often traded
ideas about what could be
improved at the bulk meat
company. The adherence
to the door-to-door model
ignored the power of online
marketing. There was
upselling involved (if you’re
going to get a year’s worth
of frozen meat, you’ll probably need an extra freezer),
and there was no way for
customers to receive deliveries weekly or monthly.
The pair brought some ideas
to their bosses, but they
were rebuffed. “I think they

were looking back to what
had worked historically for
them,” Lafleur says.
But the two shared an entrepreneurial streak. Lafleur
had previously launched an
instant messaging app and
a platform for finding odd
jobs, both of which fizzled
out. He realized that if he
were going to succeed with
a business, he couldn’t treat
it like a part-time project. So
he and Quaile quit their jobs
and started TruLocal.
One of their first tasks
was securing a warehouse—

they quickly learned working out of a garage with a
chest freezer wasn’t going
to cut it—and then started
building relationships with
farmers. Explaining to “oldschool meat guys” that they
wanted to ship slabs of beef
directly to consumers was
challenging, Lafleur says.
“They didn’t want to associate their name with us. We
were really just two guys.”
But they found a few suppliers willing to take the
leap. Lafleur and Quaile,
now vice-president, walked
i n t o a c o m p a ny c a l l e d
Townsend Butchers in Simcoe, Ont., one day to try to
secure them as a pork supplier. “They said, ‘We’re
website designers with a
taste for meat,’ ” recalls coowner Steve Miedema. The
company, which Miedema
runs with his brother, had
just expanded its facilities
and had the capacity to fulfill new orders. “We thought,
Why not? We can handle
this,” he says. Townsend
Butchers now has four staff
members dedicated to TruLocal business.
A crisis hit early on when
one of TruLocal’s large courier partners dropped them
over safety concerns. Their
delivery boxes contain dry
ice; when handled improperly, it destroys skin cells,
leaving an injury akin to a
burn. “We were like, ‘This
is the worst thing ever. We
quit our jobs for this. We’ll
be out of business if we can’t
ship our products,’ ” Lafleur
says. The team scrambled
to find another courier and
luckily partnered with one
that lobbied for a regulatory
change that would allow
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them to leave dry ice at the
door without a signature.
The company says the material usually dissipates by the
time someone actually gets
their order, and disposal
instructions are included in
each TruLocal box.
That box, insulated and
painted black, with the company’s name stencilled on it,
has become something of a
totem for TruLocal. Customers have posted unboxing
videos on Instagram, along
with shots of their orders
and finished meals, all of
which has built the brand.
Those boxes are also used
to deliver a whimsical personal touch. Each one contains a new handwritten
meat-related joke—“You’re
bacon me crazy,” for example—every week. “We think
this is one of the most important things the customer
receives when they open the
box,” Quaile says. “We try to

engage with them when they
least expect it.” The company has a staff member who
has the uncanny ability to
come up with a prodigious
number of meat puns. They
have yet to recycle one, as
far as Quaile knows.
An appearance on Dragons’ Den in 2017 also helped
get the TruLocal name out.
On the show, Lafleur and
Quaile struck a deal with
M i c h e l e Ro m a n ow a n d
Joe Mimran—a $100,000
investment in exchange for
10% of the firm—although
only Romanow ended up
actually investing. She was
impressed with the founders and also by the niche
they were carving out in
the crowded food-delivery
space. “They’ve been able to
really eke out a completely
different position,” she says.
A typical meal-kit company,
for example, might charge
$60 and deliver a package

every week, making it hard
to recoup the cost of acquiring customers. But TruLocal
charges more and delivers
less frequently (the most
popular option is a $249
monthly box), which is better for profitability. “That
really changes the economics,” Romanow says.
The pandemic caused
business to skyrocket during the first few months of
lockdown. People not only
wanted to avoid grocery
stores, but they also wanted
to stock up. Frozen meat
filled the bill. The company
hired about 15 people to
help fulfill orders, and the
surge in demand has pushed
TruLocal into profitability year-to-date. “We were
planning to be profitable
this year, regardless,” Quaile
says. “It just got us there a
few months sooner.”
These days, TruLocal is
expanding beyond its origi-

nal business model. The
company recently launched
a service called TruLocal
Connect, which helps farmers set up their own online
stores to sell directly to customers—a Shopify for beef,
if you will. It’s a way to build
on the company’s ethos of
showcasing food producers. “I want to give customers more of a connection to
these people,” Lafleur says.
TruLocal will charge a transaction fee, while the farm
handles the fulfillment and
shipping. Lafleur views it as
a complementary business,
not one that competes with
the company’s core offering.
The company has signed
up a few farms to TruLocal
Connect, including MacDonald, despite his past
bad luck. “I’m just going to
lean on TruLocal and their
expertise,” MacDonald says.
“They’ll definitely steer us in
the right direction.”
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High cost of smartphones drives
growth for repair chain Mobile Klinik
Company sees boost in consumer and corporate repairs as it expands across Canada
ith many new smartphones
W and
tablets priced at $1,000

or more, cost-conscious consumers
and companies are looking to repair
rather than replace their broken
devices.That’s where the Mobile Klinik
Professional Smartphone Repair chain
comes in, specializing in guaranteed,
‘while-you-wait’ repair and care of
smartphones and tablets.
“When phones are that expensive,
you need a good repair solution and
a good professional operation,” chief
executive ofﬁcerTim McGuire says.
Toronto-based Mobile Klinik is
Canada’s largest and fastest-growing
professional smartphone and tablet
repair, care, sales and services retail
chain. In the past three years alone,
the company has grown a “dramatic”
2,326 per cent, Mr. McGuire says. It has
84 stores in shopping malls, Walmarts
and other high-trafﬁc retail locations in
eight provinces — with plans to have 90
stores and be in all 10 provinces by the
end of the year.
“We go where the trafﬁc is,” Mr.
McGuire says of the company, which
has about 350 employees. “We have
cemented our position as the No. 1
player across Canada.”
The company plans to reach 140
stores by the end of 2021, and a
minimum of 200 across Canada by the
end of 2022, reaching every community
with a population of 30,000 or more.
Mobile Klinik was founded in
2015 by Canadian wireless and retail
industry leaders who saw a need for
a trustworthy, national repair chain. It
started with one store in Ottawa, then
one inToronto, and expanded rapidly
by opening dozens of new locations
across Canada and through several

1110161301.ad 1

acquisitions, including six-to-ten location
chains operating in Alberta, Ontario and
Quebec.
Mobile Klinik has “a lot more growth
ahead,” Mr. McGuire says.
“Mobile Klinik is the repair partner
of choice for virtually every device
manufacturer, carrier and many deviceprotection insurance providers; now
we’re increasing our focus on corporate
and government organizations,” he
adds. “In a time when employees are
working from home and access to
the company IT group is limited, it’s
more important than ever to have a
reliable repair solution to keep everyone
connected and productive.”
Mobile Klinik is broadening its
corporate business, which includes
helping companies repair, protect and
replace their company phones or tablets
— and save money.
Companies can send their devices
to Mobile Klinik for service or direct

Mobile Klinik chief
executive ofﬁcer
Tim McGuire says
the company
has experienced
“dramatic” growth
in recent years as
consumers and
companies look
to repair, rather
than replace, their
smartphones and
tablets.

employees to get devices ﬁxed at any
Mobile Klinik location on a corporate
repair plan, with discounted pricing,
special product offers, and either
central billing to the company or
employee reimbursement through
expense accounts.
“For business accounts, Mobile Klinik
takes a lot of hassle and administration
off the IT and accounting departments,
which already have enough things to
worry about – and saves the company
money” Mr. McGuire says.
The company has increased the
number of corporate accounts by about
50 per cent year-over-year and expects
to more than double that business each
year over the next few years.
Mobile Klinik is also one of
the largest buyers and sellers of
refurbished mobile phones in Canada,
where Mr. McGuire says there’s been
a “massive increase in demand” that’s
doubling year-over-year.
“Two-and-a-half years ago, we
weren’t in the used-phone business
and now it’s a signiﬁcant portion of
our overall business and the fastestgrowing part of the business,” he says.
“For companies that require employees
to ‘bring your own device’ or that need
replacements for lost or stolen devices,
we can provide a more affordable option
than buying new.”
Mobile Klinik is also expanding
the devices it services to include
laptops and wearable devices such as
smartwatches.
Mr. McGuire says Mobile Klinik will
continue to pursue new store locations
and acquisitions as part of its ambitious
growth plans, including expansion
beyond Canada.
“There’s no shortage of opportunities.”
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Selling employers on a better way to
keep workers healthy—and happy
BY ROSEMARY COUNTER

H Q / Montreal

Last December, the board
of directors of the Montreal-based telemedicine
company Dialogue met
to discuss the challenges
ahead in 2020. Specifically,
how could the firm shift the
perception of telemedicine
from being an afterthought
to the forefront of health
care? Since its founding in
2016, Dialogue had worked
hard to bolster telemedicine’s lacklustre reputation,
but the team agreed change
would take time. “We were
hoping that telemedicine
would go mainstream in
Canada in f ive to seven
years, maybe,” says Cherif
Habib, co-founder and CEO.
B ut j u s t t h re e m o n t h s
after that meeting—well,
you know.
As most businesses scrambled to stay afloat amid the
pandemic, a lucky few saw an
uptick in sales. Then there’s
Dialogue, which scaled up
to 10 times its previous size
in four weeks. “We’ve added
600 new employees in 100
days,” says Habib.
Habib started Dialogue
after earning a degree in
computer science and a
career inventing and selling medical devices. Until
recently, it was a small firm
that merged health care with
technology to provide better telemedicine. You’re not
alone if you hear the word
telemedicine and automatically think it’s a variation

on the provincially funded
toll-free phone service that
most Canadians can access,
be it Telehealth in Ontario
or Capital Health in Alberta.
Wherever you are, too
often the call goes something like this: After an inevitably long queue, the caller
is connected with a registered nurse. Now imagine,
for example, this case study
features a worrisome rash.
The nurse is not a dermatologist and lacks the credentials for a definitive diagnosis. Even if they’re 99%
sure it’s nothing to worry
about, a diligent nurse will
almost certainly err on the
side of caution and suggest
you see your doctor—or, if
you’re particularly unlucky,
h e a d to t h e e m e rge n c y
room. Despite the best of
intentions, health resources
weren’t well deployed, the
nurse’s skills weren’t used at
all, and the patient ended up
more anxious than before.
Here’s how Dialogue does
it differently: That caller
instead snaps a photo of
the rash and uploads it to
their account on the company’s app (or through a web
browser). “A dermatologist
on our team will look at it
and say either, ‘No, don’t
worry about it,’ or, ‘Yes, you
need to be seen,’ ” explains
Habib. If it’s the latter, Dialogue will then refer you
to the right medical professional in your area and,

N o. /

had to get creative.
Rather than sell directly
to consumers, Dialogue
instead partners with
employers. The benefit of
healthy employees is actually measurable in terms
of engagement and productivity. For about $10 per
employee per month, Dialogue promises reduced
absenteeism, less presenteeism (working while sick) and
fewer disability claims. The
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even better, schedule your
appointment. If you need a
prescription, Dialogue can
deliver it to your door. Two
weeks later, they’ll follow up
to make sure you’re better.
“We’re lowering the barrier
to access for people with
not-so-serious ailments
that they might otherwise
ignore,” says Habib.
Still, as any doctor will
tell you, many patients will
procrastinate for months
or even years before visiting a doctor—even if it’s a
virtual trip. And there are
other challenges in attracting online patients. Some
are concerned with privacy;
some struggle with the technology; some can’t imagine
taking medical advice from
an app. To expand the company, Dialogue’s sales team
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Cherif Habib,
co-founder and CEO, Dialogue

company used these incentives to steadily expand its
client list.
And then came COVID-19.
“Overnight we were thrust
into the mainstream,” says
Habib. “We went from offering a little-known concept to
something the health minister is talking about on TV
every day.”
Telemedicine was long
in the works and is here to
stay, says Dr. Samantha Hill,

president of the Ontario
Medical Association. “A lot
of patients are very wellserved by telemedicine,”
she says. “Think about single mothers or people who
can’t take the day off work
or people with lower mobility. Think about if you lived
way up North and now have
access to a specialist.”
And yet, as always, there
are limitations. “You need
good, high-speed internet.

