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Executive Summary

In this project, the Smal Business Policy Branch of Industry Canada commisssioned Nicole Baer
Communications to conduct in-depth telephone interviews with smal and medium-sized Canadian
enterprises (SMEs). Thiswas intended, first and foremogt, to yield a series of * success stories’ about
businesses that had benefited from loans made under the Canada Small Business Financing Act
(CSBFA). At the same time, every effort was made to gather useful anecdotd information and the
perceptions of borrowers about the program’ s impacts.

The study attempted to interview arange of CSBFA borrowers. Not surprisingly, these yielded awide
range of loan sizes and purposes, which are documented in this report. Gauging the impact of the loans,
however, turned out to be more complex. While some loans were used for specific applications that
had measurable outcomes in terms of revenues or employee hiring, others had at best an incrementa
impact that could not be separated from the broader business activities.

However, this sudy dearly found that CSBFA borrowers interviewed fdt the loans had benefited their
busi nesses -- whether the impact could be quantified or not. Severa reported that the loans spelled the
difference between operating a business and not. It is gpparent that for a certain segment of the SME
community, the CSBFA program fills a crucia role. Some bus nesses reported that CSBFA |oans had
been their only borrowing option, and severa said that, were the option made available to them, they
planned to borrow again under the program.



| ntroduction

The CSBFA cameinto force in April 1999 as an improved replacement for the Small Business Loans
Act (SBLA) program, which had existed in one form or another for close to 40 years before that.
Because of the newness of the CSBFA, Industry Canadaiis currently monitoring the program’s
effectiveness and impact, while a the same time attempting to raise the level of awareness among

potential users. As part of these pardld efforts, the department’s Small Business Policy Branch
sponsored this project.

The project’ s objective was to gather information and prepare a sample of short articles describing
Canadian business successes involving CSBFA loans. Twenty-two success stories are atached as
Annex 3. Short summaries of each can be found at Annex 2.



M ethodology
A: Selecting the Companies

Nicole Baer Communications were supplied with an initid printout of 100 businesses that had received
loans under the CSBFA during the two-month period, May 1 to June 30, 2000. Industry Canada had
obtained this liging from at random from their database. The printout listed the following information for
each of the 100 businesses:

. Borrower name

. Operating name (if different from the borrower’ s name)
. Phone number

. Industria sector

. Region

. Operation type

. L oan categories

. real property
. leasehold (new)
. leasehold (exigting)

. equipment

. software

. financed fee
. Totd loan amount

From thislig, the interviewing firm selected businesses to be telephoned for interviews. The seection
process was not “random” in the formal sense used by public-opinion researchers. Nor wasiit totaly
arbitrary. Instead, we companies were chosen by the firm according to the following criteria, in the
order of priority presented below:

1. Interest: Company names such as Tunnes of Moose Jaw, Tchou Tchou et ses Amis and Capital
Kids Sports Center, which held promise of generating interesting and “human” stories, were among first
choices. For the same reason, Nicole Baer Communications automaticaly excluded numbered
companies. For acomplete list of companies interviewed, please see Table 1.

2. Geogr aphic range: Although the interviewing firm later learned that the database could have
provided the names of the towns/cities and provinces'territories where the businesses were located, this
information was not on the origind list. They, therefore, selected companies on the basis of area code.
This proved to be a problem only for Prince Edward Idand and Nova Scotia, which share the 902 area
code.



Table 1: Description of Businesses | nterviewed

recreat'n

supplies

Name City Prov CSBFA Sector Main Activity Year Type
/ Est’d
Terr
abc Country Restaurant Nanaimo B.C | Food services, franchise restaurant 2000 * | incorp.
drinking places
Advanced Controls & Chatham Ont. | Manufacturing manufactures 1998 incorp.
Engineering automated production
equipment
Allgard Security Services Trail B.C. Other services security and private 1999 * incorp.
investigations
Barewood Furniture and Thunder Bay Ont. | Retall trade sells unfinished 1993 incorp.
Craftware furniture
Beck’s Bakery, Deli and Pembroke Ont. | Food services, bakery, deli foods, café 1984 parnte
Café drinking places r-ship
Capital Kids Sports Regina Sask. | Arts, entertain., gymnastics facility 2000 incorp.
Center recreation
DC Automotive Winnipeg Man. | Other services car parts and service 1990 * | incorp.
Edward C. Turnbull Charlottetow Nfld. | Agri., forest., fish, crab fishing N/A ~ sole
n hunt prop.
Foster’s Fire and Safety Grafton N.S. | Wholesale trade sells signs, safety 1983 partne
equipment r-ship
Kathleen’s Celtic Windsor Ont. | Retail trade UK foods vendor 2000 incorp.
Konnection
L obster on the Wharf Charlottetow P.E.I Food services, restaurant and Internet 1981 incorp.
n drinking places lobster sales
Midwestern School of Winnipeg Man. | Educational services information 1993 incorp.
Business & Technology technology programs
Montreal Family Centre Montreal Que. | Professional., counselling, 2000 incorp.
scientific, technical specializing in divorce
services
Reena Campbell Regina Sask. | Wholesale trade promotional items 1992 incorp.
Promotional Marketing
Safe+Sound Bowmanville Ont. | Other services manufactures saf ety 1992 incorp.
Manufacturing apparel
Simtech CNC Consultants | Sherbrooke Que. | Admin and support computer numerical 1996 incorp.
control
products/services
Tchou Tchou et ses Amis Laval Que. | Arts, entertain., children’s party 1994 incorp.




Name City Prov CSBFA Sector Main Activity Y ear Type

/ Est'd

Terr
TechnoMedia Charlottetow P.E.l | Manufacturing design and graphics 1988 incorp.
n
True North Safaris Y ellowknife NW | Other services hunting/fishing 1983 incorp.
T expedition
Tunnels of M oose Jaw Moose Jaw Sask. | Other services tourist attraction 2000 * incorp.
Via Vai Restaurant Edmonton Alta. | Food serv., drink. restaurant 1999 incorp.
places
Village Pastry Moncton N.B. | Manufacturing pastry 2000 * | incorp.
* Enterprise existed previously under different ownership ~ Business is lifelong occupation of ocean fishing

As they began approaching the target of 20 to 25 completed articles, the interviewing firm recognized
that certain provinces/territories were either not represented, or were under-represented on the origina
ligt. They therefore sought, and were provided with, the names of 62 additionad companiesin the
Northern territories, British Columbia, PEI, Nova Scotia and Newfoundland, al of which received their
loans during the same two-month period in 2000. The geographic distribution of the eventud
intervieweesis presented in Tables 1 and 2.

As can be seen from Table 1, the age of the businesses varied widdly with some having beenin
business since the early 1980s. Seventeen of the 22 firms were formed or taken over by the current
owner since 1990 -- 10 of them in the past five years.

Table 2: Distribution of interviewed companies by province, territory and region

Western Central Atlantic

YK | NWT | NVT BC AB SK MB ON PQ NB NS PEI NF

0 1 0 2 2 3 2 5 3 1 1 3 1

10 8 6

Please note from the above figures and following tables that while 24 businesses were interviewed in
depth, articles were not submitted with respect to one Alberta company and one PEI company. No
company names were provided from either Y ukon or Nunavut territories.

3. Franchise: One business (abc Country Restaurant, Nanaimo, B.C.) Was selected for interviewing
on the grounds that it was a franchise operation (a very smal minority of the companieslisted on the
Spreadsheets were franchises).



4. Industrial sector: More by chance than design, the sdlection of companies by the interviewing firm
yielded a distribution across industry sectors. The grouping of the companies by sector (according to
CSBFA definitions) islisted in Table 3. A few sectors (Utilities; Accommodation; Trangportation and
warehousing; and Hedlth care and socid assistance) were not represented in the interview sample
because, even though they are important in the economy, the database yielded a most one or two
entries for each. The main business activities ranged from food sales and service to manufacturing, and
from high-tech training and divorce counsdlling to tourism.

Table 3: Distribution of interviewed companies by industrial sector (CSBFA

categories)

Industrial Sector #
Admin. & support; waste 1
management and remediation
services
Agriculture, forestry, fishery, 1
hunting
Arts, entertainment, recreation 2
Construction 1
Educational services 1
Food services, drinking places 4
Manufacturing 3
Professional, scientific, technical 1
services
Retail trade 2

5. Loan ranges: Although the interviewing firm made no particular effort to sdlect interviewees on the
basis of ether the Sze or type of loan, the companies turned out to have borrowed arange of sums,
from $8,670 to $224,000 (the maximum permitted under the Act is $250,000).

Note, however, that these figures represent only loan activity during a specific two-month time frame;
six of the 24 companies (including the one with the smadlest, $8670-l0an) reveded that they had
borrowed under the CSBFA/SBLA on other occasions.



Amongst the respondents, equipment purchases turned out to be the most common reason for
borrowing (17 instances). Nine companies borrowed for new leasehold improvements, six for redl

property purchases and three for software purchases. None borrowed for existing leasehold

improvements. A mgority of the businesses also used the loan to finance the loan regidration fees. The
numbers do not add up to 24 because many companies borrowed for more than one purpose.

