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Entrepreneurial genius:
fueling SMEs business growth in Canada

Ideas are a powerful business asset. That's the thinking
behind the Small Business Week 2002 theme, You have

This year, BDC celebrates Canada’s bright-
est entrepreneurs, the people with the
smarts to turn groundbreaking ideas into
successful ventures. “Small and medium-
sized businesses make up over 50% of total
employment in this country, so it's clear
that entrepreneurial creativity is a driving
force in the Canadian economy,” says
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SMALL BUSINESS WEEK 2002

Check out the Small Business Week
events in your region on page 8.

Your chance to network and learn
from other Canadian entrepreneurs.

For more information,
visit www.smallbusinessweek.ca
or call toll-free 1 888 INFO-BDC.

Edmée Métivier, Executive Vice President,
Integrated Risk and Resources Management.
“The most successful entrepreneurs are
never complacent and always look for new
windows of opportunity. That's the edge
you need to outperform your competitors.”

So how do the top companies get to
the top? High on the list for Métivier is
ensuring that your business “doesn't sit
still,” and that you're always exploring
new markets, new products or services and

genius. Let’s bank on it now.

new ways of improving your business's
capacity to deliver. “Creativity is required
in all three areas. Having the right idea is
just a small component of being a success-
ful and innovative business. Then comes
the hard part: do | build it myself, do | buy
it from someone else or do | opt for a
partnership?”

Each option has to be explored while
considering the internal capabilities of your
business, she adds. “Today, for instance,
we are seeing more and more companies
that are choosing a partnering strategy
to extend their reach and broaden
their offerings or to fulfill on delivery.” In
determining whether to do it yourself, buy
it or go with a partner, it's important to
understand what you do best, she
explains. “Remember that overextending

MARKETING:
How GTX Footwear International

stays a step ahead
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yourself in areas where you don't have
expertise can be costly.”

Once that choice is made, she says, you
have to be clear on your marketing strat-
egy. “A lot of money can be wasted if
you don’'t understand what it is that you
want your customer to remember you for.”
After all, your client's decision to purchase
depends on several criteria: the last expe-
rience with your company, price quality,
uniqueness and scarcity, for example. "By
understanding the strength of your brand,
you can focus your marketing strategy to
reinforce your position in the mind of your
customers. In today's crowded business
world, that's what it boils down to. We are
competing to get a space in the minds of
our customers.”

You could say that Linda Goulet has shoes in
her genes. After all, the Vice President of GTX
Footwear International, a shoe importer and
distributor based in Laval, Quebec, has worked
in the industry since she was fifteen years old.

“Even when you have a history of success, you always have
to be looking ahead. As a young company, we had to ask
ourselves, what's next? What's our strategy for the future?”
says Goulet.

The right strategy for GTX Footwear International was obtaining
Canadian distribution rights for GEOX shoes, a revolutionary
line of footwear with breathable rubber soles that keep feet
comfortable and dry. “Early on, we recognized that this technol-
ogy was going to take off, and it did. Nothing can match it,” she
says. Today, the GEOX brand, originally developed in Italy,
is sold in more than 51 countries throughout the world.

“When you believe in something, you don't have time to get
nervous about it,” she adds. “First of all, we did a springboard
test in some of our stores and the results were overwhelming.”
Once her team was confident about the product, the company
pulled out all the stops for its marketing campaign.
“When you market, you have to be aggressive and highly

From left to right: Annie Vadeboncoeur, BDC Account Manager,
Vice-President of GTX International Linda Goulet and President
Claude Goulet.

organized, says Goulet. Apart from giving the GEOX brand
print exposure, the company also developed a Web site
(www.geoxcanada.com) to give consumers a detailed
perspective on the technology.

Advice for new companies wanting to market their products
and services? “Hire experts to help you out. In our case, we
knew what worked in stores but we knew less about the
right vehicles to get that information to the consumer. In
the end, those marketing investments are really paying off,”
she concludes.




PRESIDENT'S MESSAGE
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You have genius.

Let's bank on it now.

Abraham Gesner invented kerosene oil in the mid-1800s, Joseph-Armand Bombardier devised the
first snowmobile in 1922, and Thomas Ahearn brought the first electric streetcar to Ottawa in
the early 1890s. These Canadian inventors were behind discoveries that dramatically changed
the lives of people around the world. While their achievements were diverse, they all had one
thing in common: each turned his “genius” into a viable, dynamic business.