You need a computer or a
smartphone, and you need
to be tech-savvy,” says Hill
And without buy-in from
the government, you need to
be employed by one of Dialogue’s clients. “Health care
in Canada is supposed to be
universal and equitable,”
Hill notes.
Dialogue has had many
conversations with governments across the country,
but a partnership has yet

to be made. In early March,
as concerns began to rise
in Canada about the novel
coronavirus, the company
launched a free service to
provide accurate information. It’s called Chloe. “If
you know how to text your
friend, you already know
how to use Chloe,” says
Alexis Smirnov, Dialogue’s
chief technology officer.
If you’re isolating in quarantine, Chloe will text you
to check in and help monitor your symptoms. And the
friendship goes both ways.
Says Smirov: “We built a system that answers questions
like, can I get COVID from
my dog? Do I need to wash
the vegetables I buy?”
Dialogue’s new 2020 challenge is keeping up with
demand. Their off ice is
empty, having gone entirely
virtual weeks before the rest
of us. Habib’s once-small
staff is now mostly people
he’s never met in person. “As
CEO, I used to know everyone’s name,” he says. “All
of a sudden there are more
new people than old people.” In hopes to keep the
small-business feel within
his ever-bigger business,
Habib has invested in what
he calls a “playbook” to promote culture and cohesiveness as they continue to
recruit across departments.
Dialogue has just surpassed 800 employees and
700 medical professionals,
and due to increased need
from patients, has hired
more counsellors and mental health providers. Any lingering telemedicine stigma
is gone, if only by necessity, and almost five million Canadian users—and
counting—have embraced
Dialogue’s virtual care.
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A defiantly different law firm—for both its clients and employees
BY CHRISTINE DOBBY

H Q / Vancouver

Leena Yousefi hasn’t spent a
penny on advertising to promote her Vancouver-based
family law practice, YLaw
Group. She doesn’t need to.
Once held back by selfdoubt and depression—she
was at one point on the
verge of flaming out of an
undergraduate degree—
Yousefi sells her business on
the strength of her outsized
persona and personal touch.
Offering this window into
her world works to showcase the kinder, gentler law
firm she’s built—one where
clients feel taken care of and
colleagues feel like family.
One morning in January,
Yousefi posted a photo of
herself on LinkedIn dressed
in her black and white court
attire and snuggling her
baby girl before she left for
the day. The post, which
included an inspirational
message to her one-yearold daughter, along with the
hashtags #workingmom,
#lawyerlife and #multitasking, attracted more than
40,000 reactions and later
prompted the BBC to feature
Yousefi in an online story
detailing how she spends
her time and money in a typical week.

She went on to share a
relatable story about her
fears and frustrations, and
offer readers a list of solutions and resources.
“She’s got a real talent for
knowing how to reach out
to people and talk to them
and engage them,” says Ari
Wormeli, a law school classmate and friend of Yousefi’s.
She convinced him to join
her as a business partner in
2017 (though she remains
the sole owner of the firm).
Accolades collected along
the way have also helped
Yousefi raise her profile. She
was included on the Forty
under 40 ranking produced
by the website Business in
Vancouver and landed on
Canadian Lawyer’s list of
the 25 most influential lawN o. /

yers, voted into the young
influencers category by the
magazine’s readers.
Yousefi also has a “definite view of how she wants
to present the business,”
Wormeli says, citing the
all-white, Apple-store-like
aesthetic of YLaw’s downtown Vancouver head office
(which was designed by her
architect husband). “It’s not
the lawyer-with-the-bookcase approach.”

PHOTOGRAPH KAMIL BIALOUS
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Over the past three years,
YLaw has roughly doubled
its contingent of lawyers to
nine, and seen its revenue
grow by 331%. The f irm,
founded in 2013, moved
into a spacious new office
in downtown Vancouver’s
Yaletown neighbourhood in
2017 and opened a second
location in the nearby suburb of Surrey.
“The reason we’re growing
is because we [promote ourselves] organically,” Yousefi
said in an interview. “I spend
over 1,000 hours a year writing content and information
on small aspects of family
law, because that’s what a
lot of people don’t find on
Google.”
Articles posted to the
YLaw website delve into
topical issues related to
child custody, separation
and divorce. Posts include
how to resolve family law
disputes during the pandemic and how to reduce
support payments if your
income has taken a coronavirus-related hit. Newly
separated spouses searching
for information on divorce
or custody often land on
the YLaw site, as do reporters—Yousefi is frequently
quoted in national and local
media, as well as in trade
magazines—and she says
the combination has helped
boost business.
The 38-year-old Yousefi
writes in a way that is both
intimate and reassuring.
“Two nights ago I had a
panic attack,” she said in a
March update during the
early weeks of the COVID19 pandemic. “I am totally
OK by the way. In fact after
following the below suggestions, I feel fantastic. Anyways, back to the attack…”
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Born in Iran, Yousefi’s early
years were marked by the
conflict of the Iran-Iraq war
and the aftermath of the Iranian Revolution. She came
to Canada with her parents
and older sister at 13. “My
childhood was spent witnessing violence, oppression and trauma. I internalized all of that.”
Leaving her friends and
adapting to a new country also took a toll. Yousefi,

struggling with depression,
almost walked away from
her undergraduate studies
at the University of Victoria. But she seems to draw
strength from a challenge;
it was her mother’s gentle
suggestion that she apply
for a job as a bank teller that
spurred her return to school.
“For her to see my career
being limited to an entrylevel position—that triggered something. I thought,

Leena Yousefi,
founder of YLaw

‘What can I do to prove her
wrong?’ ” With her sister
already on track to become a
doctor, Yousefi made a plan
to go to law school and went
on to complete both degrees
at UVic.
She started YLaw just two
years after her call to the bar
and pledged to do things differently from what she saw
at other family law firms that
pushed young lawyers to bill
long hours at all costs. “One
of my biggest concerns was
that lawyers and staff aren’t
treated as humans. When
you kill someone’s soul,
they either burn out or they
leave.” Yousefi emphasizes
employee happiness. The
firm takes a team approach
to solving client problems
and offers unlimited mental health days along with a
monthly stipend for recreational activities.
Yousefi actively looks to
recruit single mothers and
women just returning from
maternity leave—more than
90% of YLaw’s lawyers and
20 support staff are women—
as well as lawyers from different cultural backgrounds.
“Almost all of our staff and
lawyers come from different
countries,” says Yousefi, who
herself remains involved
with the Iranian community
in Canada and whose practice often involves helping
immigrant families navigate
divorce.
But her humane approach
to running her business has
not always been reflected in
the way she actually practised law. Yousefi’s previous
experience had taught her
that litigation was the way to
settle disputes. She was passionate about fighting—and
winning—cases in court.
“My clients were happy
because I was winning the
cases. But in the long-term,
I was noticing that no matter how many times we won,
there was still loss—loss of
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love and time and money.”
A major turning point
came when she was expanding her firm in 2017 and hired
marketing consultant Brad
Sherwin to research the
business. After interviews
with half a dozen previous
clients, Sherwin reported
that the major emotion most
felt when they first came to
YLaw was not, “How do I
win this case?” but, “How
did I get here?”
“There’s vulnerability and
sadness. These people are
envisioning the day of their
wedding and all of a sudden
they’re sitting in the divorce
lawyer’s office,” Yousefi says.
“As obvious as it should have
been to me, it wasn’t, because
I wasn’t going through a
divorce. I realized I have the
most important role in this
situation. I can destroy this
case by fighting, or I can help
minimize damage.”
Now she goes to court

only as a last resort or in
dangerous cases. Some of
the firm’s lawyers practise
exclusively collaborative
family law (which sees both
spouses sign an agreement
not to resort to litigation),
but most of Yousefi’s cases
take a “hybrid” approach
that starts with a four-way
meeting with the other side
and their lawyer, and can
move to negotiation and
later mediation if needed.
“We want to get to a conciliatory ending. It can be
sad and it’s okay, but it’s
going to be loving, no matter
what.”
“Family law was traditionally seen as the ‘pink ghetto’
of law practices. It was seen
as a softer, gentler practice where lawyers were
required to be pseudo-social
workers,” says Dal Bhathal, managing partner of

Toronto-based legal recruiting firm the Counsel Network. More recently, she
says, it has been recognized
as a challenging area of the
law that demands talented
lawyers.
Bhathal says demand for
family law practitioners has
been consistent “and shows
no signs of slowing down.”
In B.C., the number of lawyers who performed any
work in the family law area
has increased steadily; last
year it was more than 2,000
lawyers, according to the
province’s law society, up
from around 1,200 five years
earlier.
“Boutique law firms, in
particular, have been growing their teams,” says Bhathal, noting that most large
national firms have eliminated family law practices to
focus on corporate clients.
“But it’s also an area that
younger lawyers—and not

just women—are becoming
attracted to.”
When the pandemic first
hit in March, Yousefi says
business stalled as “everybody froze.” She keeps the
f irm’s earnings in cash,
which gave her a cushion
during the first challenging
weeks, and there has since
been a surge in breakups and
other disputes. “After the
initial shock, we started getting inquiries back. Divorce
has definitely experienced a
spike during COVID. We’re
busier than we were preCOVID,” says Yousefi, who
wants to bring more lawyers
on board.
“ S h e ’s a go - ge t t e r. It
sounds trite, but she is,” says
Wormeli. “She went out
relatively [soon after law
school] and started up this
very successful business. I
would not have advised her
to do that. Fortunately, she
knows when to ignore me.”
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How MyHealth Centre reduces wait
times for diagnostic procedures
‘By providing timely care, we can solve a lot of crises before they become crises,’
says MyHealth Centre CEO Suresh Madan

C

anadians are justly proud of living
in a country with an effective,
equitable healthcare system. But
there’s one area where our system
sometimes faces difﬁculty: timeliness
of care, particularly around wait times
for diagnostic procedures.
“Timeliness is very important in a
modern health system,” says Suresh
Madan, chief executive ofﬁcer of
MyHealth Centre. “It’s simple: if the
patient has a disease and the disease
is not attended to in time, it gets
worse. By providing timely care, we
can solve a lot of crises before they
become crises.”
That simple mandate is what led
Mr. Madan to found MyHealth Centre
in 2013. At the time, he managed a
private investment fund where he
followed with interest a major health
company that had been purchased by
a large pension fund. But there was
one part of the company’s business
the pension fund wasn’t interested in:
a small chain of six diagnostic imaging
clinics with locations in Sudbury, Sault
Ste. Marie and London, Ont.
Mr. Madan, along with several
physician friends, saw an opportunity.
They pooled their resources, acquired
the clinics and MyHealth Centre was
born.
Today, boasting 41 locations across
Ontario, with more on the way,
MyHealth Centre operates under the
provincial health system, with more
than 10,000 doctors referring patients
to its locations.
The company says its locations
are the only independent health
facilities that are accredited with
commendation. “This distinction