Table 4 ligts the loan amounts and categories for each borrower, dong with athumbnail description of
the specific use to which each loan was put.

Table 4. Description of Loans

Promotional Marketing

fee

Business Name L oan Category Pur pose/application of Loan Total
amount
abc Country Restaurant New leasehold; |easehold improvements such as grills, ovens, tables $224,000
Equipment; Finance fee and chairs, carpets etc.
Advanced Controls & Equipment, Finance fee purchase parts of a CNC gas plasma burning table $46,376.33
Engineering
Allgard Security Services | Equipment; Finance fee purchase laptop computers; upgrade alarm $38,284.68
monitoring capabilities
Barewood Furnitureand | Real property; open a second store at another location $ 30,000
Craftware Equipment
Beck’s Bakery, Deli and Real property; major renovations, e.g adding new showcases, A/C, $100,000
Café Equipment café
Capital Kids Sports New leasehold; convert former warehouse into gym; buy gymnastics $44,194.40
Center Equipment; Finance fee equipment
DC Automotive Equipment expand car-parts shop to include repair capabilities $54,000
Edward C. Turnbull Equipment; Finance fee purchase 10-metre offshore crab fishing boat $110,670
Foster’s Fire and Safety Real property; Finance complete renovation of former flower shop $12,822.62
fee
Kathleen’s Celtic New leasehold; convert empty store shell into Tudor-style food shop | $46,008.47
Konnection Equipment; Finance fee with storeroom; purchase computer, desk
Lobster on the Wharf Equipment; Software; create professionally designed e-business Web site $37,834.45
Fin. fee
Midwestern School of New leasehold; Software; equip classrooms with computers and networking $33,800 *
Business & Technology Finance fee capabilities
Montreal Family Centre | New leasehold; carpets, lighting, furniture, computer, office $18,113.64
Equipment equipment
Reena Campbell Real property, Finance purchase heritage property $92,259 *




Business Name L oan Category Pur pose/application of Loan Total
amount
Safe+Sound Equipment; Finance fee purchase six specialized sewing and other machines $15,423.83
Manufacturing
Simtech CNC New leasehold; Finance expansion of premises to add offices, conference $18,360
Consultants fee room
Tchou Tchou et ses Amis | Equipment giant inflatable slides and other children’s games/rides $19,800 *
TechnoM edia Real property; Finance purchase heritage property $165,240
fee
True North Safaris Equipment; Finance fee upgrade and replace boats and motors $8,670 *
Tunnels of M oose Jaw New leasehold; extensive renovations of tourist attraction, including $225,000
Equipment; Software purchase of sets and special effects
Via Vai Restaurant New leasehold extensive renovations of restaurant interior $72,000 *
Village Pastry Real property; Finance purchase of existing bakery $81,600
fee
- ___________________________________________________________________________________________|

* Company has obtained other financing under CSBFA or SBLA, apart from these loans, disbursed in May or June of 2000.

B. The Interviews

As directed under the Terms of Reference for this contract, Nicole Baer Communications prepared a
guestionnaire to guide the interviewing process. A copy of the questionnaire is appended as Annex 1.

However, it was clear both to the Smal Business Policy Branch and to the interviewing firm that this
project was not intended as a piece of quantifiable public opinion research since it lacked the
methodologica rigour necessary for such a study. In the end, the questionnaire served more as a
memory ad than aforma survey instrument.

On the one hand, the emphasis was on soliciting qualitative observations from one of the CSBFA’s key
stakeholder groups— SME borrowers. At the same time, the am was to produce interesting and
compelling “ success sories”

It was explained to borrowers that Industry Canada wanted to hear about the successes of their
enterprise, and the interviewing firm tried to keep them focussed on the link between the loan and some
specific change in business activity. In the course of the conversations, the borrowing experience was
discussed and interviewees were ressured that any “negative’ comments would not reflect on their
company, but would be forwarded to Industry Canada as suggestions for improving the program.



The Borrowing Experience

1. Awareness. The Terms of Reference for this
project noted that Industry Canadas interested approached our bank manager; he gave me

inraising awareness of the CSBFA program. the specifics....The program sounded good. |

The Eadlie " success stories” report of 1998 remarked to my wife afterwards that it was
discovered that many borrowerswere unaware | easier to get the loan than it was to get a

that they had obtained SBLA loans, and did not | credit card!
know about the role of the Government of -- Dwayne Carter, abc Country Restaurant
Canadain this loan loss-sharing program.

We had no idea about the program when we

In that light, the interviewees encountered were very well versed. Only one respondent was surprised
by the news that she had received anything other than an ordinary commercia loan.

All others were aware of the nature of the loan, and usudly of the role of the Government aswell. As
one noted: “It was wdll explained at thetime.”

Stll, only two people -- aformer management consultant and a former business student -- said they
had heard of the loans befor e speaking to a banker or other financid expert; both, moreover, admitted
they had to be reminded of the existence of the program when they needed it themsalves.

Indeed, the lending ingtitutions appear to be the first-line marketers of the CSBFA program. Of the 18
companies for which information was available, 14 said they were told of the program by their bank or
account managers. The others heard varioudy from an accountant, afinancid planner, a management
consultant and an e-business consultant.

2. Availability

While severd business owners said they had
tried no other source of capital, many others
noted that a CSBFA loan was the only type of

financing they could qudlfy for. Indeed, it was orobably be able to get a loan, but when

often reported that companies would not have you' re starting out, it's a lot harder.

been in business, but for the availability of the —- Lynda Bouvier, Tchou Tchou et ses Amis
loans.

| don’t know if we would have been able to
get financing without the backing of the
government at the time. Today, we would

Alberta Davis, of Barewood Furniture and Craftware Ltd. in Thunder Bay, Ont., noted that banks will
typicdly not finance inventory, the only security she had available when she wanted to open a second
shop. “Congdering how skittish the banks are these days, | probably wouldn't have been able to
borrow from the bank any other way.” The CSBFA loan went to arange of leasehold improvements to
open a second store.



Steve Wood, aMoncton, N.B. baker, said the program alowed him to buy the Village Pastry when the
enterprise suddenly came up for sale. The requirement to come up with only 10 percent of the costs,
rather than the 20 to 30 percent expected for acommercid loan or mortgage, gave him accessto
much-needed capita a atime when his cash was tied up with payroll, fees, purchasing existing
inventory and so on.

The enthusiasm of the banks, however, appears not to be universal. The owner of Edmonton’s very
successful ViaVa Restaurant, for instance, having obtained and repaid severd loans under the
CSBFA/SBLA, recently received aletter from her banker that states, in part: “...the Bank’ s position
with respect to financing restaurant establishments is presently very redrictive and with thisin mind we
would strongly suggest you seek other means of financing in the event you are contemplating refinancing
or apotential purchase.”

3. Thelmpact of the Loans
Asaresult of borrowing under the CSBFA,

severd companies were able to get started, hire Thisloan let us open an office and get it
full complements of staff, and set off ontheroad | operating as a business...The place was

to profitability. The abc Country Restaurant in empty before. (The loan) covered everything
Nanaimo, B.C., for instance, opened in 2000 in here.

with a CSBFA loan and now has a staff of 40, -- Marla Yanofsky
including 25 full-time workers. The Montreal Family Centre

Other enterprises that were able to get off the

ground because of a CSBFA loan include Barewood' s sister store, FOR THE HOME in Thunder Bay;
Capital Kids Sports Center in Regina; Kathleen's Cedltic Konnection in Windsor, Ont.; the Montred
Family Centre; and the Village Peasiry in Moncton, N.B.

In other cases, the loans contributed to business growth or operationa improvements. For Advanced
Controls and Engineering in Chatham, Ont., for instance, a CSBFA loan used to buy a piece of
manufacturing equipment cut down on the company’ s requirements to contract out certain work. This
saved them subgtantidly in costs, and greatly sped up production. As aresult of purchasing the
meachine, they also hired and trained two more full-time employees.

Table 5 on the next two pages describes the impact of the CSBFA |oans on company revenues and
business activity, including saffing levels and other direct or indirect effects.
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Table 5: The Impact of the Loans

FT=full time/PT= par time

Name

Impact on Revenues/Business
Activity

Impact on Employment

Other

abc Country Restaur ant

now serves 14,000
customers/month
(opened in 2000)

hired staff of 40, incl. 25
FT

Advanced Controls &
Engineering

less need for outsourcing; can do
work in-house for 1/4 of the cost

hired and trained two more
FT staff

faster product delivery,
espy for exports

Allgard Security Services

revenues increased by 20% per year
over past 2 years; expect $1.15 M
for current year

staff of 60 (mostly contract
and PT) up from 30 two
years ago

can handle much bigger
jobs

Barewood Furn &
Craftware

increase of sales of approx.
$500,000 per year

doubled workforce to 7
FTEs

indirect jobs: construction

Beck’s Bakery, Deli &
Café

sales increased by 25% to 35%

increased staff from six to
nine

indirect jobs: construction

Capital Kids Sports
Center

enrollment up from 10 to 300 in
15yrs

indirect jobs: construction

DC Automotive

business increased by 30% in one
year

hired five mechanics

able to service vehicle
fleets

Edward C. Turnbull

revenues are down but due to low
wholesale crab prices

boat allows fisherman to
stay in his community

Foster’sFire & Safety

revenues up by 30% in 1.5 years

indirect jobs: construction

Kathleen's Celtic
Konnection

sales of $250,000 in first year of
operation

hired one PT employee

indirect jobs: construction

L obster on the Wharf

hired consultants to design
and build e-biz Web site

Midwestern School
Bus/Tech

enrollment of 70 to 80 students at a
time

Employment Insurance
recipients receive training
for anew career

Montreal Family Centre

conducting 20-40 consultations/
week

indirect jobs: construction

Reena Campbell
Promotional Marketing

hired two FT staff; (second
loan in Sept. 2001 led to
hiring of three more PT
staff)

indirect jobs: construction

Safe+Sound
Manufacturing

revenues doubling each year

increase of five FT and up
to 12 more contract staff
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Consultants

$800,000 next year

looking for a second

Name Impact on Revenues/Business Impact on Employment Other
Activity
Simtech CNC revenues expected to double to hired one technician; will expand marketing and

promotions capability

Tchou Tchou et ses Amis

revenues increased from $42,000 in
1994 to more than $1M now

staff levels vary from 10 to
52, most of them
contractors

spinoff work for caterers,
professional clowns etc.