More than ever, today’s small and medium-sized businesses are growing successful companies
from that “genius,” whether it's a biotechnological breakthrough, a manufacturing process
improvement or a new way of exporting. These same achievers are also innovating at every level
of their companies, by adopting the latest technologies, developing rigorous management
techniques and encouraging the creativity of employees. As this edition of Profit$ clearly shows,
our top entrepreneurs are continuing to find groundbreaking ways of getting new products and
services to the market, creating memorable brands and improving customer service.

As a bank that is evolving with customer needs, BDC is also innovating by continually looking for
new ways to work smarter, such as enhancing our Web site to better reach our market and
streamlining operations to help improve flexibility. The Bank is also the innovator behind Small
Business Week, and | would like to take this opportunity to invite Canadian entrepreneurs across
the country to participate in this important series of national events. Small Business Week not only
celebrates entrepreneurial success, it also represents an ideal vehicle for small business owners
to network and share ideas.

During the national launch of Small Business Week, BDC will present the Young Entrepreneur
Awards and the Export Achievement Award from Export Development Canada. | would like to
personally congratulate all the winners. For the first time this year, they will be invited to attend
the BDC Forum, a special one-day training session with BDC executives and prominent members
of the academic and business communities. These top achievers represent the continued success
of our country’s small and medium-sized businesses, and BDC will be there to help them grow
and flourish.

Michel Vennat
President and Chief Executive Officer
Business Development Bank of Canada
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CANADA POST REACHES OUT TO SMALL
BusINESS WITH VENTUREONE™

VentureOne™, Canada Post's latest innovation to
attract small business, is now available in
Quebec. The VentureOne™ card gives small
business customers immediate access to Canada
Post's Small Business Rate, an average five
per cent savings compared to the counter rate,
on a range of distribution services, such as
Priority Courier™, Xpresspost™, Regular Parcel™,
Xpresspost— USA™ and Purolator™ International.

BELLZINC.CA HELPS BUSINESSES HARNESS
THE INTERNET

BellZinc.ca offers a myriad of tools and serv-
ices to help growing companies take advantage
of all the power of the Internet. The site
(www.bellzinc.ca) offers tools to help attract

customers, such as an online Trade Directory,
as well as access to the products and services
of a wide variety of carefully selected partners,
such as Equifax, ZingPC and GotMarketing, plus
a toolbox of free forms, articles and resources.

MANAGE YOUR CREDIT RISK, FAST

Export Development Canada (EDC) now offers
two Web-based services that make it easier for
exporters to check out potential buyers and get
insurance for a particular sale. With EDC's inter-
national database of 64 million companies,
EXPORTCheck allows customers to find out
whether a buyer is insurable for a particular
sale. EXPORTProtect delivers immediate quotes
for EDC coverage, if the buyer is insurable. To use
these services, visit www.edc.ca/e-services

* Sponsors of Small Business Week® have full
responsibility for news brief copy.
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How to make your name in business:

The power of your brand

For many entrepreneurs, “branding” might seem to be a buzz word best left to corporate giants vying
for attention from fickle consumers. But today, a strong branding strategy can be as relevant for
small business owners as it is for the larger players.

“t's a competitive world out there,
and branding is a highly effective way
to convey your value proposition to
customers, win over their pocketbooks,
and create product/service loyalty,” says
Bob Izsak, President of Toronto-based
Izsak Consulting, a company that prides
itself on helping clients “take business
concepts to market.”

So what exactly is branding? “A brand is
a very precious asset. And it's not to be
confused with simply a logo or name,”
explains Izsak. In fact, a brand embraces
any aspect of a company's image that
creates emotional attachment to a product
or service. “A logo is part of your brand.
But so is your company’s style of writing,
the use of colour, presentation formats, or
even the way your receptionist answers
the phone.”

Some branding basics

Izsak strongly recommends that entrepre-
neurs considering branding strategies seek
the advice of experts. As a starting point,
he offers novices the following advice on
creating a brand.

¢ First and foremost, be sure you've clearly
defined your products and services
before investing in branding tactics.
Some entrepreneurs make the mistake
of spending too much on image, before
product positioning and competitive
strategy are even well defined.