1109899001.ad 1

attests to the highest standard of
infection prevention, cleanliness,
safety and comfort,” the company
states.
Most procedures MyHealth Centre
offers are covered by OHIP — but it’s
in the delivery of those procedures
where the company has innovated.
One example Mr. Madan cites is
a robust analytics system that the
company has developed to predict
spikes and troughs in demand for
different services throughout the year.
“There is strong seasonality for a
lot of procedures,” he says. “So when
there are high demands for certain
things, you staff them more and keep
clinics open longer. When demand
is lower, you shift resources to other
areas that are in higher demand.”
Cold and ﬂu season is one
example; another is the annual ﬂood
of snowbirds seeking appointments
before heading south for the winter.Yet
another is the predictable summertime
spike in demand for X-rays related to
outdoor sports and activities.
“Our understanding of these

Suresh Madan,
chief executive
ofﬁcer of MyHealth
Centre, at one of his
company’s clinics in
downtown Toronto.

demand curves helps us meet demand
better, and reduce wait times,”
Mr. Madan says.
The company has also invested
in cutting-edge diagnostics tools,
bringing them to communities where
they were previously unavailable. For
example, it has pioneered the use of
nuclear diagnostic scanning on cardiac
patients in Canada, a technology that
results in lower radiation doses than
previous imaging techniques.
Its innovations have paid off.
Revenues increased to $63.8-million in
2019 from $12.1-million in 2014, while
OHIP-covered services grew to 1.95
million from 320,000 over the same
period.
Of course, COVID-19 has created
new challenges. MyHealth Centre had
650 employees before the pandemic
hit earlier this year, up from 550 a
year earlier and 45 in 2014.To manage
the extra demands from COVID-19,
another 50 people were hired in recent
months.
The company has also seen an
explosion in demand for its telehealth
division, founded in 2017. Back then,
Mr. Madan says, many doctors were
hesitant about telehealth and patients
weren’t always comfortable if a doctor
didn’t see them in person. However,
COVID-19 has changed that and
Mr. Madan believes the service will
continue to be popular beyond the
pandemic.
MyHealth Centre has begun
providing telehealth services
nationwide and is preparing for a
“brick-and-click” future, featuring
a greater marriage of online and inperson care.
“You can’t do everything remotely,”
Mr. Madan says. “You can’t take a
biopsy or an X-ray. But you can do a lot
we’re not taking advantage of now.
And this can do even more to reduce
wait times, and improve efﬁciency and
patient care, especially for patients
in remote areas.This is the next big
growth area.”

2020-09-08 3:24 PM

1 - 50

We list Canada’s Top Growing Companies by three-year revenue growth
3-YEAR
REVENUE
GROWTH
(%)

2019
REVENUE

EMPLOYEES

HEADQUARTERS

13,940

$100M-$250M

1,000

Toronto

8,602

$10M-$25M *

800

Halifax

8,090

$25M-$50M

97

Kelowna, B.C.

Operates a loyalty program for players of mobile video games

7,578

$10M-$25M

35

Montreal

Fuelled

Runs an online marketplace for buying and selling oil and gas equipment

6,661

$10M-$25M

8

Calgary

6

Flexiti

Facilitates point-of-sale loans for retail consumers

5,748

$25M-$50M

125

Toronto

7

Dialogue

Provides telemedicine services to clients’ employees and families

4,944

$10M-$25M

803

Montreal

8

Smash + Tess

Sells everyday apparel for women

4,922

$10M-$25M

26

Richmond, B.C.

9

LB.C. Studios

Develops and publishes mobile video games

4,811

$5M-$10M

38

Vancouver

10

Exzell Pharma Inc.

Acquires, markets and distributes pharmaceutical products

4,703

$5M-$10M

12

Markham, Ont.

11

Ada

Develops automated customer-service chatbots

4,380

$5M-$10M

116

Toronto

12

Nanoleaf

Designs smart lighting and home decor

4,298

$25M-$50M *

80

Toronto

13

Maple

Offers technology that allows health care providers to deliver care remotely

3,918

$5M-$10M

63

Toronto

14

TruLocal

Operates a marketplace for local meat suppliers to sell their products online

3,695

$5M-$10M

40

Kitchener, Ont.

15

FreshWorks Studio

Creates custom software for business, public and non-profit clients

3,677

$5M-$10M

92

Victoria

16

Wizmo

Provides logistics services for e-commerce retailers and distributors

3,457

$5M-$10M

20

Mississauga

3,266

$5M-$10M

RANK

COMPANY

DESCRIPTION

Rx Drug Mart

Acquires, opens and operates independent pharmacies across Canada

2

Nova Leap Health Corp.

Provides home health care services to seniors in Canada and the U.S.

3

Vitalis Extraction Technology Inc.

Designs carbon dioxide extraction systems

4

Mistplay

5

1

17

LendingArch Financial Inc.

Operates a digital platform to connect consumers with financial institutions

65

Calgary

18

Lending Loop

Runs a peer-to-peer lending platform for small businesses

2,794

$5M-$10M

34

Toronto

19

Ritestart Ltd.

Delivers institutional, commercial and industrial construction

2,742

$5M-$10M

18

Burlington, Ont.

20

No Fixed Address Inc.

Provides marketing communications services

2,506

$25M-$50M

130

Toronto

21

Mobile Klinik Pro. Smartphone Repair

Runs a chain of smartphone and tablet repair storefronts

2,325

$10M-$25M

325

Toronto

22

Emerge Commerce Inc.

Acquires and operates niche e-commerce websites

2,203

$10M-$25M

41

Toronto

23

Talent.com

Operates a job-search website active in 79 countries

2,095

$50M-$75M

215

Montreal

24

ETRO Construction

Offers residential construction management and general contracting

2,085

$50M-$75M

50

Burnaby, B.C.

25

Wellington Group of Companies

Offers transportation and supply chain management services

2,075

$25M-$50M

114

Puslinch, Ont.

26

Marlin Spring

Acquires, develops and manages residential properties

2,066

$100M-$250M

136

Toronto

27

Vive Crop Protection

Develops and manufactures crop protection products

2,060

$2M-$5M

32

Toronto

28

Icentia

Manufactures medical testing devices

1,998

$2M-$5M

100

Quebec City

29

Olsa Tools

Manufactures and sells professional hand tools and tool organizers

1,968

$2M-$5M

15

Nisku, Alta.

30

Eblock

Operates an online automotive auction platform

1,956

$10M-$25M

300

31

Jacked Factory

Develops and sells sports nutrition products online

1,823

$25M-$50M

22

St. John’s, Nfld

32

Sonar Software Inc.

Develops billing and operations software for businesses

1,794

$5M-$10M

43

DeBolt, Alta.

1,622

$2M-$5M

Toronto

33

Encircle Inc.

Makes property insurance software for carriers, adjusters and contractors

59

Kitchener, Ont.

34

Highstreet Ventures Inc.

Develops, builds and operates rental apartments

1,543

$25M-$50M

54

Kelowna, B.C.

35

Viral Nation

Operates a media agency specializing in influencer marketing

1,530

$25M-$50M

100

Mississauga

36

Canadian Plasma Resources

Collects plasma and develops therapies to treat various health conditions

1,429

$2M-$5M

61

Oakville, Ont.

37

Intellijoint Surgical Inc.

Develops and sells surgical navigation solutions for joint replacements

1,397

$10M-$25M

82

Kitchener, Ont.

Beyond Energy Services & Technology

Provides managed pressure drilling services to oil and gas companies

1,368

$25M-$50M

144

38

Calgary

39

VanHack

Provides recruiting services for companies seeking technology workers

1,314

$2M-$5M

32

Vancouver

40

LiveBarn Inc.

Streams video and audio from amateur and youth sports to subscribers

1,283

$5M-$10M

14

Montreal

41

Wavo

Offers marketing and analytics services for clients in entertainment

1,268

$5M-$10M

63

Montreal

42

Numi

Develops apparel and related products for women

1,258

$2M-$5M

8

Toronto

43

Goalcast Inc.

Publishes motivational and inspirational digital content

1,251

$2M-$5M

45

Montreal

44

B Yoga & Halfmoon (Mindful Collective)

Sells yoga products and related accessories

1,237

$5M-$10M

40

Markham, Ont.

45

Novarc Technologies Inc.

Designs and sells collaborative robots for industrial applications

1,235

$2M-$5M

23

Vancouver

46

Spinco

Operates a chain of boutique indoor-cycling studios

1,201

$5M-$10M

500

47

The Moresby Group

Offers supply chain support services

1,154

$5M-$10M

17

Toronto

48

Fishbone Analytics Inc.

Sells, implements and manages ServiceNow workflow software

1,150

$5M-$10M

30

Calgary

49

Rewind

Provides data protection software for small and medium-sized businesses

1,113

$2M-$5M

31

Ottawa

Parity Inc.

Develops software to analyze and manage energy use in residential buildings

1,107

$2M-$5M

28

Toronto

50

Toronto
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REVENUE
GROWTH
(%)

51 - 100
2019
REVENUE

EMPLOYEES

HEADQUARTERS

RANK

COMPANY

DESCRIPTION

51

AlayaCare

Creates software used by home health care agencies

1,051

$10M-$25M

400

Montreal

52

Sportlogiq

Uses AI and machine learning to collect and analyze sports data

1,041

$5M-$10M

116

Montreal

53

GuaranteedRemovals.com

Offers online-reputation management for businesses and professionals

1,037

$10M-$25M

56

Burlington, Ont.

54

Impact Drywall Inc.

Offers insulation, drywall and taping services

1,016

$5M-$10M

200

55

Partake Brewing

Manufactures non-alcoholic craft beer

1,009

$2M-$5M

56

Blackbird Interactive Inc.

Develops original and branded video games

989

$10M-$25M

230

57

HiMama

Runs an app used by daycares to share child information with parents

968

$5M-$10M

75

Toronto

58

Klue

Provides competitive intelligence software for enterprise sales teams

961

$2M-$5M *

36

Vancouver

59

Zensurance

Offers software to help entrepreneurs with commercial insurance

917

$2M-$5M

80

Toronto

60

Fencecore Solutions Inc.

Provides IT services and consulting for businesses

857

$5M-$10M

32

Montreal

61

Family Tax Recovery

Conducts retroactive personal tax reviews for consumers seeking refunds

836

$2M-$5M

35

Toronto

62

Thornhill Medical

Develops technology used in emergency, mobile and remote health care

829

$5M-$10M

44

Toronto

63

BIG (Billyard Insurance Group)

Sells home, automotive, business and life insurance

817

$10M-$25M

385

64

Borrowell

Provides online personal finance education and tools

809

$5M-$10M

60

Toronto

65

Sensibill

Provides expense-management solutions used in mobile and online banking

800

$2M-$5M

70

Toronto

66

Ontario Green Savings

Provides energy retrofit upgrades to businesses and residences

785

$5M-$10M

75

Toronto

766

15

Edmonton
Calgary
Vancouver

Welland, Ont.

67

Cortland Credit Group Inc.

Manages investments and runs a credit-based income fund

$5M-$10M

15

Toronto

68

PayBright

Provides instalment payment plans for e-commerce and in-store purchases

765

$10M-$25M

140

Toronto

69

StackAdapt

Operates a programmatic digital advertising platform

754

$50M-$75M

179

Toronto

70

Chickapea

Manufactures organic pasta made of chickpeas and lentils

744

$2M-$5M

19

71

Jane App

Develops practice-management software for health care providers

733

$5M-$10M

123

Vancouver

72

Flybits

Provides software to personalize client experiences with financial institutions

728

$10M-$25M

104

Toronto

73

FundThrough

Runs a digital platform for businesses to manage invoices and cash flow

726

$5M-$10M

55

Toronto

74

Voltera

Develops prototyping equipment used by manufacturers

718

$2M-$5M

19

Kitchener, Ont.