TechnoMedia

maintain staff of seven

more space for staff

True North Safaris

maintain revenues of $800,000 per
year.

maintain staff of 2 ¥ plus
40 seasonal workers

upgraded equipment
ensures customer safety

Tunnels of M oose Jaw

50 seasonal staff

Via Vai Restaurant

new revenues of $400,000 to
$600,000

added 3 FT and 2 PT staff

indirect jobs: construction

Village Pastry

maintain revenues of $450,000 per
year

maintain six FT staff

However, it was sometimes difficult to draw adirect link between a CSBFA loan and a specific effect
on the business s revenues or affing decisions. The principa reasons for this difficulty are explained

below:

1. In at least five cases, the company had taken out other |oans (often through the CSBFA or the
SBLA), apart from the ones we were asking about during the period of May and June 2000. (Please
see Table 4 for details). Many dso had other sources of financing, either private or commercia, which
further complicated the cause-and-effect relaionship.

2. A common finding was that the loans were used to expand or improve the functiona space of an
enterprise that was dready prospering and growing. Therefore, the loan can be said to have
accommodated and facilitated the growth; it did not necessarily cause it. TechnoMedia (Charl ottetown)
and Simtech CNC Consultants (Sherbrooke, Que.) provide examples of this observation.

3. Smilarly, some loans played only an indirect role. For indance, Y dlowknife hunting and fishing
outfitter Gary Jaeb (True North Safaris) explained that he is congantly reinvesting his profits to upgrade
his boats and motors. When this results in a cash-flow shortage, he takes aloan to tide him over until
revenues dabilize. For the purposes of the success story, the interviewing firm agreed that the loans
could be designated as having been used to buy boats, but how many boats were purchased through

the loans, and what impact the purchases had on the business, remains unclear.

4. Severd borrowers declined outright to discuss their financid Stuations, reporting only that revenues
were up by acertain percentage.
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Annex 1- The Questionnaire

I ntroduction

Hello, my nameis

| am awriter on contract to Industry Canada to prepare some articles about companies that have
received |oans guaranteed under the Canada Small Business Financing Act. (It's now cdled the
CSBFA, but you may know it under its old name of the SBLA [Small Business Loans Act]).

Y our name was given to me as a recent recipient of a CSBFA loan.
- If necessary, offer Jean Clark’s number (952-1138) as the Industry Canada contact to
authenticate our involvement.

- Provide background on the CSBFA as a loan-loss sharing program that is a partnership
between the Government of Canada and the lending institutions.

The articles are intended as away to publicize the CSBFA program for other smal business owners
who could benefit from it, but who may not be aware of it.

In particular, | would like to find out whether this loan helped your businessin some way... in terms of
improving profits, increasing productivity or employment, cresting new expanson opportunities or
export possihilities.. [ etc.]

Would you be willing to talk to me for 10 or 15 minutes?

Business Description
| wonder if we could start with some generd background information on your company?

« Nameltitle of Confirm and complete data
owner on | C spreadshest, as

- Nameof company | Needed

Location « Ccity/town

e urban/rural

Type of business e Industrial sector

e operation type (e.g.
franchise)

Confirm and eaborate on
dataon |C spreadshedt, as
required

13



Structure of business | ¢ sole proprietorship
o partnership
« limited company

| wonder if you could please describe the kind of business you operate?

How long have you been in operation?
How did your business start?

Description of the CSBFA Loan

Could I now please ask you some questions about your CSBFA loan? | understand it was disbursed
through your financid inditution in May or June of last year.

How muchisit for? Confirm information on IC
spreadsheet
What isit for? « establish business

» expand business
* modernize/improve

(See also loan-type
categorieson IC

Spreadshest)
Elaborate
How did you learn e bank officer
about the availability |, iher businesses
of CSBFA loan o
guarantees? o publicity
» other
When you If yes, how did you become
approached the aware of it and why did you
financial institution pick that program?
for aloan, wasit
Spec|f|ca”y for a If no, how were you made
CSBFA loan? aware of the CSBF program
(if atal)?

14



Comments on
process?

« ease of obtaining loan

e deding with financial

institution

o paperwork

» other

The Impact of the CSBFA Loan on Employment

What do you fed the program’s impact has been on the success of your company (revenues,

profitability, innovation, expanson, merger/takeover, survivd ec.)?

What impact hasit had on the people who work in your company? | want to underline that | am talking
about employment within your company, aswell as outside. By outside, | mean any indirect impact,

for example on suppliers, competitors or customers.

1. Jobs crested in your company
« how many

type of job

full/part time

short/long duration

2. Jobs maintained in your company

« positions or hours of work that did not need to be cut, thanks to CSBFA financing

3. Jobs displaced or lost in your company

* jobsor hours of work that are no longer needed as aresult of other resources (e.g. technological

innovation) obtained through the CSBFA loan

4. Job upgrading at your company

* traning, skills upgrading of exising employees

« employees who have moved to a better position

15




- explore the indirect job impacts, including the possible effect of the CSBFA financing and the
company’ s success on spin-off companies, suppliers, clients and competitors.

Wrap-up

Overdl, how would you describe your experience with the CSBFA program?

Is there anything you would change?

Have you ever discussed the merits of the program with other businesspeople you know?

Would you recommend it as afinancing tool for other smdl businesses?

Is there anything else you would care to add?

Thanks again for your time, and good luck with your business. - If necessary, provide assurance that
the interviewee will not be contacted again in the near future for other CSBFA surveys.
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Annex 2— Summaries of the Success Stories

abc Country Restaurant Nanaimo (Dwayne Carter Enterprises Ltd.)

When Dwayne and Danya Carter visited an abcC Country Restaur ant, they so enjoyed the tasty and
affordable food and the friendly atmosphere that they moved to scenic Nanaimo, British Columbiain
order to open their own franchise of the popular chain. With a CSBFA loan, the Carters bought grills,
ovens, tables, chairs and carpets in order to ready the establishment for its grand opening in May 2000.
The couple work long hours in the seven-days-a-week operation, but 14,000 satisfied customers a
month make it al seem worthwhile.

Advanced Controls and Engineering (1314744 Ontario Inc.)

In just three years, Advanced Controls and Engineering has evolved from atiny, two-man computer
programming service, operating out of aresidential garage, into a $4-million-a-year producer of
automated machines for car-parts manufacturers. A key spark for the expansion came when the
Chatham, Ont. company used a CSBFA |oan to finance amajor equipment purchase. And the wheels
of success keep turning, thanks to the energy, enterprise and technical know-how of owner Sante
DiDonato and his team.

Allgard Security Services (596130 B.C. Ltd.)

William Richard (Dick) Leeisaretired RCMP officer who parlayed his investigative and security skills
into athriving business. Allgard Security Services, based in Trail, B.C., offersarange of products
and services, from darm systems and private investigations to professiona security and protection at
buildings and events. With a CSBFA loan, Allgard was able to buy new computers and software, which
enable the company to keep up with the evolving demands of crime prevention and safety.

Barewood Furniture and Craftware Ltd.

In Thunder Bay, Ont., a CSBFA loan helped Alberta Davis, the owner of Barewood Furniture and
CraftwareLtd., open asecond store, called FORTHE HOME. Barewood sells unfinished furniture,
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while FOR THE HOME is geared toward high-end home decorating needs. Although the two shops differ
in gyle and inventory, both are proving to be immensely popular in a community searching for new
sources for fine furnishings and accessories.

Beck’s Bakery

Beck’s Bakery, Delicatessen and Café bringsadice of Europe to the grateful townspeople of
Pembroke, Ont. German immigrants Erwin and Theresa Beck opened asmall bakery 17 years ago.
Recently, to accommodate the shop’ s rising popularity, the Becks used a CSBFA loan to finance a
magor renovation and expansion of their business. The success of the remodelled operation surpassed
even the most optimistic predictions, more than doubling the anticipated gain in sales.

Capital Kids Sports Center Ltd.