¢ When developing your brand, ask yourself
the fundamental question: what do you
want your customers to think about your

customers (e.g., I'm hip and youthful; I'm
an environmentally conscious consumer;
or, I'm an educated consumer).

o Use this type of information to define
your brand’s unique value proposition
and to better understand how to build
the brand within the marketplace.

e Establish your brand in the market
through the communications vehicle that
best suits your organization: print, Web
advertising, television, etc.

e Recognize that building a brand takes
time. The return on investment may
not be short-term, but the long-term
pay-off will be consumer adoption and
loyalty.

e Always apply your brand consistently.
Assign a brand manager with accounta-
bility for the brand who will ensure that
it's being used effectively throughout
your company.

To read a more detailed version, go to
www.bdc.ca/en/branding.

BE SURE TO CHECK OUT
BDC'S NEW

ONLINE SERVICE
ASK A PROFESSIONAL

products and services? To help with this
exercise, you need to identify the feelings
that you want to resonate with your

This month’s theme:
Building your brand

Go to
www.bdc.ca/en/ask,
where a BDC Consulting Group
business advisor
will answer your questions.

Commercializing your “genius”:

Bringing new products
and services to the market

In a global market that offers
consumers virtually infinite choices,
customers can afford to be fickle.
“Entrepreneurs are faced with the
reality of constantly renewing their
products and services and exploring
new markets to satisfy increasingly
demanding customers,” says Edmée
Métivier, Executive Vice President,
Integrated Risk and Resources
Management.

THINK YOU HAVE PATENT POTENTIAL?

If you're considering obtaining a patent on a great idea,
you'll need to know exactly how the process works.

Some Web sites to check out:

Canadian Patents Database, Industry Canada:
http://patents1.ic.gc.ca/intro-e.html

Canadian Patent Law:

http://laws.justice.gc.ca/en/P-4/84167.html

strategis.ic.gc.ca
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So what are some of the key steps to keep in mind when commer-
cializing new products and services? Metivier offers some food for
thought:

* Get to know your market inside out. Basic research is a highly
effective way to identify market gaps and needn’t be a costly
venture; the Internet, for example, is an ideal vehicle to scan the
market.

eUse the “innovation” gauge when developing new products
and services, by asking yourself “Whether you're breaking new
ground for your customers.

* Make sure you've clearly identified your brand: Ask yourself what
you want your customers to remember about your company.

*Don't waver from your company's brand, even if you're offering
new products: if your brand means low-cost, stay in that price
range. Or, if you do adjust your brand, be sure to clearly commu-
nicate it to customers.

¢ Put the right team behind you; if you're venturing into new areas
of business, make sure you adapt your people’s skills through
proper training.

e Explore new markets through partnerships. Joining forces with
other companies can help you offer new products or services. This
is also a less costly way for small and medium-sized businesses
to tap into a new window of opportunity and learn from it.

*Get your product to the market with an effective distribution
network.



Want your employees
to help protect your
brand?

Create identity
guidelines

The prevalent use of desktop publishing in business today gives em-
ployees greater access to your logo and image-related material. “As a
result, it's more likely than ever that your brand may be misused or
altered,” says lzsak. “You've spent time and money developing your
brand image. Now you need to ensure that it's not compromised.”

An effective way to protect your brand is to develop identity guidelines
that help employees, for example, understand how to use logos and
visual material or integrate slogans into external and internal communi-
cations. While communications specialists can provide valuable advice,
you should also ensure that employees have access to a reference guide

that covers the basics.

A QUICK CHECK-LIST FOR YOUR IDENTITY GUIDELINES:

[ a clear explanation of the image your company is trying to project
and of how your logo and tagline (slogan) were developed

[ a clear explanation of your target clientele, their expectations and

how they relate to your brand

O rigorous rules on how your logo and tagline are to be used, e.g.,

size, location, context

[ specific applications and templates that show employees how
the brand is to be applied in advertising, publications, internal
communications, presentations, promotions, sponsorships, pack-

aging and signage

Brian Moist, BDC Vice President and
Area Manager in Vancouver, sums up
one of the key challenges in customer
service. “If you asked most companies
where they make profit, it's usually
about eighty per cent from twenty per
cent of their clientele. So finding ways
to hold onto that twenty per cent is
vital.”