75

Go Logistics Inc.

Offers supply chain and logistics services, specializing in final-mile delivery

699

$25M-$50M

834

Mississauga

76

Thinkific

Develops software to create, market and sell online courses

695

$5M-$10M *

145

Vancouver

77

Platform Insurance Management Inc.

Brokers insurance for clients in construction and real estate

689

$5M-$10M

41

78

AAI Corp.

Provides staffing and technological resources for transportation clients

688

$5M-$10M

600

Mississauga

79

Loopio

Develops software to help businesses better respond to RFPs

681

$10M-$25M

145

Toronto

80

Freightera

Manages an online marketplace for freight rates

678

$10M-$25M

40

Vancouver

81

Kontrol Energy

Provides energy-management technology for smart buildings

672

$10M-$25M

70

Vaughan, Ont.

82

Daisy Intelligence

Operates AI-driven data analysis for retailers and insurance providers

669

$5M-$10M

55

Toronto

646

Toronto

83

HonkMobile

Operates an online platform to facilitate payment of parking fees

$10M-$25M

12

84

Paystone

Provides payment, loyalty, gift card, and engagement solutions to merchants

636

$50M-$75M

150

85

Vamar Construction Inc.

Designs and builds commercial and residential properties

623

$5M-$10M

86

Tulip

Develops mobile apps used primarily by retail sales associates

609

87

Jobber

Operates an app that connects consumers with home services businesses

88
89

Collingwood, Ont.

Toronto

London, Ont.

8

Toronto

$10M-$25M *

157

Toronto

600

$25M-$50M

214

Edmonton

#Paid

Operates a platform to connect social media producers with brands

590

$5M-$10M

42

Toronto

OVC Assurance

Brokers automotive, home and business insurance

587

$5M-$10M

65

Ste.-Julie, Que.

90

Ecopia.AI

Uses AI to convert high-resolution images to high-definition vector maps

582

$5M-$10M

31

Toronto

91

Open Farm Inc.

Manufactures premium pet foods

575

$25M-$50M

38

Toronto

92

Cargo Group

Provides trucking and logistics services

568

$10M-$25M

250

93

Lumen5

Offers technology that helps produce videos for social media

554

$2M-$5M

40

Vancouver

94

R2i Inc.

Provides specialized IT support, managed services and staffing

516

$10M-$25M

29

Anjou, Que.

95

ThinkData Works

Provides technology to help companies access and manage data

512

$2M-$5M

36

Toronto

96

ThinkLP

Creates loss prevention, audit and fraud analytics software

511

$5M-$10M

30

Waterloo, Ont.

97

Trulioo

Provides fraud prevention and security technology for online transactions

503

$25M-$50M

161

Vancouver

98

WithinUs

Produces and sells collagen-based health and wellness products

494

$2M-$5M

Spypoint

Designs and manufactures cellular camera systems

489

$50M-$75M

207

Knightsbridge Foreign Exchange

Offers discounted currency exchange services

482

$5M-$10M

25

99
100

* COMPANY REPORTS IN U.S. DOLLARS
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101

Roadmunk

Offers software to help teams capture feedback, prioritize ideas and plan

481

$10M-$25M

102

Toronto

102

Traxxall

Develops maintenance and inventory management systems for aviation

476

$2M-$5M *

118

Montreal

103

Dispatch

Develops software and provides workflow automation and data services

475

$2M-$5M

25

Oakville, Ont.

104

Hi-Performance Distributors

Distributes hobby products to retailers across Canada

472

$10M-$25M

12

Langley, B.C.

105

Array of Stars

Provides marketing, advertising and technology services

472

$2M-$5M

15

Toronto

106

Breakthrough Academy

Provides business education for entrepreneurs in the skilled trades

467

$2M-$5M

25

Vancouver

107

7shifts

Develops web and mobile software for restaurant staff scheduling

467

$5M-$10M *

153

Saskatoon

108

Article

Sells modern furniture direct to consumers

460

$100M-$250M *

435

Vancouver

109

Image Salon

Provides photo post-production services for photographers and brands

445

$10M-$25M

79

Montreal

110

The Logistics Factory Ltd.

Provides freight-forwarding services to Canadian importers and exporters

441

$5M-$10M

6

111

LowestRates.ca

Operates a platform that allows individuals to compare financial products

438

$10M-$25M

50

Toronto

112

OneSoft Solutions Inc.

Develops software to help oil and gas operators avoid pipeline failure

434

$2M-$5M

30

Edmonton

113

Bluewrist Inc.

Develops industrial automation technology solutions

432

$5M-$10M

90

Markham, Ont.

114

Altus Assessments

Screens academic applicants for professionalism and people skills

427

$5M-$10M

61

Toronto

115

Planbox

Develops an agile innovation management software platform

426

$5M-$10M

54

Laval, Que.

116

DSMA

Facilitates mergers and acquisitions for automotive dealers

421

$5M-$10M

36

Markham, Ont.

410

Richmond Hill, Ont.

117

RIWI Corp.

Provides data and intelligence based on citizen sentiment

$2M-$5M *

20

Toronto

118

My Construction Supply Corp.

Makes and distributes concrete accessories, fasteners and building products

405

$5M-$10M

16

Brantford, Ont.

119

WorldReach Software

Provides technology and processes for digital verification of identification

404

$25M-$50M

50

Ottawa

120

Fiix Inc.

Develops software for asset management and maintenance

401

$10M-$25M *

180

Toronto

121

Smile

Builds rewards-program infrastructure used in e-commerce

400

$5M-$10M

44

122

Creos

Designs interactive installations for public spaces

398

$2M-$5M

26

123

GoodMorning.com

Sells mattresses direct to consumers via an online storefront

398

$25M-$50M

32

124

AudienceView

Builds software and online tools used to facilitate live events

397

$75M-$100M

252

Toronto

125

Revenue Management Labs

Helps businesses set pricing and manage revenues

381

$2M-$5M

15

Toronto

126

GJG International

Produces custom parts for original equipment manufacturers

379

$2M-$5M

7

127

Henderson Brewing Co. Inc.

Operates a craft brewery

377

$2M-$5M

35

Toronto

128

Truespeed Internet Services

Provides internet, telephone and television services

362

$2M-$5M

20

Brockville, Ont.

129

Caliber Communications Inc.

Provides remote security video monitoring and reporting services

361

$5M-$10M

82

Stoney Creek, Ont.

130

CanadaWheels.ca

Operates an online marketplace for automotive wheels, tires and parts

359

$2M-$5M

17

Ottawa

131

Nomodic

Designs and builds prefabricated buildings

352

$25M-$50M

90

Calgary

132

Bananatag

Develops employee-communication software

350

$5M-$10M

105

346

Kitchener, Ont.
Ste-Bruno-deMontarville
Edmonton

Oakville, Ont.

Kelowna, B.C.

133

Laurus Investment Counsel Inc.

Provides portfolio management services

$2M-$5M

10

Toronto

134

District M Inc.

Operates a digital advertising exchange platform

343

$100M-$250M

80

Montreal

135

Vantage Logistics Services

Provides transportation services, specializing in paper products

336

$10M-$25M

136

The Unscented Company

Sells unscented and refillable home and body-care products

333

$2M-$5M

137

Levio Conseils Inc.

Consults businesses on technology and organizational management

332

$50M-$75M

800

Quebec City

Media One Creative

Creates video content, produces events and operates a network of creatives

331

$5M-$10M

300

Toronto

138

150
13

Dorval, Que.
Montreal

139

YLaw

Offers legal services, specializing in family law

331

$2M-$5M

20

Vancouver

140

Bloom

Provides digital marketing services for businesses

330

$5M-$10M

46

Montreal

141

Docebo Inc.

Creates electronic learning software for businesses

321

$25M-$50M *

405

Toronto

142

Prodigy Education Inc.

Produces a curriculum-aligned video game that helps children learn math

320

$25M-$50M

347

Oakville, Ont.

143

Adroit Overseas Enterprises Ltd.

Processes, trades, imports and exports agricultural crops

320

$75M-$100M

29

Surrey, B.C.

144

Tina Davies Professional

Designs and makes tools and pigment for permanent makeup

316

$5M-$10M

15

Toronto

145

Blackline Safety

Develops technology used to monitor worker safety

316

$25M-$50M

230

Calgary

146

MatchBox

Offers recruiting services, specializing in technology professionals

315

$10M-$25M

100

Vancouver

147

TouchBistro

Provides point-of-sale software for restaurants

314

$25M-$50M

429

Toronto

148

Waste Solutions Canada

Offers waste management and recycling solutions to organizations

308

$5M-$10M

35

London, Ont.

149

Agri-Neo

Develops solutions used by food manufacturers to reduce contamination

308

$5M-$10M

30

Toronto

150

Zoom Painting

Paints new homes, high-rise residences and commercial buildings

305

$2M-$5M

150

Calgary
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151

Sampler

Helps brands deliver product samples to consumers

301

$2M-$5M

22

Toronto

152

Diff Agency

Builds custom themes, apps and system integrations for e-commerce

301

$10M-$25M

96

Montreal

153

COMsolve

Provides technical services for clients in telecommunications

301

$5M-$10M

55

Richmond Hill, Ont.

154

Fleet Optics Inc.

Provides final-mile delivery software, analytics and transportation

297

$10M-$25M

396

Mississauga

155

Inflector Environmental Services

Provides building abatement, remediation, demolition and related services

296

$25M-$50M

340

Ottawa

156

Mobials Inc.

Provides technology, data and services to help consumers purchase vehicles

294

$2M-$5M

157

Herbaland Naturals Inc.

Manufactures natural nutraceutical gummies

294

$10M-$25M

135

Richmond, B.C.

158

SolutionStack

Provides IT hardware, software, consulting and managed services

290

$10M-$25M

19

Vaughan, Ont.

159

sMedia

Develops digital technology used by automotive dealerships

287

$5M-$10M

84

Regina

160

Assent Compliance

Provides software used to manage data and risk within supply chains

286

$25M-$50M

545

Ottawa

161

Illogika Studios Inc.

Develops video games and immersive experiences

286

$5M-$10M

61

Montreal

162

Embr

Offers product sampling and experiential marketing for beverage brands

285

$5M-$10M

2,150

163

Search Realty Corp.

Brokers residential real estate

284

$5M-$10M

300

164

SendtoNews

Distributes sport-related video content to publishers

283

$25M-$50M *

40

Victoria

165

Rentsync (Landlord Web Solutions Inc.)

Provides marketing software and services for rental properties

283

$5M-$10M

53

St. Catharines, Ont.

166

Green Standards Ltd.

Helps firms redistribute surplus office furniture, equipment and supplies

279

$10M-$25M

25

Toronto

269

Vancouver

52

London, Ont.

Toronto
Mississauga

167

Tru Earth (My Passion Media Inc.)

Manufactures eco-friendly laundry detergent strips

$5M-$10M

55

168

Squeeze Studio Animation

Provides 3D animation and computer graphics used in film and video games

268

$10M-$25M

170

Quebec City

169

LED Smart Inc.

Manufactures LED lighting technology

266

$10M-$25M

85

Surrey, B.C.

170

Operatic Agency

Operates a digital brand experience agency

263

$5M-$10M

25

Hamilton

171

NewFound Recruiting Corp.

Provides professional placement services and consulting

260

$10M-$25M

20

Ottawa

172

Searchlight Pharma

Acquires, commercializes and develops health care products

260

$5M-$10M

17

Montreal

173

Canadian Mortgages Inc.