The lucky youngsters of Regina now have a modern, well-equipped place to legp, flip and soar under
the watchful eye of nationdly certified gymnastics ingtructors. Veteran coaches Tom and Diane Dedippe
used a CSBFA loan to convert aformer warehouse into the gleaming Capital Kids Sports Centre, a
private gymnastics facility, which opened in August 2000. With hundreds of dedicated gymnastics
sudents, including some Olympic-leve taent, the future for Capitd Kidsis paved with gold.

DC Automotive (Tad Holdings Ltd.)

Svenn Tergesen has transformed his childhood passion for cars into a thriving business venture. The
former drag car racer used a CSBFA loan to help finance the expansion of his high-performance auto
parts shop into afive-bay, full-service repair shop in Winnipeg. The move has fudlled such an
impressive growth in revenues, DC Automotive isrevving up for possble further expansion.

Edward C. Turnbull

Thelife of afisherman is never easy, and in Spite of increasingly hard timesin the east-coadt fishery,
Edward C. Turnbull has been able to make aliving hauling in crab off the coast of Newfoundland. His
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successis the result of hard work, perseverance, and a seaworthy ocean-going vessel he purchased
with the help of a CSBFA loan. Dubbed the Millennium Sar, the 10-metre-long boat has alowed Mr.
Turnbull to stay in his Labrador village and carry on the long and honoured tradition of his forefathers.

Foster’s Fire and Safety

Dondd and Glenda Foster once serviced fire extinguishers from their renovated home garage. Today,
thanks to a CSBFA loan, the enterprising Nova Scotia couple has converted aformer flower shop into
agpacious service and retail centre that offers one-stop shopping for avast array of fire and safety
equipment, from axes and eye shidds to respirators and Canadian-designed traffic control sgns and
flags. With business up 30 per cent, Foster’s Fire and Safety has found surefire successin helping
keep the world a safer place.

Kathleen’s Celtic Konnection Ltd.

Kathleen’s Cdltic K onnection brings the flavours of the United Kingdom to Windsor, Ont., in the
shape of bangers and meat pies, Cornish pasties and crisps. The shop, boasting more than 1,000
different products, is owned by Kathleen Storey, who was raised on such Old-World fare by her
Scottish and Irish parents. A CSBFA loan dlowed Ms. Storey to convert an empty store shell into a
redigtic replica of the quaint, Tudor-style shops that lined English village squares. In just one year in
business, Kathleen's Cdltic Konnection hastickled the taste buds of thousands of customers — tourists
and locas dike,

Lobster on the Wharf (MacKinnon’s Lobster Pound Inc.)

The dot.com maniaisn’t cooling for Jm and Helen Larkin, who are proving the Internet remains a
powerful tool to help small businesses hook new opportunities. With the help of a CSBFA loan, the
Prince Edward Idand couple took L obster on the Wharf, Charlottetown’s largest seafood restaurant
and market, on-line in the summer of 2001. Today, vistorsto the Site can reserve atable a the
restaurant, or stay home and order live lobster feasts delivered direct to their door. Either way, the new
Web steis heping the Larkins bring their Sgnature treats from “the cold blue Atlantic waters’ to a
growing number of gppreciative seafood lovers.
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Midwestern School of Business and Technology Inc.

Midwestern School of Business & Technology is aprivate vocationd school in Winnipeg that
specidizesin information technology training. Partnering with high-tech companies and other inditutions,
Midwestern helps students make the trangition to a technology-dominated world. Ken Penner, aformer
high school teacher who founded Midwestern in 1993, has used a series of CSBFA loans to modify
and equip the school with the latest in computer hardware and networking capabilities. With 85 percent
of Midwestern graduates landing careers within sx months, the success of the school is reflected in the
students.

The Montreal Family Centre (3681793 Canada Inc.)

The Montreal Family Centre counsds divorcing couples on waysto help their children through a
trangtion that can be very traumatic. A CSBFA loan dlowed therapists Marla Y anofsky and Vikki
Stark to open a downtown office and begin offering a badly needed service to the community. And the
community has responded — with a steady stream of dients for the centre and frequent invitations to the
thergpigts to share their ingghts a workshops, schools and through the media

Reena Campbell Promotional Marketing Ltd.

When a Saskatchewan Roughriders fan buys a new cap or key chain with the team logo, chances are
Reena Campbell Promotional Marketing Ltd. wasinvolved in the production. The Regina
company, established by proprietor Reena Campbell in 1992, is now aleading vendor of some two
million Canadian and imported promotiona items, and has earned top honours from the industry
association for promotional products manufacturers. Thanks to a CSBFA |oan, the company has
moved into spacious and elegant new quarters, and purchased the equipment necessary to promote
ever greater SUCCess.

Safet+Sound Manufacturing Inc.

Safe+Sound M anufacturing I nc., which began as a kitchen-table operation in Bowmanville, Ont.,
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used a CSBFA loan to develop into a highly successful manufacturer of brightly coloured reflective
vests, jackets and other gpparel for outdoor workers. Co-owned by Ken and Francine Neshitt,
SafetSound usesthe latest in flame-resistant and fluorescent fabrics to ensure the safety and visbility of
workers by day and night. It's clear that customers are satisfied, because even without a saes force or
marketing strategy, business has doubled every year.

Simtech CNC Consultants I nc.

Simtech CNC Consultants Inc. started, as the name suggests, as Luc Simoneau’ s one-man consulting
savice in the highly technica fied of computer numerica control (CNC) for industrial machine tools.
But in just five years, the Sherbrooke, Que. mechanical engineer has taken his business to new heights,
using a CSBFA loan to expand Simtech’s office space to accommodate the growth. Today, the
enterprise sls, ingalls and services sophisticated software for industrial manufacturing processes, and
has become Quebec’ sfirst authorized vendor for aleading high-powered CNC router machine.

Tchou Tchou et ses Amis (9016-8519 Québec Inc.)

Tchou Tchou et ses Amis began with atoy choo-choo train ride and, thanks to the CSBFA lending
program, has expanded into an award-winning, million-dollar children’ s entertainment business. Based
in Laval, Que., Tchou Tchou rents out games, rides and activities for children’s parties, fairsand
corporate functions, and supplies the clowns, snacks and other entertainment essentias to suit any
budget. With more expansion plansin the works, Lynda Bouvier, the creator and owner of the colourful
enterprise, just keeps on rolling down the track to success.

Technomedia Inc.

Nothing is more conducive to the creative flow than a good work environment. Thanksto a CSBFA
loan, the owners of Technomedia I nc. were able to move their successful graphics design teaminto a
beautiful heritage property close to the scenic Charlottetown, PEI waterfront. The new building is
lending new energy to avisua communications team at the forefront of today’ s information age.
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True North Safaris Ltd.

In the land of the midnight sun, True North Safaris Ltd. offers big-game hunters and sports fishermen
achance to test themsdlves againgt nature and the lements. The Y dlowknife-based ouitfitter, owned
since 1983 by Gary Jaeb and his family, takes sportsmen on professionally guided adventures across
the breathtakingly rugged barren lands of central Northwest Territories. Because the success of each
expedition hinges on the safety of the clients, True North Safaris uses CSBFA loans to ensure boats,
motors and other crucia equipment is entirely dependable, even in the most challenging weather
conditions.

Tunnels of Moose Jaw (Nujazz Management Ltd.)

Theaward-winning Tunnels of Moose Jaw is bringing the Saskatchewan city’ s hidden higtory to life.
Thanks to the assstance of a CSBFA loan, the theatrica and interactive tourist attraction guides more
than 100,000 enthusiagtic vidtors a year through myriad tunnels and basements under downtown
Moose Jaw. One tour recregtes the bootlegging underworld of the Roaring Twenties, while a second
explores the plight of the prairie city’ s Chinese community at the turn of the century. The superb sets
and gate-of-the-art specia effects have helped turn the tunnels into one of Canada s premiere tourist
attractions.

ViaVai Restaurant Inc.

In the tough, highly competitive food service industry, Edmonton’s Via Vai Restaurant has the recipe
for success. With help from the CSBFA lending program, the elegant, Itdian-style dining establishment
in Edmonton isthriving, in spite of some persond and financid obstacles faced by its owner, FHora
Corazza. Now, as Ms. Corazza explores a better |ocation for the restaurant, the award-winning ViaVai
is poised to please even more diners with ataste for something better.

Village Pastry Shop 2000 (511885 N.B. Inc.)

The aroma of freshly baked bread, pastries and local delicacies like fish cakes wafts from the Village
Pastry Shop in Moncton, N.B. as owner, baker, and chief ddiveryman Steve Wood oversees the
round-the-clock operation. In 2000, a CSBFA loan dlowed Mr. Wood, then an employee of the
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bakery, to purchase the operation from his aling boss. Apart from preserving the staff of six, the
takeover of the Village Pastry Shop ensured the continued surviva of a much-loved, 43-year-old fixture
in the downtown business community.
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Annex 3 — The Success Stories

The ABC’s of Success
Nanaimo couple cook up franchise dream in popular family restaurant

Dwayne Carter began his career in the restaurant business as a high school grill cook flipping burgers at
McDondd's. Today, he isthe co-owner of a successful franchise restaurant in one of Canada s fastest
growing restaurant chains.