Not surprisingly, he says, Canadian
small and medium-sized businesses
are investing time and energy to find
new ways to improve customer service
and maintain loyalty.

Moist has a few words of advice on
keeping your customers:

*Be systematic about your customer
service approach. Write it down and
draw up a “customer relationship
plan.” Brainstorm with your em-
ployees about what you're going to
do to keep your customers happy:
new perks, post-sales incentives, etc.

Showing your “genius”
with customer service

e Be sure you monitor your relation-
ships with clients on a regular basis.
Ask yourself, when was the last time
you spoke to your ten top clients. It's
important to build relationships that
go “beyond the transaction.”

e Build customer relationships at all
levels of your organization. Does your
purchasing person have a strong
rapport with your clients’ purchasing
teams?

e |[dentify any gaps in customer service
skills (i.e. do your employees have
difficulty making cold calls?) to help
you determine the proper training.

e Communicate with clients to make
sure that your company is always
“top of mind”; regular newsletters,
for example, are a highly effective tool.

e Assign a “customer relationship”
champion in your company, to en-
sure that you're delivering on your
service promises.

Business is fueled by invention. And
The Orb Factory Ltd., a Halifax-based
designer and manufacturer of innova-
tive toys, craft kits and puzzles, is a
case in point.

“We basically started out through word
of mouth with our original Celestial Orb,
a wire-beaded kaleidoscope that could be
shaped with the hands,” says Steven Kay,
who started the company in 1990. The
unique toy was highly popular with
friends and colleagues, and, the creator
quickly saw the enormous potential for
a profitable business.

“We found out what the market wanted
and went after it,” says Kay. “Our toys
always convey a sense of awe and won-
der.” Today, The Orb Factory offers its cus-
tomers toy alternatives with its quality

designs, play value and educational con-
tent, and has won numerous prizes for its
creative, non-violent products.

“It's a highly competitive business, so
we've had to learn along the way how
to contend with the bigger players,” says
Kay. “You have to think that people are
more ready to buy from companies that
offer toys associated with the latest
movie,” he explains. “Our biggest challenge
is getting the products in our customers’
hands. Once we do that, we can win them
over with our innovative concepts,” he
says. A key strategy for the company has
been to build a distribution network in
the U.S,, says Kay. “Today, 85% of our sales
are exported, so we're able to better
penetrate global markets,” he concludes.

THE ORB FACTORY LTD.

From left to right: Steven Kay, Owner Designer, Paul Higgins, International Sales Director
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Laurentian Bank and the Business

Development Bank of Canada:

An alliance
that works!

Almost two years ago, Laurentian Bank and BDC concluded a strategic alliance that
better meets the needs of Canadian SMEs by giving them access to a fuller range
of financial products and consulting services.

The alliance between the two institutions targets dynamic and growing businesses
operating mainly in the manufacturing sector. It offers a new avenue for businesses
with more complex projects and that need the depth of expertise that LBC and BDC
can offer together.

Businesses are able to obtain various financial and consulting products for
projects such as acquiring machinery and manufacturing equipment; increasing pro-
ductivity; developing national and international markets; or acquiring trademarks,
licences, patents or other intangible assets.

In addition, both institutions are well known for their client-centred culture, which
Daniéle Valiquette, Laurentian’s Assistant Vice-President of Commercial Financial
Services, describes this way: “This strategic alliance improves our service because if a
client' s project is already known and approved by one institution it can accelerate
greatly the time delay for the decision making of the other institution and that
for the benefit of the client.”

The products and services offered under this alliance are available through
Laurentian Bank’s commercial banking centres and BDC's traditional and virtual
branches located in Canada’s metropolitan regions.

For more information, please contact Marlene Otis, Laurentian’s Vice-President of
Commercial Financial Services & Partnerships, at (514) 284-7939.

@ Q

LAURENTIAN BANK
OF CANADA BDC
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Self-insurance
or selt-delusion?

The risks

of unsecured
export sales

Rodger Cameron is one of the lucky
ones—he and his company, Cameron
Seafoods Ltd., managed to survive a
substantial financial loss. Several
years ago, a Belgian client went into
receivership, and Cameron was out
$16,000. “I'd been exporting for less
than a year,” Cameron remembers,
“and every cent was vital.”