Offers private mortgage financing and alternative investments

255

$5M-$10M

36

Mississauga

174

Thoughtexchange

Creates software to crowd-source answers to questions in real time

255

$10M-$25M

159

Rossland, B.C.

175

Underdog Studio Ltd.

Produces and manages digital marketing initiatives

255

$2M-$5M

15

Toronto

176

Humanify 360

Recruits employees for businesses

251

$2M-$5M

29

Montreal

177

Trans Expert Inc.

Provides freight hauling services

245

$50M-$75M

150

Milton, Ont.

178

Zoocasa

Offers a suite of real estate services for buyers, sellers and renters

244

$5M-$10M

129

Toronto

179

ConnectCPA LLP

Provides online accounting and bookkeeping services for businesses

243

$2M-$5M

30

Toronto

180

Oakwyn Realty Ltd.

Brokers real estate for homebuyers and investors

243

$25M-$50M

435

181

Wolf Advanced Technology

Designs and builds video and AI modules for military and aerospace

242

$5M-$10M

67

Stouffville, Ont.

182

KW Signs

Manufactures metal sign frames

239

$2M-$5M

25

Kitchener, Ont.

236

Vancouver

183

Nucleom

Offers testing services for natural resource and energy clients

$25M-$50M

79

Quebec City

184

Canadian Down & Feather Co.

Manufactures and sells down, feather and alternative bedding products

236

$5M-$10M

22

Toronto

185

Lightenco

Sells lighting and energy efficiency products and services

233

$2M-$5M

21

Ottawa

186

Canada Drives

Offers automotive, mortgage and personal financing tools

228

$100M-$250M

425

Vancouver

187

Sinobec Trading Inc.

Co-ordinates international trading of metals

226

$50M-$75M

150

St-Laurent, Que.

188

Surex

Brokers home, auto and business insurance online

225

$10M-$25M

130

Magrath, Alta.

189

Affinity

Provides IT recruiting and consulting services

222

$25M-$50M

225

Vancouver

190

Nova Staffing Inc.

Recruits staff for food, transportation, logistics and manufacturing roles

220

$5M-$10M

225

Brampton, Ont.

191

The Food Dudes Hospitality Group

Caters events and operates quick-service food outlets

214

$10M-$25M

250

Toronto

192

Fronsac Real Estate Investment Trust

Invests in and rents out commercial real estate

214

$5M-$10M

3

193

CHICC

Finances home improvements for property owners

213

$10M-$25M

25

Mississauga

194

AXSource

Manages and implements IT systems used in industrial applications

213

$5M-$10M

48

Oakville, Ont.

195

A+

Designs, engineers and builds properties

212

$25M-$50M

50

Montreal

196

Clearbridge Mobile

Develops mobile apps for businesses

212

$10M-$25M

100

Vaughan, Ont.

197

Big Country Raw

Manufactures and distributes frozen raw pet food and supplements

211

$10M-$25M

75

Smithville, Ont.

198

Genyk Inc.

Manufactures polyurethane foam insulation systems

209

$25M-$50M

20

Shawinigan, Que.

199

Jelly Marketing

Offers digital marketing and public relations services

208

$2M-$5M

15

Fort Langley, B.C.

200

Solutions Techso

Offers IT management and development services

207

$5M-$10M

65

Montreal

* COMPANY REPORTS IN U.S. DOLLARS

10_20_TopGrowing400_list1.indd 49

Pointe Claire, Que.

OCTOBER 2020 / REPORT ON BUSINESS 49

2020-09-08 1:02 PM

3-YEAR
REVENUE
GROWTH
(%)

201 - 250
2019
REVENUE

EMPLOYEES

HEADQUARTERS

RANK

COMPANY

DESCRIPTION

201

Think Research Corp.

Offers data and digital tools for health care clinicians

207

$10M-$25M

197

Toronto

202

Introspect Technology

Designs and manufactures test and measurement equipment

202

$5M-$10M

27

Montreal

203

Daily Hive

Runs digital publications serving major Canadian cities

201

$5M-$10M

100

Vancouver

204

AcuityAds

Develops technology used by marketers to manage digital advertising

201

$100M-$250M

200

Toronto

205

Martello Technologies

Develops digital experience monitoring technology

197

$10M-$25M

100

Ottawa

206

Traction on Demand

Provides enterprise software consulting and application development

195

$75M-$100M

207

Right at Home Canada

Offers in-home care for physically and cognitively challenged individuals

194

$10M-$25M

1,100

208

Pivotree

Designs, builds and runs commerce technology solutions

194

$50M-$75M

280

209

Generis Group

Plans, produces and executes business conferences

192

$10M-$25M

55

210

Geotab

Develops telematics solutions used in fleet management

191

$250M-$500M * 1,248

Oakville, Ont.

211

Argyle Public Relationships

Provides public relations consulting services

190

$10M-$25M

92

Toronto

212

Jupiter Avionics Corp.

Designs and manufactures airborne audio communications equipment

190

$2M-$5M

23

Kelowna, B.C.

213

Chrono Aviation Group

Runs a charter airline and provides related services

189

$25M-$50M

250

Quebec City

214

Gsoft

Develops workplace improvement software

189

$50M-$75M

268

Montreal

215

ThinkOn

Delivers data management and information technology asset protection

188

$10M-$25M

73

Toronto

216

Impact Recruitment

Provides recruitment and staffing services across Canada

188

$5M-$10M

63

Vancouver

186

721

Burnaby, B.C.
Burlington, Ont.
Toronto
Toronto

217

O’Doughs

Manufactures gluten-free, vegan and allergen-friendly baked goods

$10M-$25M

75

Toronto

218

Fuze HR Solutions Inc.

Offers recruiting and staffing services

185

$25M-$50M

84

Montreal

219

Ook Enterprises Ltd.

Provides full-stack managed IT services

185

$2M-$5M

5

Vancouver

220

HomePro Pest Control

Provides pest control services for residential and commercial clients

184

$2M-$5M

25

Markham, Ont.

221

BlueBird IT Solutions Inc.

Provides IT and managed services for clients in health care

183

$5M-$10M

45

Toronto

222

Lane Four

Delivers boutique Salesforce consulting services

183

$2M-$5M

17

Toronto

223

Alliance Zone Inc.

Sources, trades and exports grains and seeds

182

$10M-$25M

5

224

MonetizeMore

Provides advertising technology for online publishers

181

$2M-$5M *

160

White Rock, B.C.

225

Financeit

Offers point-of-sale financing for home improvement, vehicles and retail

181

$50M-$75M

230

Toronto

226

Pulp & Press

Produces cold-pressed juices, vegan probiotics, smoothies and cleanses

179

$2M-$5M

227

Righteous Gelato

Manufactures and sells gelato and sorbetto

178

$10M-$25M

45

Calgary

228

RecycleSmart

Provides tech-supported waste diversion and recycling management

178

$25M-$50M

50

Richmond, B.C.

229

Curate Mobile Ltd.

Offers data-driven mobile marketing services

176

$10M-$25M

16

Toronto

230

Top Hat

Operates a teaching platform for professors to facilitate online learning

174

$25M-$50M *

375

Toronto

231

Feenics Inc.

Creates access-control software used by businesses

174

$5M-$10M

25

Ottawa

232

Gentai Capital Corp.

Provides specialized asset management services

171

$10M-$25M

20

Richmond, B.C.

171

9

Longueuil, Que.

London, ON

233

Kinova

Designs and manufactures assistive robotic technologies

$25M-$50M

172

Boisbriand, Que.

234

MDOS Consulting Inc.

Provides cybersecurity consulting to businesses and government

170

$2M-$5M

25

Ottawa

235

Bold Commerce

Develops e-commerce software and apps

169

$25M-$50M

315

236

Starshot

Provides business-to-business marketing services for technology firms

169

$10M-$25M

38

Toronto

237

Equium Group

Develops, manages, markets and leases real estate properties

168

$2M-$5M

30

Calgary

238

Metropolitan Movers

Provides moving and storage services across Canada

168

$2M-$5M

45

Vaughan, Ont.

239

KEY Education

Offers university and private-school admissions consulting to students

167

$2M-$5M

35

Vancouver

240

Marina Del Rey Foods

Packs wild seafood and manufactures natural and organic food products

167

$50M-$75M

50

Laval, Que.

241

Copperleaf

Provides decision analytics for managing critical infrastructure

167

$25M-$50M

281

Vancouver

242

Fleet Complete

Develops fleet telematics and connected vehicle technologies

167

$100M-$250M

812

Toronto

243

MaxSold Inc.

Facilitates online estate and downsizing auctions

167

$5M-$10M

400

Kingston, Ont.

244

Expert’ease Productions

Provides audiovisual rentals and services for events

166

$5M-$10M

60

Montreal

245

Indochino

Sells custom menswear online and through bricks-and-mortar stores

165

$100M-$250M

710

Vancouver

246

Surgically Clean Air Inc.

Supplies air purifiers for commercial, industrial and residential use

165

$2M-$5M

247

Coveo

Designs AI-powered software to predict content relevant to users

163

248

Aliya’s Foods Ltd.

Manufactures frozen Indian appetizers and meals

249
250

Winnipeg

48

Mississauga

$75M-$100M

504

Quebec City

162

$25M-$50M

210

Edmonton

Masontops Inc.

Develops, sells and markets consumer packaged goods

162

$2M-$5M *

6

Carbon60

Provides managed cloud services for mid-market and enterprise firms

159

$10M-$25M

80

Toronto
Richmond Hill, Ont.
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251

Pagefreezer

Archives web and social media posts for firms and government agencies

157

$5M-$10M

55

Vancouver

252

The Regan Team

Provides real estate services for homeowners and investors

156

$2M-$5M

33

Mississauga

253

Wish Collaboration

Delivers audio, web and video conferencing and collaboration services

156

$10M-$25M

22

Mississauga

254

XRM Vision

Designs and implements customer relationship management technology

155

$5M-$10M

60

Montreal

255

Ratehub Inc.

Operates digital properties to help Canadians manage personal finance

155

$10M-$25M

155

Toronto

256

Eleven-x Inc.

Provides wireless IoT products and services to cities and campuses

150

$2M-$5M

27

Waterloo, Ont.

257

M.I.T. Consulting

Provides managed IT and cybersecurity services

149

$5M-$10M

20

Toronto

258

Ciao

Offers IT and web consulting services

149

$5M-$10M

77

Quebec City

259

Dig Insights Inc.

Provides research technology and delivers consumer insights

148

$10M-$25M

95

Toronto

260

Acentury Inc.

Creates technologies to design, test and build telecommunication networks

148

$5M-$10M

23

Richmond Hill, Ont.

261

Openmind Technologies Inc.

Consults organizations on IT infrastructure and processes

145

$5M-$10M

58

Blainville, Que.

262

A Thinking Ape Entertainment Ltd.

Creates free-to-play games for mobile devices

145

$25M-$50M

75

Vancouver

263

DPM Energy Inc.

Provides utility engineering services

143

$5M-$10M

58

Vaughan, Ont.

264

Whitewater Brewing Co.

Brews and sells beer, and operates two brew pubs

143

$5M-$10M

75

Foresters Falls, Ont.

265

CRG Energy (Garneau Group Inc.)

Provides capital, staffing and payroll support for the nuclear industry

143

$50M-$75M

363

Kincardine, Ont.

266

AVShop.ca

Wholesales and retails professional audiovisual equipment and supplies

142

$10M-$25M

15

Markham, Ont.

138

Toronto

267

JMIR Publications Inc.