Mr. Carter and hiswife, Danya, own abc Country Restaurant in Nanaimo, B.C, afriendly and casua
establishment whose signature barbecue dishes and generous portions attract aloya clientele, from
young couples to busy dua-career families.

The days are long, the pressure is intense and the Carters are lucky if they manage to stedl two daysa
month away together. But their appetite for new chalengesisinsatiable: Less than two years after
opening their first restaurant, plans are underway for a second. “We just want to keep expanding,” the
30-year-old Mr. Carter says.

The young couple opened their restaurant in May 2000. After 12 years with McDonad's, where he
worked hisway up to supervisor of Sx restaurants in the Fraser Vdley, Mr. Carter was determined to
get his own franchise. “But McDonadd' s is so established that franchises are alot harder to get.”

The Carters had always enjoyed the affordable food and casua amosphere at their local abc Country
Restaurant, and decided to take a serious look at the chain. “1 saw how the company was changing and
succeeding. | thought it would be nice to get into a company that’s growing.”

The Surrey-based corporation, which began in 1972 with atiny, family-run reaurant in B.C.’s
Kootenay region, now boasts 37 restaurants with more than 2,500 employees across Alberta and B.C.
Each franchise owner pays a franchise fee. Once the restaurant opens, the franchisee pays monthly

royaty payments.
“We approached the franchiser and we said, ‘We don’t care where we go, we want the next location,””

Mr. Carter said. The couple was living in Maple Ridge at the time, where Mrs. Carter was working as
adenta assgtant. “Nanaimo was the next location they had, so we took it.”

With $250,000 of their own equity in hand, the Carters approached their banker for additiona financing
in the spring of 2000. He proposed aloan backed by the Government of Canada under the Canada
Small Business Financing Act.

“We had no idea about the program when we approached our bank manager,” Mr. Carter recdls. But
the details sounded good, and the couple seized the opportunity. “I remarked to my wife afterwards
that it was easier to get the loan than it was to get a credit card!”

Their $224,000-CSBFA |oan went toward leasehold improvements such as grills, ovens, tables, chairs,
carpets—"“badicdly dl theinterior suff,” Mr. Carter says.
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Today, the Carters employ a staff of 40, 25 of whom are full-time. The business operates seven days a
week. Some 14,000 customers are served every month, “and we continue to see growth.”

Not surprisingly, the Carters workday typicaly runs“8to 8.” After a series of “cleanliness checks,”
Mrs. Carter selects the lunch and dinner specids, then works with the servers, setting their day plans
and daily salestargets. Mr. Carter spends the morning meticuloudy checking the coolers and freezers,
making certain food is properly packaged, |abeled and within its expiry date. From the moment the
lunch crowd hits, he'sin the kitchen with the cooks, “plating” the food to make certain every dish looks
perfect before it leaves the kitchen.

“Y es, the hours are long and we don't usualy get days off, but it's more saf-imposed than anything,”
notes Mr. Carter, who is adso an active community volunteer. Besides, he says, “the ocean’s only two
minutes away.”

Dwayne Carter Enterprises Ltd. — abc Country Restaurant

Nanaimo, B.C.
(250) 390-4064
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Engineering Success

Southern Ontario company makes big inroads in automaobile manufacturing industry

Advanced Controls and Engineering is a $4 million-ayear company that sells automated production
equipment to car parts giants like Magna Internationa and Johnson Control. A scant three years ago, it
was atiny two-man shop, operating out of agarage in Chatham, Ont.

“We dowly progressed over the three years” says company president Sante DiDonato in aclassic case
of undergtatement.

Working with aline of credit againgt their dectronic tools, he and partner Dennis Garlough formed the
company in 1998. Their main offering was programming services for the automated equipment used in
manufacturing. At the time, the company’s own manufacturing operations were limited to building
electrical cabinetsto house the “brains’ of the speciaized machines.

Their own brains and taent fudled A.C.E.’ s explosive growth once they moved out of Mr. DiDonato’s
garage. “ Once we had a building to work out of, we were able to actudly get into manufacturing.”

Today, A.C.E. isaleading specidist in PLC (programmable logic controller) controls and automation.
Their products are key components of industrial manufacturing machines and processes, from
manipulators, turntables and trim presses to loading and unloading systems, high-speed transfer
equipment and conveyor systems. Asde from manufacturing, A.C.E. dso offers avariety of services,
such as engineering, project management, ingalation and training.

“We basicaly design and build automated equipment,” says Mr. DiDonato, an eectronic technologist.

For example, A.C.E. builds a machine that grasps a car door in an automotive assembly line and loads
it onto aturntable. The machine turns the door pand toward arobot, which sprays polyurethane foam
insulation into the interior, then sends the door on to the next step of the manufacturing process. Similar
machines are used in the production of dashboards and instrument panels.

The capacity of A.C.E. to supply customer demand for such automated equipment was greeily
enhanced when the company added a key piece of machinery, caled a CNC (computer numerical
control) gas plasma burning table, to its shopfloor.

“We wanted to purchase extra equipment that would save us from out-sourcing certain parts of the
manufacturing process,” Mr. DiDonato explains.

On the recommendation of the firm’'s banker, A.C.E. obtained a $46,376-loan under the Canada
Small Business Financing Act to buy the burning table, a black, yelow and slver machine that
occupies an areaof seven by 13 metres.

The burning table works on the same principle as an acetylene blow torch, only it'salot quieter, more
accurate, and powerful enough to cut through a plate of sted 15 centimetres thick.

The process begins with a computer-aided design (CAD) drawing of apiece of metd that A.C.E.
needs to produce in order to build a particular piece of equipment. The burning table convertsthe
programmed design into co-ordinates that it feeds into a cutting device. The co-ordinates generate a
pattern of the required part, and direct the gas plasmatorch tip to cut through a sted plate dong the
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specified outlines. The part is then assembled into a machine that is sold to indusdtrid customers such as
car-parts manufacturers.

Mr. DiDonato and his associates applied their consderable ingenuity to keep the burning table
affordable. “We built alot of it in-house with used parts, except for the (computerized) controller, which
was new,” he says. In thisway, A.C.E. was able to save about half the cost of an entirely new machine,
which typicaly rangesin price from $100,000 to $150,000.

Mr. DiDoneto has never caculated how much the addition of the CNC machine contributed to his
company’s growth. “It will only generate money as good as the people working it,” he observes. “ For
example, you have to be able to set up the gas properly. Like for any equipment, you have to know
what you're doing.”

But he acknowledges it brought substantial savings in money and time. “If we out-source the
production, each part can cost a couple of hundred dollars. We can now do it in-house for about a
quarter of that price.” And mistakes can be codtly. “If you out-source and the piece comes back wrong,
you're in trouble, whereas we just go back and cut it again, no problem.”

What's more, with 90 percent of A.C.E.’s business in the United States, the machine has greetly sped
up product ddlivery. “We don’'t have to wait four to six weeks (during busy times) for apart to be cut.
We just go to the floor and cut it ourselves on the same day we need it.”

The acquisition of the machine led A.C.E. to hire and train two more people. One operatesthe
equipment and the other is kept busy fabricating and welding together the stedl pieces produced by the
machine,

While A.C.E. s business was affected by the recent dowdown in the automotive industry, there' s every
indication that things are about to reverse. Indeed, a the time of hisinterview, Mr. DiDonato was
gearing up to land arecord-setting contract for the dynamic young company.

“For the last three years, it’'s been me and my partner working 60 to 80 hours aweek,” aweary but
optimistic Mr. DiDonato says.

Advanced Controls and Engineering
Chatham, Ontario
(519) 380-0999

WWW.acecan.com
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Secure Venture

CSBFA loan helps private investigator uncover new business opportunities

At atime when most men his age are working on their short game or dreaming of acruise on the high
sess, William Richard (Dick) Leg s businesslifeis just getting started.

Mr. Leg, 65, isthe sole owner of Allgard Security Services, athriving security company based in Trall,
asmal community in the West Kootenay region of British Columbia near the Canada-U.S. border.
The company has a second office in nearby Cranbrook.

Mr. Lee, aretired RCMP officer who joined Allgard as a private investigator in 1988, took over the
company in 1999 when the previous owner retired. “| felt capable and able, and | had put alot into the
company. And | saw alot of potentid.”

Today, Allgard offers awide range of security and investigative services. The company sdls, ingdls,
monitors, services and responds to darm systems for homes, businesses and industry. “We ingall
intruson darms, persond darms, medica darms. Whatever the customer needs, we build it for them.
Our technicians are pretty innovative.”

His mobile and on-gite security guards provide protection for hospitals, shopping mals, businesses and
sports complexes, while histeam of PIs, including other ex-RCMP officers, investigate civil liability
cases and insurance claims and fraud. Clientsinclude the provincia Workers Compensation Board,
which hires the investigators to prove or disprove injury daims.

“It isn't necessarily dways ‘no’,” Mr. Lee says. “We just do what we're asked to do. All of our
investigations are civil matters before civil courts. If we notice anything crimind, we turn it over to the
police”

When Mr. Lee bought the company, his first move was to completely upgrade the computer system. He
turned to his credit union, which arranged a federd government-backed |oan under the Canada Small
Business Financing Act.