The experience taught him a valu-
able lesson about the perils of self-
insurance. Today, Cameron Seafoods
has clients in 10 countries and annu-
al sales of more than $5 million. The
company protects itself with accounts
receivable insurance from Export
Development Canada (EDC), Canada’s
international trade finance and risk
management arm.

Self-insurance—setting aside money
to offset a potential loss—ties up
capital that might otherwise help
a business expand. Increasingly,
Canadian companies are recognizing
accounts receivable insurance as the
most attractive option.

*rDC

Expart Denlopeent Canada
Exportation &1 développement Canads

EDC offers a variety of accounts
receivable policies, providing compa-
nies 90% of the value of a sale if a
client defaults on payment or goes
bankrupt.

“f you look at a typical company's
balance sheet, its assets—the build-
ing, the equipment, the vehicles—are
insured. But often the most impor-
tant asset of all—its accounts receiv-
able—is not insured,” says Keith
Milloy, EDC's Vice-President of short-
term insurance.

“When you consider that the premi-
ums are relatively inexpensive, it's
shocking that companies would
choose to live so dangerously. They
may be only one unpaid invoice
away from financial ruin. Self-insur-
ance is self-delusion.”

As well, if a company's foreign
receivables are insured, financial
institutions are often willing to lend
up to 90% of their value.

For more information, call the
EDC hotline at 1-800-850-9626
or visit www.edc.ca




WD

Western Economic
Diversification Canada

Small Business Week 2002 — October 20 to 26 — is a chance for Canadians to
celebrate the innovative spirit of entrepreneurs. It is also an opportunity for small
business operators to share ideas and discover new ways to improve and develop
their businesses. During this week, entrepreneurs will be exchanging information
at conferences, trade fairs, seminars, workshops and business luncheons.

Western Economic Diversification Canada (WD) is proud to be a national sponsor
of Small Business Week and continues to support small business through its
Western Canada Business Service Network of more than 100 points of service.

Young entrepreneurs across Canada make an important contribution to the
nation’s economy, and this year's celebration of Small Business Week recognizes
that contribution.

The Young Entrepreneur Awards, to be presented in Vancouver on October 21, will
celebrate and recognize Canada's up-and-coming young entrepreneurs in every
province and territory.

"Your ability and drive are helping to create jobs for Canadians, and your willingness
to meet the challenges of running a small business strengthens our economy,” said
Stephen Owen, Secretary of State (Western Economic Diversification) (Indian Affairs
and Northern Development).

WD and its partners—Community Futures Development Corporations, Women's
Enterprise Initiative Organizations, Canada Business Service Centres and
Francophone Economic Development Organizations — wish you all a successful

Small Business Week.

“Growing” a business takes innovative
thinking. To compete in the same space
as larger, established businesses,
newer or smaller companies have to
explore every avenue for reaching their
customers and their revenue objec-
tives.

The Internet offers some very real
opportunities to businesses big and
small, but not all companies are taking
advantage of them. And it's a myth
that the only way to make money on
the Internet is to actually conduct
business transactions online. There are
many other ways to build your busi-
ness using the Web.

One such way is to get listed in the
BellZinc Trade Directory, an online
directory of businesses across Canada
and around the world. A listing in the
Trade Directory will put your compa-
ny’s name in front of 250,000 business
decision-makers, including many you

might otherwise not reach. And the
listing requires a very low investment
in money and time.

On the other hand, if your company
does have a transactional Web site,
think about getting listed in the
BellZinc Marketplace. This online
marketplace attracts a very high vol-
ume of customers, costs very little
and represents a great opportunity
for significantly increasing exposure
for your company's products.

But even companies that don't have
products and services to sell online can
benefit from the many great resources
available on the Internet. BellZinc.ca
has several thousand articles on a wide
variety of business topics, available for
you to browse through. Sign up for our
newsletters, and get great articles like
these delivered to your e-mail inbox
weekly or monthly.
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To receive Profit$ newspaper

by mail starting in 2003

or the new monthly electronic
newsletter eProfit$,

subscribe directly online

at www.bdc.ca or call

1 888 INFO-BDC (1 888 463-6232).

You can also complete

the enclosed form

and fax it to 1 877 329-9232

or, mail it to the address below:

Public Affairs

Business Development Bank of Canada
BDC Building

5 Place Ville Marie, Suite 400
Montreal, Quebec,

H3B 5E7

* If you have already subscribed, you do not need to subscribe
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