Publishes medical research journals

$5M-$10M

30

268

LPI Mechanical Inc.

Provides design/build, HVAC and plumbing services

137

$10M-$25M

150

269

Canada Goose

Manufactures and sells luxury outerwear

137

$750M-$1B

4,808

270

Electrimat

Distributes electrical materials to contractors and industrial clients

137

$25M-$50M

70

La Prairie, Que.

271

Osedea Inc.

Delivers artificial intelligence, web, mobile and other digital solutions

137

$2M-$5M

35

Montreal

272

The Mark

Provides marketing services to corporations

136

$2M-$5M

25

Toronto

273

Vendasta

Runs a platform that lets clients develop digital properties

135

$25M-$50M

274

Bridgit Inc.

Develops software to facilitate management of construction projects

135

$2M-$5M

275

Simply Green Home Services Inc.

Provides financing for energy-efficient HVAC systems

134

$50M-$75M

140

Toronto

276

First Light Technologies Ltd.

Designs and manufactures solar-powered outdoor commercial lighting

133

$5M-$10M

23

Victoria

277

Baskits Inc.

Designs, manufactures and delivers gift baskets

132

$10M-$25M

100

Toronto

278

Seoplus+

Delivers marketing campaigns to small- and mid-sized businesses

132

$2M-$5M

30

Ottawa

279

Mactrans Logistics Inc.

Provides third-party logistics services across North America

131

$10M-$25M

30

Vaughan, Ont.

280

Northern Commerce

Operates a digital agency specializing in omnichannel retail experiences

129

$5M-$10M

65

London, Ont.

281

Giatec Scientific Inc.

Develops mobile technology used in construction materials

128

$2M-$5M

50

Ottawa

282

Precision Fab Inc.

Manufactures packaging for the automotive industry

127

$25M-$50M

125

395
49

225

Brampton, Ont.
Toronto

Saskatoon
Kitchener, Ont.

Aylmer, Que.

283

Debian Information Technology Inc.

Delivers fully outsourced IT services for clients

$5M-$10M

55

Calgary

284

DX Event Furnishings

Rents out event furniture in Quebec and eastern Ontario

125

$5M-$10M

65

Quebec City

285

Adria Power Systems

Manufactures power equipment used in industrial and mining settings

124

$10M-$25M

75

Rouyn-Noranda

286

AirSprint Inc.

Operates a fleet of private jets used by businesses and wealthy individuals

124

$75M-$100M

142

287

Stryve Digital Marketing

Offers digital marketing services for businesses

123

$2M-$5M

12

Kitchener, Ont.

288

D2C Media Inc.

Helps automotive dealers improve their digital presence

122

$10M-$25M

60

Montreal

289

Safari Condo

Designs and manufactures small, energy-efficient motorhomes

122

$25M-$50M

153

Ste-Frédéric, Que.

290

Kettlemans Bagel Co.

Retails and caters Montreal-style bagels and sandwiches

122

$10M-$25M

190

Ottawa

291

WebSan Solutions Inc.

Delivers IT consulting and solutions

121

$5M-$10M

40

Toronto

292

DLS Technology Corp.

Offers technological systems design, support and services

121

$5M-$10M

35

Ottawa

293

X-Design Inc.

Designs office, retail and institutional interior spaces

120

$2M-$5M

37

Toronto

294

Index Exchange Inc.

Operates a global digital advertising marketplace

120

$100M-$250M *

501

Toronto

295

Worksite Safety Compliance Centre

Offers occupational health and safety training and consulting

120

$2M-$5M

296

Quesada Burritos & Tacos

Franchises quick-service restaurants

119

$5M-$10M

297

tbk

Provides digital marketing services and software

119

$2M-$5M

37

London, Ont.

298

Mintent

Offers a suite of software and digital marketing services

119

$2M-$5M

20

Vancouver

299

Isaac Operations Ltd.

Delivers management consulting focused on performance improvement

118

$5M-$10M

41

Toronto

300

AWC Solutions Ltd.

Sells industrial process equipment, specializing in water treatment

117

$25M-$50M

99

Langley, B.C.
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301

Touge Tuning

Sells, installs and services after-market automotive performance products

116

$2M-$5M

302

TWG

Provides digital strategy and custom software development services

115

$10M-$25M

138

Toronto

303

Solar Provider Group

Develops and delivers integrated solar energy projects

115

$10M-$25M

30

Toronto

304

Q4

Provides software and services used to facilitate investor relations

115

$10M-$25M *

260

Toronto

305

Pehr

Wholesales and retails decor and housewares for babies and children

114

$5M-$10M

23

Toronto

306

SuMO IT Solutions Inc.

Provides enterprise service and IT operations management

114

$10M-$25M

76

Toronto

307

Neovation Learning Solutions

Provides online training programs and tools for businesses

113

$2M-$5M

65

Winnipeg

308

3S Lighting Solutions

Designs, installs and manages building lighting systems and media facades

111

$10M-$25M

100

309

Softlanding Solutions Inc.

Provides IT services to businesses and organizations

111

$10M-$25M

75

Vancouver

310

CANEI Corp.

Sells recycled plastic raw materials

108

$2M-$5M

12

Toronto

311

Miovision

Develops technology to help cities improve and manage traffic

108

$25M-$50M

312

Tundra Technical Solutions

Provides staffing services, specializing in IT and engineering

108

$250M-$500M 3,200

Toronto

313

mform Construction Group

Provides construction and project management for commercial interiors

107

$50M-$75M

60

Toronto

314

Roelands Plant Farms

Propagates vegetable seedlings for commercial greenhouses and consumers

107

$10M-$25M

120

315

Wyse Meter Solutions Inc.

Develops tools to help manage utility consumption of buildings

107

$10M-$25M

80

316

dentalcorp

Acquires and provides business services to dental clinics

105

$750M-$1B

7,500

Toronto

105

$25M-$50M

100

Toronto

11

246

Mississauga

Pickering, Ont.

Kitchener, Ont.

Lambton Shores, Ont.
Mississauga

317

Uken Games

Develops mobile video games

318

Digital nGenuity

Offers managed IT services for businesses

104

$2M-$5M

319

Manitobah Mukluks

Designs and manufactures Indigenous footwear

103

$25M-$50M

300

Winnipeg

320

F12.net

Provides IT support for small businesses

102

$25M-$50M

200

Edmonton

321

Echelon Wealth Partners Inc.

Offers wealth management and facilitates capital market transactions

102

$50M-$75M

230

Toronto

322

Indellient Inc.

Provides software development and IT professional services

102

$10M-$25M

95

Oakville, Ont.

323

OPIN Digital

Offers guidance, design and software development

101

$2M-$5M

40

Ottawa

324

Intrigue Media

Provides digital marketing for home improvement and construction firms

101

$2M-$5M

30

Guelph, Ont.

325

The Marquee Group

Provides financial modelling training, consulting and accreditation

100

$2M-$5M

25

Toronto

326

Panthera Dental

Manufactures medical devices used in dental work

98

$10M-$25M

100

Quebec City

327

Edgenda

Consults on strategy, operations, HR, education and technology

98

$10M-$25M

158

Quebec City

328

Talent Employment Inc.

Supplies staff in the light industrial, hospitality and sanitation industries

98

$5M-$10M

100

Toronto

329

MTL Cool

Manufactures refrigerated displays for food and beverage

98

$10M-$25M

33

Chambly, Que.

330

Earthline Foundations and Shoring Ltd.

Provides construction drilling services and earth retention systems

98

$10M-$25M

35

Mississauga

331

East Side Games

Develops video games for mobile devices

98

$25M-$50M

125

Vancouver

332

TA Foods Ltd.

Processes and packages oil seed products

97

$10M-$25M

40

Yorkton, Sask.

97

19

Dartmouth, N.S.

333

Theatrixx Technologies Inc.

Manufactures and distributes sound, lighting and video equipment

$10M-$25M

65

Montreal

334

CIBT Education Group Inc.

Runs business and language schools and related real-estate services

97

$50M-$75M

620

Vancouver

335

STGM Architectes

Provides architecture and building services

95

$10M-$25M

125

Quebec City

336

Jonluca Enterprises Inc.

Distributes natural and organic food products

95

$25M-$50M

60

Vaughan, Ont.

337

Organika Health Products Inc.

Manufactures natural health and beauty products

93

$25M-$50M

143

Richmond, B.C.

338

Monkhouse Law Employment Lawyers

Practises labour and employment law

92

$2M-$5M

339

BioLytical

Develops rapid in vitro medical diagnostic kits

92

$10M-$25M

100

Richmond, B.C.

340

Book4Time

Creates business management software for spas and wellness providers

91

$5M-$10M

95

Markham, Ont.

341

MyHealth Centre

Owns and operates health care clinics across Ontario

91

$50M-$75M

605

342

Les Emballages Boxpack

Manufactures custom corrugated cardboard packaging

91

$5M-$10M

36

343

JMP Solutions

Provides automation technology and system integration for manufacturers

91

$50M-$75M

250

London, Ont.

344

Vertical Staffing Resources Inc.

Facilitates temporary and permanent staffing for industrial clients

90

$10M-$25M

788

Brampton, Ont.

345

PointClickCare Technologies Inc.

Develops and sells technology and software for senior care providers

90

$250M-$500M * 1,500

Mississauga

346

Food Service Solutions Inc.

Imports and wholesales commercial food equipment

89

$10M-$25M

24

Mississauga

347

Astrapac

Manufactures folding cartons and distributes packaging supplies

89

$5M-$10M

24

Markham, Ont.

348

Briteweb

Offers branding, digital and marketing services for social-impact groups

89

$2M-$5M

50

Vancouver

349

York Property Services Ltd.

Builds, maintains and landscapes commercial and industrial properties

88

$2M-$5M

35

Vaughan, Ont.

350

Art & Science

Offers digital marketing and advertising services

87

$5M-$10M

35

Toronto

25

Toronto

Toronto
St-Germain, Que.
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RANK

3-YEAR
REVENUE
GROWTH
(%)

351 - 400
2019
REVENUE

EMPLOYEES

HEADQUARTERS

COMPANY

DESCRIPTION

351

Mountain Sports Distribution

Wholesales powersports parts and accessories

86

$10M-$25M

20

352

D-Squared Construction

Provides paving, concrete, snow removal, landscaping and other services

85

$25M-$50M

200

Ottawa

353

Prodigy Ventures Inc.

Invests in early-stage emerging technology organizations

84

$10M-$25M

100

Toronto

354

CloseReach

Provides IT services for businesses and government institutions

84

$5M-$10M

30

Ottawa

355

Gincor Werx

Manufactures vocational trucks and specialized trailers

84

$50M-$75M

274

356

G Adventures

Runs small-group adventure travel tours

84

$500M-$750M 2,600

Toronto

357

Marketers on Demand Inc.

Recruits marketing, sales, IT and executive professionals

84

$2M-$5M

12

Toronto

358

Dynamic Manufacturing Solutions

Provides technology and services related to enterprise software

83

$5M-$10M

36

Edmonton

359

Pedalheads

Operates bike, swim and sport camps for children

83

$10M-$25M

1,800

Vancouver

360

Stemcell Technologies

Develops specialty cell cultures and related products for scientists

83

$100M-$250M

1,499

Vancouver

361

The Idea Suite

Delivers services that help facilitate innovation in companies

83

$2M-$5M

362

Harmonic Machine Inc.

Produces metal parts for manufacturers

83

$5M-$10M

363

QuickContractors.com

Arranges installation and assembly services on behalf of large retailers

83

$25M-$50M

364

Elite Digital

Provides digital marketing services for organizations

81

$5M-$10M

80

Toronto

365

Molok North America Ltd.