He used his $38,285-oan to purchase new computers, including laptops for his technicians, and to
upgrade the centra darm monitoring Sation in Trail. A major cost was the sophisticated software for
programming darm pands and tracking activity in secure zones.

“Y ou can have some places. . .where you have eight different security zones, and each one dictates who
can and can't enter,” Mr. Lee explains. “The computer alows usto cal up each zone or partition and
get an extensve higory of what's been going on.”

The lgptops have become atoal histechnicians can no longer do without. “1t’ s like telling a carpenter to
go to ajob without a hammer, or a cook to go into the kitchen without astove,” Mr. Lee says. “Instead
of having abunch of paper files, they can go into a place where they know the master codes, plug them
in and they can do a service right on the spot.”

Allgard's enhanced computer system has been a huge boon to the company’ s bottom line. “We're able
to handle jobs that once we could never have even dreamed of doing,” Mr. Lee notes. For example,
the company now handles security for two local colleges, including Salkirk Collegein Trail. In addition,
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he recently bought out a competitor in Cranbrook.

Mr. Lee says the interest rate for his CSBFA |oan was reasonable and that the application process was
surprisingly smooth. “There were alot of questions, and we had to make some changes here and there.
But basically there was no problem at dl.”

His gtaff, mostly part-time and contract workers, has doubled, from just under 30 when he purchased
the company two years ago to more than 60 today. Business has increased 20 per cent annually over
the past two years, and he expects revenues to reach $1.15 million this year.

Mr. Lee knowsthat, in the highly competitive private security industry, success depends on hiswell
trained and versatile saff. His security guards have dl completed two- to three-month training courses
and undergo regular skills upgrading. As aresult, they can handle everything from crowd control at
hockey games to securing wildfire scenes in the rugged forests of British Columbia

“They not only look after the personnd in a given area, but they guard the helicopters and al the
equipment. Ther job isto make sure the firefighters and the deeping areas are al looked after while
these guys are out there fighting the forest fires”

In the past, whenever the security Side of the enterprise dowed, the private investigation side picked up.
But Mr. Leeis expecting that, in these insecure times, his overal busness will only grow.

Fortunately, he' s no more ready to retire from his own business today than he was 21 years ago, when
he left the RCMP after 25 years of dedicated service.

“I’ve got afew more aches and pains and | have to do afew more stretches and exercises just to get
myself mobile,” he concedes. “But that's age. I'm looking forward to a greet year.”

593130 B.C. Ltd.
Allgard Security Services
Trail, B.C.

(250) 364-2253
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Unfinished Business

Thunder Bay company expands from bare wood fur nitur e to upscale home decor

While the 1998 closure of Eaton’s Thunder Bay store left abig gap in northern Ontario’s home
furnishings market, it crested an exciting business opportunity for one loca entrepreneur.

For the previous two years, Alberta Davis had been expanding the product range offered by her first
store, Barewood Furniture and Craftware Ltd., which she had established as a sole proprietorship in
1993.

“I"d been exploring increasing my stock from more than just unfinished solid wood furniture,” Ms. Davis
recals. “| was getting into area rugs, upholstery, accessories, that kind of thing.”

But as she moved to meet the city’ s growing appetite for upscale home decor, made even more acute
by the closure of amgjor department store, Ms. Davis recognized that her 2,000-square-foot store
wasn't adequate for this sophisticated market.

In the spring of 2000, her banker suggested a solution: A loan, backed by the Government of Canada
under the Canada Small Business Financing Act, that would enable her to open a second store a
another loceation.

“The timing wasright for the market and for the city, athough it was probably ayear or two too early
for me persondly,” Ms. Davis says now. “I would have liked to have gotten on a more secure financia
footing firg.”

By the time Ms. Davis gpplied for the loan, she had encountered a cash flow problem resulting from a
gradua doubling of her inventory. “The loan redlly increased my borrowing power,” she says. “Banks
won't finance inventory and you can't use inventory as security on aloan, so | had to reinvest dl my
own earnings for the expanson.”

“Consdering how skittish the banks are these days, | probably wouldn’t have been able to borrow
from the bank any other way.”

With the $30,000-CSBFA loan in hand, however, Davis was able to remodel and equip a 7,400-
sguare-foot space, with 5,000 square feet of showroom areg, in astrip mall conveniently located in
Thunder Bay's main retail zone. The money went to arange of leasehold improvements, including the
indalation of a sales counter, lighting and dividing walls, and the purchase of a computer.

The result was FOR THE HOME, an dtractive and cosmopolitan shop offering fine furnishings and rugs,
lighting, ching, flords and a gift registry.

“It' satotdly different concept from Barewood,” Ms. Davis says, noting that her first sore has since
reverted back to its origins in unfinished furniture and other solid wood products such as shelves,
rocking chairs and hobby horses.

While Barewood' s location in aformer auto repair garage has a certain funky cachet, FOR THE HOME is
the image of degance. “It's very polished. You wak into it and go, ‘Wow!"”
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The two stores together now gross more than $1 million ayear, ameasure of their popularity in the
community.

“People say to us. ‘We reredly glad you're here because this way we don’t have to go al the way to
Toronto to do our shopping.””

But Ms. Davis notes there are other benefits to the community as well. For instance, by putting to use a
subgtantial area of vacant commercid space, FOR THE HOME is contributing to the municipa tax base.

By opening the second location, Ms. Davis has also doubled her workforce. Where Barewood aone
had one part-time and three full-time employees in management, sdes and custom furniture finishing, the
two stores now have arange of positions, including decorating speciadidts, sales people and a
deliveryman, who collectively occupy seven full-time jobs.

Ms. Davis foresees ill more growth in the months aheed. “ Right now we have twice the sdles volume
that we used to have with just Barewood. Since the new store is 2% times as big, we should be doing
2% times the volume; we' re not doing that yet, but the store is quite new. | do anticipate we will be
therein lessthan ayear.”

Infact, Ms. Davisis now preparing to gpply for another CSBFA loan, thistime to buy atruck for the
two enterprises.

Heedy times for a woman whose background was not in business but in nursing and municipa planning.
“Before opening my first store, my entire retail experience was working part-time at aK-Mart after high
school,” she laughs.

Barewood Furniture and Craftware Ltd.
Thunder Bay, Ont.
(807) 622-3332

FORTHE HOME

Thunder Bay, Ont.
(807) 622-2550
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Profits Rising
Pembr oke bakeshop bringstaste of Europeto Ottawa Valley

The gleaming display casesin Erwin Beck’ s bakeshop and delicatessen are filled with hearty multi-grain
breads, German buns, struddls, cold cuts and select cheeses.

For 17 years, Mr. Beck has been bringing adice of European baking to Pembroke, a bustling
community of 14,700 adong the Ottawa River in the heart of the Ottawa Valley.

Mr. Beck and his family immigrated to Canada 17 years ago from Wirzburg in Northern Bavaria,
where he owned a bakery that employed more than 25 people. He knew from experience that the
secret to success liesin expansion and “doing different things”

So in the spring of 2000, he gpproached his bank about financing arenovation to hissmall Isabella
Street bakeshop. His banker suggested he apply for aloan backed by the Government of Canada
under the Canada Small Business Financing Act.

“I used some of my own persond credit line. But | estimated the whole cost and | needed so much
money to go ahead with the renovation,” says Mr. Beck, who runs the bakeshop with his wife,
Theresia. “When | went to the bank, they said we could take a government loan.” He was attracted by
the low interest rate and the fact that the bank “took care of everything for me.”

With the $100,000-loan secured, Mr. Beck launched a mgjor renovation. He took out two wals and
expanded into an adjacent vacant commercia space. He remodeled the walls, ingtalled new showcases
and air conditioning, refaced the outsde wall and added a 36-seat café. The CSBFA loan was not his
only source of financing, but it did account for 40 percent of the total cost of the renovation.

Three new employees — one full-time baker and two part-time staff —were hired as aresult of the
expansion. Today, Beck’s Bakery, Delicatessen and Café employees a taff of nine, including Mr.
Beck’s son, Andress.

“I knew if you renovated, the increase in sdles would be there, but it was actually more than |
expected.” He anticipated sales would increase perhaps by 10 to 15 percent. In fact, sales have soared
an enviable 25 to 35 percent.

Mr. Beck says he would recommend the smal business |oans program as a useful financing tool for
other entrepreneurs.

“You can pay it off earlier if you want to, anytime. My persond line of credit is a lower interest now, so
I’m paying off the government loan firs.”

Life as a bakery owner means seiting the darm for four in the morning, Six days aweek, and often not
returning home until after Sx o' clock at night. Indeed, Mr. Beck can bardly pause for atelephone call.
“Isthisagood time? There' s never agood time!”

Despite the 12- to 14-hour days, however, it isalife he enjoys. He ddightsin having introduced many
of hislong-time customers — die-hard white-bread eaters — to organic grain breads and rolls. “Since
we' ve been here, we' ve changed some of the Canadian peopl€' s habits.”

And the resdents of Pembroke are thanking him for it as they tuck into their butter-cream cakes,
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Danish padtries and dark rye breads.