Makes and distributes semi-underground waste and recycling containers

79

$5M-$10M

27

Mount Forest, Ont.

366

Assurance KBD

Brokers business, automotive and home insurance

79

$2M-$5M

35

Kirkland, Ont.

367

The Wesbell Group of Cos.

Offers network infrastructure and investment recovery services

79

$50M-$75M

368

Ray

Provides advertising, marketing and branding services

79

$2M-$5M

369

TextNow

Offers ad-supported, free-for-users phone service

77

$75M-$100M

370

PharmAchieve

Provides medical education and evaluation for health-care professionals

77

$2M-$5M

40

Toronto

371

CoreHealth Technologies Inc.

Operates a software platform to manage corporate wellness programs

76

$2M-$5M

36

Kelowna, B.C.

372

Rycor Solutions Inc.

Develops business administration software for school districts

75

$2M-$5M

22

Vancouver

373

MASSIVart

Creates art-driven experiences in public, institutional and corporate spaces

75

$2M-$5M

28

Montreal

374

B.C.V Asset Management Inc.

Manages investment portfolios for individuals and small institutions

75

$10M-$25M

20

Winnipeg

375

Eight Ounce Coffee

Sources, imports, distributes and retails specialty coffee equipment

75

$5M-$10M

21

Calgary

376

Gauvreau & Associates CPA

Provides accounting, taxation, bookkeeping and virtual CFO services

75

$2M-$5M

20

Peterborough

377

Managing Matters Inc.

Offers varied management and marketing services

75

$2M-$5M

36

Toronto

378

Gusto 54 Restaurant Group

Operates restaurants in Toronto and California

74

$25M-$50M

700

Toronto

379

WordJack Media

Offers web marketing and software for small- and mid-sized businesses

74

$2M-$5M

380

Gibraltar Construction

Provides residential and commercial construction

73

$10M-$25M

100

Burnaby, B.C.

381

Auction Transport Services Inc.

Transports vehicles to and from plants, auctions and dealerships

73

$5M-$10M

40

Moncton, NB

382

New Directions Aromatics Inc.

Supplies botanical ingredients to manufacturers of personal care products

72

$25M-$50M

138

Mississauga

383

Nexus Systems Group Inc.

Recruits, places and manages IT professionals for clients

72

$50M-$75M

507

Mississauga

384

NamSys Inc.

Designs software to help banks and others manage currency and coins

72

$2M-$5M

14

Bolton, Ont.

385

Nordicity

Consults for private- and public-sector clients on strategy and policy

72

$2M-$5M

39

Toronto

386

RBR Ltd.

Develops water measurement instrumentation

71

$10M-$25M

63

Ottawa

387

Inertia

Helps clients ideate, design, manufacture and ship new products

71

$5M-$10M

36

Toronto

388

E.B. Box Co.

Manufactures folding cartons

71

$10M-$25M

44

Richmond Hill, Ont.

389

Minami Group Inc.

Imports, packages and distributes food products

70

$2M-$5M

15

Vaughan, Ont.

390

Damotech Inc.

Manufactures safety equipment for industrial storage racks

70

$10M-$25M

81

Boisbriand, Que.

391

Thermal Energy International Inc.

Sells energy-efficiency, sustainability and emissions-reduction products

70

$10M-$25M

60

Ottawa

392

Marcon Metalfab Inc.

Supplies steel and rubber components for highway bridges

70

$25M-$50M

140

Delta, B.C.

393

Nurse Next Door

Operates and franchises private-duty home care services for seniors

69

$10M-$25M

5,075

Vancouver

394

ImageX

Develops websites for academic, non-profit and business clients

69

$5M-$10M

61

Vancouver

395

Terra Cotta Foods Ltd.

Makes baked goods, granola and ice-cream sandwiches

67

$2M-$5M

52

Georgetown, Ont.

396

Candybox Marketing

Provides digital marketing services

67

$2M-$5M

21

Mississauga

397

Digital Echidna

Offers digital solutions and web development services

66

$5M-$10M

80

London, Ont.

398

B4

Creates cloud-based software for the hospitality industry

66

$2M-$5M

31

Halifax

399

EastPoint

Provides engineering, architecture and project management services

65

$5M-$10M

65

Halifax

400

Notarius

Provides electronic signature solutions for professionals and organizations

65

$5M-$10M

40

Montreal

* COMPANY REPORTS IN U.S. DOLLARS
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Golden, B.C.

North Bay, Ont.

10

Toronto

60

Chilliwack, B.C.

3,100

500

Guelph, Ont.

Mississauga

16

St. John’s, Nfld.

100

Waterloo, Ont.

35

Collingwood, Ont.
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TOP GR O WI N G CO M P A N I ES

OBJECT
LESSONS

How Canada’s Top Growing Companies
turned ideas into products
BY LIZA AGRBA
PHOTOGRAPHS BY SUECH AND BECK/JK REPS

KINOVA
Boisbriand, Que.

Build robots, but don’t forget about the humans. This design
ethos, laser-focused on the end user, is behind Kinova’s growth
(along with an aggressive export strategy—it established a
customer base in the Netherlands before its domestic market).
Kinova’s first product, launched in 2009, is a robot arm called
JACO that helps people with limited upper-limb mobility
do everything from open doors to brush their teeth and play
with their pets. The project was inspired by founder Charles
Deguire’s uncle, who had muscular dystrophy and fashioned
himself a makeshift arm to help with everyday tasks.
Kinova’s human-focused approach has propelled it into
developing robotics for industrial uses, along with medicine,
education and research. “We’re gearing up to launch our next
generation of collaborative robots for small to medium-sized
manufacturers,” says Deguire. “Productivity boosts are a
given. The real challenge is making sure the robots empower
humans, that they improve the lives of people on the factory
floor.” Their latest launch, in January 2019, was the Kinova
Gen3, a surgical-grade robot arm for the U.S. market based
on the same precise gripping and manipulation technology
that underlies JACO. Its foundational principle, as always, is
human-centric—“augment human capabilities, not replace”
is the product’s catchphrase. Gen3 has performed more than
1,000 surgeries since its launch.
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OLSA
TOOLS
Nisku, Alberta
Cut out the middleman, but don’t cut corners—that’s
Olsa Tools’ simple formula for explosive growth.
Founder Charles Marois, a DIY auto mechanic (or
self-described car tinkerer), got into the tool business when he couldn’t find a quality product to
organize his screwdriver bits for a reasonable price.
A frustrating Amazon search led to a little market
research, which revealed that the middleman was

the problem. Olsa Tools manufactures its own line
of hand tools, accessories and organizers, and sells
directly to its target market, which spans DIY and
professional mechanics.
“It’s all about taking pride in the quality of design
and functionality of our products,” Marois says.
“When developing a new product, we always ask,
is it high-quality, beautifully designed and durable? If so, we proceed to the next step.” His team
works closely with several professional heavy-duty
mechanics to test their products before manufacturing. Prices are lower than those of big-name
manufacturers thanks to the aforementioned lack
of middlemen, a strategy supported by the company’s heavy use of e-commerce for distribution.
Olsa Tools grew 1,968% in the past three years, and
Marois says they’ve done it all with no debt or external investment. Score one for dedicated tinkering.
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MIOVISION
Kitchener, Ont.

Jerry Seinfeld once wondered aloud whether traffic would one day get so bad that
it would have to start moving backward. Miovision, a Kitchener-based traffic data
company, is here to save us from that particular nightmare. Cities face an increasingly urgent congestion problem, but many still count cars with 20th-century methods like pencils and clipboards. Miovision’s founder, Kurtis McBride—a University
of Waterloo grad with a master’s degree in computer vision—saw another way.
Scout is essentially a weatherproof camera rigged out with Miovision’s proprietary AI. The system, trained with massive quantities of video data through a process called deep learning, gives a comprehensive picture of traffic going through at
a given location. It can recognize and count cars, trucks, bikes, pedestrians and even
e-scooters in real-world conditions like rain and fog. Plus, it syncs up with DataLink,
a one-stop web portal that makes for seamless collaboration between transportation
professionals.
While the firm has enjoyed healthy growth, McBride says widespread adoption of
high-tech traffic solutions is partly a matter of politics. “The best thing federal and
provincial governments could do to supercharge the civic tech economy is to enable
municipalities to modernize their civic infrastructure at a national scale,” he says.
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PARTAKE
BREWING
Calgary

Most varieties of non-alcoholic beer are an unconvincing offshoot of the real thing—an estranged third cousin more than
a sister product. Ted Fleming, the founder of Partake Brewery,
lamented this when he quit drinking in 2015. He was a bona fide
beer guy who regularly sampled craft brews before a Crohn’s
disease diagnosis forced him to give it up.
Being his own target market turned brewing non-alcoholic
beer into a passion project. Focusing on aroma, finish and the
fine flavour notes that concern craft brewers, he developed a
four-ingredient, 10-calorie can of non-alcoholic IPA and successfully pitched it on Dragons’ Den. He’s since launched four
more styles—including a malty red and deep brown stout—
entered Ontario’s Beer Store and major grocery chains, and
won four international awards for taste. “We’ve revolutionized
the industry with our laser focus on simplicity,” he says.
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THE
UNSCENTED COMPANY
Montreal
Anie Rouleau started The Unscented Company
with a blank sheet of paper in a coffee shop. She
wrote down her mission statement—reduce our
collective plastic footprint and help stop singleuse plastic packaging—next to her vision and values. That piece of paper remains the foundation of
her business. As the name indicates—streamlining
clearly being among Rouleau’s strengths—the com-

pany makes unscented home and body care products such as soap, laundry detergent and deodorant.
The product line is also biodegradable, refillable
and locally manufactured.
When it comes to The Unscented Company’s
rapid growth, Rouleau is the first to admit that timing was key. She had always been intolerant of fragrances and knew she wasn’t alone in that regard.
She was also acutely aware that the demand for climate- and health-conscious products has never been
higher. “Before moving forward with any new product idea, we always ask ourselves the same question:
Is this new product coherent with our company
mission and vision? Not many products move past
this stage,” she says. “But if they do, it means local
manufacturing is available, sustainable packaging
is possible, and most importantly, this new product
will have a positive impact on the world.”
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W E A LT H

SMART MONEY

CHRIS BEER

VICE-PRESIDENT AND SENIOR PORTFOLIO MANAGER
RBC GLOBAL ASSET MANAGEMENT INC., TORONTO

Over his career, Chris Beer has watched the price of gold
soar—albeit in fits and starts. When he worked as a
field geologist searching for gold in Newfoundland in the
late 1980s, bullion fluctuated around US$400 an ounce.
In 2003, he became portfolio manager of the RBC Global
Precious Metals Fund, which he now co-runs with Brahm
Spilfogel and Jeffrey Schok, and has $1.16 billion in assets.
Gold took off and peaked near US$1,920 an ounce in 2011,
but then plunged and only surpassed that record this past
August. The equity fund has outpaced the S&P 500 Total
Return Index in Canadian dollars over the past 15 years.
We asked Beer, 55, if investors should consider gold stocks
for dividend income and why he likes Barrick Gold Corp.
Why has gold been on a winning streak?

A weakening U.S. dollar, lower interest rates and
inflation fears are fuelling the price of gold. Massive amounts of fiscal and monetary stimulus to
combat the COVID-19 pandemic and support the
global economy may lead to inflation pressures
in the future. Inflation-adjusted interest rates on
the 10-year U.S. Treasury bond are negative. Gold
has become attractive to investors because there
is basically no income for investors in many fixedincome assets. It has become an alternative currency and a safe haven.

PHOTOGRAPH KATE DOCKERAY; SOURCE MORNINGSTAR

What is your outlook for the metal?

We don’t have a price forecast, but we look at bear,
base-case and bull scenarios. We currently see a
75% probability that gold will trend higher over the
next couple of years. Even if a COVID-19 vaccine
is developed near term, the world is still awash in
debt and future growth will likely be slow. Central banks will be reluctant to raise interest rates
too quickly as that would kill any recovery. This is
potentially bullish for gold. The inflation-adjusted
price of gold at its 1980 high of US$850 an ounce
is about US$2,700 today. I can’t see any reason we
couldn’t achieve that down the road.
Investors don’t typically buy gold stocks
for dividends. Should they?

A lot of mining companies are increasing dividends gingerly. In 2011, when gold stocks traded at
high valuations, the industry spent a lot of money
on mergers and acquisitions. Every cent miners
made went to growth. Today, their balance sheets
are stronger, they are not buying assets that don’t
make sense, and they are making commitments in
environmental, social and governance practices.
Using spot gold prices, senior producers, including

Barrick Gold, Newmont, Newcrest
Mining and Agnico Eagle Mines,
now have free cash flow yields in the
5% to 8% range. For mid-tier producers, it’s higher. And dividend yields
will probably approach 2% in 2021.
If gold goes higher, investors will get
their dividend plus capital appreciation. Share buybacks are a relatively
new phenomenon, but miners such
as Kirkland Lake Gold are increasing
dividends and buying back shares.

Legendary investor Warren Buffett
has not been a fan of gold in the
past, but his Berkshire Hathaway
conglomerate bought shares of Barrick this year.
Why is this miner attractive?

In the gold bear market of 2011 to 2015, Barrick was
the poster child for an industry suffering from poor
capital-allocation decisions. It made ill-timed and
expensive acquisitions, including a copper mine in
Zambia. Coupled with cost overruns and failure to
deliver projects on time and on budget, Barrick’s
share price suffered. Under its new chief executive officer, Mark Bristow [formerly CEO of Rangold Resources, acquired by Barrick in 2018], it has
been getting rid of inferior assets, paying down
debt and cutting costs, and hires locally at mines.
It now has strong investment discipline.
Silver tends to follow gold’s rise but is nowhere
near its 2011 peak of nearly US$50 per ounce.
How are you playing silver?

We don’t have a strong view on silver. There are
few silver mines, and a lot of silver is a byproduct of gold mining. We have owned MAG Silver
since it was a junior in 2003, but it only recently
began production at its Mexican silver mine. We
also hold SilverCrest Metals, which is developing
a mine in Mexico; Pan American Silver; and Wheaton Precious Metals, a royalty company that gets
about half of its revenue from silver. /Shirley Won
RBC GLOBAL PRECIOUS METALS FUND
ANNUALIZED % TOTAL RETURN (THROUGH JULY 31)
1-YEAR
10-YEAR
15-YEAR

7.7

88.1
13.2

S&P 500 TOTAL RETURN INDEX ($CDN)
1-YEAR
10-YEAR
15-YEAR

9.6

14.2
16.9
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FOR YOUR CONSIDERATION
PERCENTAGE CHANGE SINCE PANDEMIC LOW

CANFOR CORP.
VANCOUVER

BTC

125

(since March 12)

REVENUE (2019)
$4.7 BILLION

FANG index

(since March 18)

LOSS (2019)
$263 MILLION

S&P 500

100

(since March 23)

THREE-YEAR SHARE PRICE CHANGE
–23%

GOLD

(since March 19)
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DAYS SINCE HITTING LOWEST PRICE IN MARCH
DECODER

THINK GOLD IS A SMART BET
THESE DAYS? OK, BOOMER
Cameron and Tyler
Winklevoss may have risen
to prominence by accusing
Mark Zuckerberg of stealing
the idea for Facebook from
them, but these days they’re
better known for touting
bitcoin. So when Barstool
Sports founder and day trader
Dave Portnoy asked them to
explain the cryptocurrency to
him last month, they laid out
their out-of-this-world theory
for why bitcoin is not just an
alternative to fiat currencies
such as the U.S. dollar,
but gold as well.
As Tyler put it, there are
“billions of dollars of gold
floating in asteroids around
this planet” waiting to be
mined by Space X founder
Elon Musk. That will make
gold worthless, he claimed,
while bitcoin’s supply is
fixed. “Gold is for boomers
who don’t understand
that,” he said.
It was one of the more

direct shots taken in a
demographic divide that’s
emerged between bitcoin and
gold during the inexplicable
coronavirus-era investment
boom. In a research note
last month, JP Morgan
analysts examined the vast
sums of money flowing into
investments tied to each
alternative. “Older cohorts
prefer gold while younger
cohorts prefer bitcoin”
when it comes to betting
on a winning “alternative”
currency to the weakening
U.S. dollar, wrote analyst
Nikolaos Panigirtzoglou.
While both have been
on a tear since their March
lows, the cryptocurrency has
been the clear winner—as of
the end of August, bitcoin’s
value was up roughly 135%
compared to 35% for gold,
though it’s worth noting
the cryptocurrency is still
more than 40% below its
2017 peak and suffered a far

steeper drop than gold
during the February sell-off.
At the same time, the
generational divide has
been evident in stocks
as well, the JP Morgan
analyst wrote, with older
investors exiting equities to
load up on bond funds this
summer. Millennials poured
their money into stocks—
especially technology shares.
Score another one for the
younger crowd: The NYSE
FANG+ index, which provides
exposure to 10 tech giants,
including Apple, Tesla, Google
and Amazon, has nearly
matched bitcoin for
its pandemic returns.
As for those investors
pouring money into bitcoin
and gold, it’s unclear
how many ascribe to any
particular theory about
the unsustainability of
western fiat currencies—and
how many are scared of
missing out. /Jason Kirby

Forest products may not seem
like the sexiest of sectors, but
Canada’s largest producers
often tempt value investors
with alluringly low price-toearnings ratios, then take them
on a wild ride.
It’s an inherently volatile
business, with demand
fluctuating widely through
economic cycles. Canada’s
producers also face frequent
trade disputes with the United
States over softwood exports.
All that volatility is reflected
in lumber prices and, thereby, in
the financial results and share
prices of forest products giants.
“We know it’s a commodity,
and the price moves around,”
says Vancouver multibillionaire
Jim Pattison, who owns 51% of
Canfor Corp. and 13.8% of West
Fraser Timber Co., the country’s
two biggest producers by
volume and revenue.
The key, as in other highly
cyclical commodity sectors, is
to invest when prices are low
and strap yourself in for the
turbulence that is bound to
follow. The COVID-19 pandemic
has magnified and accelerated
the ups and downs. Before the
coronavirus hit in February, the
price of Western SPF (spruce,
pine and fir), an industry
benchmark, had languished
below US$400 per thousand
board feet for more than a year.
It then plunged below US$260
in April, but has rocketed back
up to record prices of more than
US$800 as U.S. homebuilding
has surged back.

SOURCE INVESTING.COM+YAHOO FINANCE

150%
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W E A LT H
CANFOR CORP. TSX SHARE PRICE
$18
16
14
12
10
8
AUGUST 2019

AUGUST 2020

In many ways, Canfor
presented the best opportunity
in the sector to follow the classic
value investing advice of buying
on the dips. Its share price on the
TSX crashed from around $14
before COVID to a low of $6.17 in
March, but has since rebounded
to more than $17 recently—
the biggest turnaround among
major producers.

Yet Canfor may still be cheap,
priced at a meagre seven times
the company’s forecast earnings
for the next year. True, it lost $130
million in the first half of this
year, but in the three-year stretch
from 2016 to 2018, it earned a
total of $800 million in profits.
Also consider Pattison, the
91-year-old catalyst investor who
controls Canfor and is the largest

shareholder in West Fraser. Last
fall, he offered $16 a share to
take Canfor private. That was
almost double the market price
right before, but less than half
the all-time highs hit in 2018.
Pattison withdrew the offer
when he appeared certain to lose
a shareholder vote.
But he’s not going anywhere.
Pattison has been a major
investor in B.C. lumber
companies for two decades.
Analysts and executives in the
sector have speculated for years
that he’d like to merge West
Fraser and Canfor.
Asked about that idea, he
skates around it, and talks about
the sector generally. “We live in
B.C.,” he says. “Of course, we’re
big supporters.” Pattison also
seems to be completely unfazed
by the inevitable volatility.
“We think it’s a good long-term
place to be,” he says. /John Daly
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A ray of hope

Capital One Canada president Jennifer R. Jackson
believes the police killing of George Floyd and
ongoing Black Lives Matter protests could finally
force a reckoning around systemic racism
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I grew up in Philadelphia, in an all-Black neighbourhood. There were generally good people on
the block, but there was a fair amount of joblessness
and violence. When I was 12, we moved to a predominantly white suburb. And by predominantly,
I mean almost exclusively. While there were some
challenges from some students and teachers, overwhelmingly it was a good experience. It was safer
there. More importantly, it got me ready for being
the only Black person during much of my educational and corporate journey.
Most of the discrimination I’ve faced in my career
can be attributed to my being underestimated based
on my race and sex. I’ve been passed over for opportunities despite having the same qualifications and
pedigree as the other person. In team settings, I’ve
been looked over as “less than.” Once, at a global
meeting, a colleague went to introduce me to someone from a different company. As I was approaching, the person ordered drinks from me—they
assumed I was the wait staff.

Staying true to who I am has helped me deal with
discrimination and bias. There were times when
I tried to be different based on feedback that was
probably biased itself, and that took away from my
natural strengths and ability to deliver in the workplace. Knowing I belong has been an important part
of my journey, but it’s something many underrepresented minorities and Blacks struggle with when
we face so many barriers and biases. It’s easy to play
into that ourselves. But because so many of us have
succeeded despite these barriers, we have more
than earned a seat at the table.
The murder of George Floyd was just off the
back of several other deaths of Black people in the
United States. I felt helpless, like I always do. What
surprised me, in a good way, was the global protests
that followed and how diverse they were. There was
an acknowledgement of systemic racism that didn’t
seem to exist before, and non-Blacks seemed to be
listening in a different way. That’s encouraging. We
need to leverage this moment, where so many individuals are inspired to do something. And many
companies, similarly, are being inspired and pushed
by their employees and customers to do more.
Systemic racism isn’t just an American problem;
it exists globally, and it definitely exists in Canada.
As a Canadian business community, there is more
we can do to effect meaningful change. This begins
with acknowledging the biases and systemic challenges that exist overall, but specifically in the work
environment. Leaders must also acknowledge that
representation is not only critical, but better for
business. They should set this as a business priority, and ensure they bring a diversity lens and mindfulness of bias to the recruiting process. And once
you’ve got employees through the door, it’s important that they stay, and that’s where creating an
inclusive environment comes into play.
Leaders can play a critical role in fostering empathy within an organization, along with a genuine
appreciation for the challenges faced by underrepresented groups. They should also be purposeful
in their advocacy of those employees—helping to
influence and create opportunities that will help
them advance.
I’m sure I will still have some days where I’m disheartened, but I’ve always been hopeful, because I’ve
had the benefit, blessing and pleasure of interacting
with a lot of different people in my life. And more so
than not, people are good. We want the same things.
And that helps me smile every morning and get
through challenging moments. So I am absolutely
optimistic—but there’s a lot of work for the corporate community to do.
/Interview by Alex Mlynek
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THE LEXUS SUV LINEUP

IT’S WHAT’S INSIDE
THAT COUNTS

At Lexus, we believe that beauty on the outside should be matched by sharp intelligence on the inside. Enjoy thoughtful
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