Beck’s Bakery, Delicatessen and Café
Pembroke, Ontario
(613) 732-2421
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Reaching for Gold

Regina couple shapes star gymnasts of tomorrow

Tom Dedippe, anaiondly certified gymnastics instructor who has been producing meda-winning
athletes for more than 15 years, is reaching for gold with a successful new gymnastics club in north-end
Regina

Mr. Dedippe and his wife, Diane, opened Capitd Kids Sports Center in August 2000, with the help of
abusiness loan backed by the Government of Canada. Within ayear, the 7,300-square-foot club,
located in a converted furniture warehouse, has become one of the city’s premiere gymnastics training
fadilities

The centre offers avariety of programs that cater to dl levelsof skill and ability, from weekend
recregtiond programs for young children to competitive programs for locd, provincid and nationa-level
athletes. “We have two high-performance athletes” Mr. Dedippe says. “ One of them we're trying to
et ready for the next Olympics.”

Apart from the gratification that comes through helping enthusiastic young athletes succeed, the
Dedlippes are thriving on the persona freedom to make their own business decisions.

With more than 50 years of coaching experience between them, the couple had been managing loca
non-profit gymnastics facilities snce the mid-1980s. But Mr. Dedlippe says coaches in those Stuations
lack vita decison-making authority.

“When you' re coaching, you effectively run the business: you hire the coaches and cregte the programs.
But when it comes to decison-making, you have to go to board meetings, and that sometimes takes
months. The people on the boards are volunteers; they don’t dways come and they change from year
to year.”

Persondlity conflicts can add to the problems. “But if it's your own place, it's hard to lose your job!”

Once they had decided to strike out on their own, however, the Dedlippes still had to vault over afew
obstacles on the path to success. For instance, despite a solid business plan, they quickly discovered
that banks were uneasy about backing a private gym club. Severa banks turned down their loan
requests.

“It was frustrating having to go from bank to bank,” Mr. Dedippe recdls. “The amount of money we
were asking for wasn't overly excessive. Buit. . .the banks fdt the risk was fairly high. Plus not having a
huge lot of collatera, other than our house, made it difficult.”

Eventually, one banker proposed a government-backed |oan under the Canada Small Business
Financing Act. They succeeded in borrowing $44,195 under the program, using the money to convert
one-third of an old warehouse on the edge of Regina s downtown core into amodern gym facility. They
congtructed a viewing area, change rooms, offices and a safety pit, and purchased floor-exercise mats,
uneven and parale bars, balance beams, vaulting horses, trampolines and other top-line equipment.

And while the loan enabled the couple to redlize their dream, the entrepreneurs experienced some early
difficulties, including the cash-flow crunch that came from the bank’ s requirement that they complete the
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equipment purchases in advance of receiving the loan.

“If we had been able to say, ‘ Thisiswhat we need, thisis how much it costs and haveit covered
completely, we would have been in alot better shape at the beginning,” Mr. Dedlippe acknowledges.
“We could have put more into promotions, and little but important things, like a better sgn, better
entranceway, better lighting.”

Stll, the Dedippes say they “couldn’'t have done it” without the CSBFA loan. Indeed, their opening
roster of 10 students has ballooned to more than 300, “and we continue to grow.” In addition to regular
12-week programs, the wheel chair-accessible club offers birthday parties, programs for schools and
daycares, and a program for specia-needs children.

Mr. Dedippe saysther god isto provide children with an enriching experience that not only hones their
ahletic ability, but improvesther overal sdf-confidence and sdf-esteem.

“They learn how to be mindful of how they spesk, and how to portray themselves. The children come
out of the programs confident, positive and directed, and good at goal setting.”

It is clear the Sudents are a reflection of the Dedlippes own determination, and winning ways.

Capita Kids Sports Center Ltd.
Regina, Saskatchewan
(306) 546-5770
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Revving Up Profits

Former Winnipeg drag racer burnsup thetrack to business success

Asaformer star on the North American drag racing circuit, Svenn Tergesen haslived lifein the fast
lane. Today, thanks to some high-octane business savvy and a Government of Canada-backed business
loan, he s more intent on the bottom line than the finish line.

And the bottom line just keeps getting better.

Mr. Tergesen is the sole owner of DC Automoative, afive-bay service centrein Winnipeg that dso sdls
awide range of high-performance automotive parts. The company’s growth has been so powerful that
Mr. Tergesen is aready considering opening a second shop.

A native of Gimli, Manitoba, a picturesque community on Lake Winnipeg' s west shore that was first
stled by lcdandic immigrantsin 1895, Mr. Tergesen grew up with alove of cars and grease on his
hands. He started working in his uncle' s car dedership when hewasjust 12 yearsold. “| started off
cleaning up the cars” herecdls.

By the time he was 16, he was running his und€ s body shop. After graduating from high schoal, he
moved to Winnipeg and took ajob with Drag City Performance, selling high-performance auto parts.
At the same time, he was racing his acohol-fuelled dragster in competitions throughout the United
States, including Colorado, Texas, Cdiforniaand Horida. He once finished third in the world.

But in 1990, Mr. Tergesen pulled into the pit for good when he bought Drag City Performance. “I
decided to stop racing and devote mysdlf to business full-time so | could make some real money.”

Renaming the business DC Automotive, Mr. Tergesen continued to el top-line auto parts, from shock
absorbers and mufflers to cusom wheds, manifolds, grills and exhaust systems. All parts are supplied
by Mopac Auto Supply, a Canadian company with officesin Vancouver, Surrey and Cagary. “I
adways buy Canadian,” Mr. Tergesen says. “I just believeinit.”

But at the same time, Mr. Tergesen was gearing up to expand the shop into a full-service auto repair
centre. In order to raise the necessary cash, hisfinancid planner suggested he gpply for aloan under the
Canada Small Business Financing Act and, in the spring of 2000, he obtained a $54,000-Ioan under
the innovative program.

The loan was used by Mr. Tergesen to cover most of the cost of crucia equipment such as hoists,
compressors, front-end alignment machines, brake lathes, computers and scanners.

Today, businessis “phenomenal,” Mr. Tergesen reports. “We're up 30 percent over last year.” Indeed,
he recently signed two large contracts to service vehicles for an extermination business and alocal
livestock feed company. Each enterprise has afleet of 75 vehicles.

DC Automotive employs seven full-time staff: a bookkeeper, a salesperson and five mechanics,
Business is so encouraging, Mr. Tergesen is contemplating opening a second shop, possibly atruck
shop.

No doubt if he does, he'll keep driving in the profits on hisfast track to entrepreneurial success.
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Tad Holdings Ltd.
DC Automoative
Winnipeg, Manitoba
(204) 2334117
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Sea Life
L oan helpsfisherman adjust to changesin the Atlantic fishery

Asthe lagt lights are being switched off in the tiny Labrador village of Charlottetown, Edward Turnbull
isloading his gear into the Millennium Star and preparing to steam out into the night.

Fishing isin Mr. Turnbull’s blood. “My father was a fisherman, so was my grandfather. It' sthe only life
I’ve known.”

For 25 years, Mr. Turnbull and his father fished cod and sdmon, often in inshore boats he built himself.
But with the collgpse of the cod fishery nine years ago, followed soon after by the closure of the sdmon
fishery, Mr. Turnbull faced a difficult choice: “Either get out of the fishery dtogether, or go offshore.”

Mr. Turnbull, a man who has been fishing “since | was old enough to get into aboat”, chose one of the
hardest jobs in the industry. He became a crab fisherman.

In the spring of 2000, the firgt bank he approached about aloan for an ocean-going vessdl “just turned
me down flat.” He tried a second bank, which encouraged him to gpply for a government-backed loan
under the Canada Small Business Financing Act. “It was no problem at all,” he discovered. “1 was
satisfied with the dedl | got there”

That July, Mr. Turnbull used his $110,670-CSBFA loan to purchase Millennium Sar, a 10-metre-
long, three-metre-wide crab boat that is burgundy in colour with awhite cabin.

Like the other loca crab fishermen, Mr. Turnbull and his two-man crew leave the port of
Charlottetown, an isolated community of just over 300 on the southeast coast of Labrador, around
midnight. They steam out some 100 kilometresinto the Atlantic fishing grounds in ajourney thet takes
between eight and 10 hours. “We leave a night so that we have al daylight to work in.”

Crabs are caught in round traps, called pots, that are about one-and-a-haf metresin diameter and
weigh about 12 kilograms each. Mr. Turnbull has 200 crab pots distributed in “fleets’ of 50, with
severd kilometres between each fleet.

“Mogt of the pots are in the same area. If it’s good fishing, if the weather is good, we stay out for a
couple of days, and then travel back to port on the third day.”

The crab are brought back to shore live, then packaged in brine and shipped to thefish plantin .
Louis, Labrador.

The season usudly runs from the first of June until mid-October, depending on how soon each
fisherman reaches his quota. Mr. Turnbull can usudly haul in between 1,800 and 2,300 kilograms of
crab per trip.

“If you get your crab within a month, your season is over. There' s nothing ese to fish since the cod
went. The few scallopsin the bay are pretty much fished out.”

Mr. Turnbull earned $1.74 per pound of crab this year, down from about $2.25 the previous season.
“It'stough,” he admits. “I don’t know how we [l make it if they cut the crab quota again or the price of
crab drops. It wouldn't be very good for us smal-boat guys.”
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Even 5o, after his second summer on the boat, Mr. Turnbull says he is earning enough to make the
payments on the loan and cover the expenses of running the ship. Had he not been able to buy the
Millennium Sar, the a 41-year-old father of one says he would have had to look for alabour job or a
“make-work program” to make ends meet.

Jugt asimportant, his ownership of the boat has alowed Mr. Turnbull to remain in the only community
he has ever known —the kind of community, where, in 1975, the locd villagers donated manpower and
meateriasto build amedicd dlinic.

“I’ve got ahome and house and sheds here,” Mr. Turnbull says. It would be hard to leave.”

And, in the end, helikesthe life of the fisherman. “I just like to get out to the sees. | was born into it.
You just get so used to something.”

Edward C. Turnbull
Charlottetown, Labrador
(709) 949-0284
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Sur efire Move

Nova Scotia couple lightstheway in fire safety business

Nineteen years ago, Dondd and Glenda Fogter were selling and servicing fire extinguishers from a
cramped, converted garage next to their homein Grafton, Nova Scotia. Today, thanks to the assstance
of a$12,823.00-oan backed by the Government of Canada, the Fosters have transformed their small
business into a flourishing retail and service enterprise dedicated to kegping people safe.

This ambitious duo with business-savvy duo gill sdl the same high-qudity, Canadian-made portable fire
extinguishers for homes and businesses upon which their company was founded. But Foster’s Fire and
Safety now offerstheir growing clientele a one-stop source for dl their fire and safety needs. The

gore’ s extengve product line includes everything from hard hats, eye shieds and safety glovesto
respirators, harnesses, axes and ladders.

The company’ s growth has been so strong since the Fosters moved into their much-expanded shop that
they are dready eyeing further expanson.

Mrs. Fogter, aretired federa public servant, established the business with her husband, aformer
automotive technician, in 1983. “Way back when, back in the ’80s when we started, there was a need
for people to sarvice fire extinguishers,” Mrs. Foster explains. “We would go into businesses and do
ingpections, or people would bring their extinguishersto us. We d recharge them and do hydrodtatic
tests using equipment we purchased from the United States.” Hydrostatic pressure tests ensure vessels
arefree of flaws that could result in an explosion.

The converted garage next to their home in King's County, about 100 kilometres west of Halifax in the
Annapalis Vdley, could barely accommodate a service area and tiny store. But athough they started
smdl, “we just grew and grew. Eventudly we knew we had to move into a bigger building.”

In the spring of 2000, the partners purchased a former flower shop in nearby Cambridge for $110,000.
Origindly, they believed the building, idedly stuated on amain road, would require little in the way of
renovations. Then they received a crash course in municipa building codes and regulations.

“The municipdity said that certain standards had to be met. For example, we had to put in a
whee chair-accessible washroom. That meant tearing out the office that was dready here,” Mrs. Foster
recals. “Badcdly, we had to pretty wdl gut the interior.”

The couple turned to their bank for aloan to finance the renovations. The borrowing process was so
smooth that Mrs. Foster wasn't even aware their banker had arranged a government-backed loan
under the Canada Small Business Financing Act. “Thisis newsto me!”, she laughed when contacted
by phone. “Our bank arranged everything for us.”

The Fosters renovated the flower shop, creating two new offices, alarge retail space in the front and
sarvice areain the basement. They ingtaled new lighting, new doors and shelves. The company brought
on additiona staff and now employs four full-time and three part-time workers.

“It's great. We have more of a store now that people can come into. Before it was just more of the
sarvice end of the business. We werejust able to sall afew things.”
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Their safety line now includes Canadian Standards A ssociation-gpproved congtruction hats, eye shields,
hearing protection, fal protection, rain suits and welding products. In addition to a complete line of
heavy-duty commerciad and industrid fire extinguishers, al supplied by Ontario-based Flag Fire
Equipment, the company offers custom-designed first aid kits, Saskatchewan-made Neolite safety
sgns, and awide selection of traffic safety supplies, such as cones, flares, and flags.

“WEe veincreased our business consderably. And we're out on a main road now, where before we
were three miles off the main road,” Mrs. Foster says.

That improved vishility, coupled with a diversified product line, has helped boost revenues by 30
percent since the Fosters opened their new location in April, 2000. “And we' re getting to the point
where we re talking about expansion again!”

Clearly, there’ s no extinguishing this coupl€ sflair for busness.

Foster’ s Fire and Safety
Cambridge, N.S.

(902) 538-7214
www3.ns.sympatico.calthefosters
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House of Windsor

Quaint shop bringsthe flavours of the United Kingdom to southern Ontario

Kathleen's Celtic Konnection is about as close as the people of Windsor, Ont. can get to Old World
British fare without having to cross the pond.

The Tudor-style shop offers awide sdlection of the kinds of foods Kathleen Storey’ s ScottisVIrish
parents loaded her childhood dinner table with: Cornish pasties, bangers, steek and kidney pies. “1 grew
up with al the old recipes”

After spending three years working in the food industry for executive and cafeteria-style dining
companies, Ms. Storey was anxious to go into business for hersdlf. But she knew success meant finding
“thet perfect niche”

When UK department store Marks & Spencer closed its Windsor location several years ago, Ms.
Storey saw a chance to turn a part of her heritage into a successful business venture. “1 knew there was
till going to be a big demand for (Marks & Spencer) food products,” she notes. “But people were
going to have to drive to Niagarato get them.”

Ms. Storey didn’t want to finance the project entirely from her own assets. So when she turned to her
bank, they suggested a loan backed by the Government of Canada under the Canada Small Business
Financing Act. “The loan rate sounded pretty good, and | wasn't asking for alot of money. They gave
it to me so willingly.”

She gpplied her $46,000-CSBFA loan to leasehold improvements, converting an empty store shell ina
smdl shopping plaza on the outskirts of downtown Windsor into a 2,100-square foot replica of the
quaint shops that line English village squares. The interior walls are stucco and dark-wood pandling; she

added a storeroom, purchased a computer and desk and ingtalled shelving for more than 1,000 different
products.

After years of “working for someone else’ s bottom ling” Ms. Storey opened Kathleen's Celtic
Konnection Ltd. in August 2000. She grossed $250,000 her first year in business.

Some of her most popular products include Cadbury Dairy Milk bars —“the kind made in England, not
Canadal” sheis quick to add — Batchelor's Mushy Peas, square-diced sausage, potato scones, crisps,
Heinz Baked Beans and imported jams and sweets. Her Cdtic-design jewellery isdso a hit with her
younger clientde.

One of her biggest suppliersis John Baird Scottish Bakery in Rexdae, Ont., on which Ms. Storey relies
for her fresh breads, loaves, desserts, bangers and mest pies.

Her customers include British immigrants and tourists from southern Ontario and the nearby U.S.
border city of Detrait.

Ms. Storey, who has hired one part-time employee, says her experience with the CSBFA loan program
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was only positive. In fact, she has recommended it to others looking to create their own small
businesses.

“My experience (with the program) was very good. People were hel pful, they dways answered my
guestions and were quick to get back to me. I've actudly told afew people to go to the government
office, and I" ve given them the pamphlet to go through.”

The mother of two grown children and a seven-year-old grandchild says she' s optimigtic that sales will
continue to grow. And yet, she admits she' d like the business to remain much asit is, “because | don't
want to lose the ambiance.”

“Shopping hereislike alittle bit of ‘back home' for our customers” A pause. “ Some say it'seven
better than back home!”

Kathleen's Cdtic Konnection Ltd.
Windsor, Ont.
(519) 972-7043
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Surfing for New Turf

L oan helps PEI couple take seafood business on-line

After expanding their seefood restaurant and market six timesin 14 years, Jm and Helen Larkin had
nowhere |eft to go but out — into cyberspace.

Now, thanks to a Government of Canada small business|oan, the Charlottetown, Prince Edward Idand
couple has taken their thriving seafood enterprise on-line, delivering world famous PEI lobgters, Idand
Blue Mussdls and Ma peque Bay oysters directly to the doors of even the most land-locked seafood
lovers.

Their professondly designed, multi-page Web site (www.lobsteronthewharf.com) offerstantdizing
lobster feasts that can be delivered “direct from the wharf” to most mgor Canadian cities within 48

hours during lobster season. The site aso accepts on-line reservations for the Larkin’s sunning 140
seat seafood restaurant, located at the old ferry wharf by Charlottetown harbour.

“We fdt that we redly needed to be available on the Internet to people coming to PEI,” Mrs. Larkin
says.
Over the years, Mrs. Larkin, aformer school teacher, and her husband, a former member of the PEI

legidature and retired executive director of the Tourism Industry Association of PEI, have watched ther
business evolve into Charlottetown’ s largest seafood restaurant and market.

The meteoric rise began in 1981, when the owner of MacKinnon's Lobster Pound Inc. mentioned to
Mr. Larkin that he wanted to sdll his downtown business. “It was serendipitous,” Mrs. Larkin recdls.
“It was amaiter of being at the right place a the right time. Jm thought it would be a good siddline for
us.”

At firg, the Larkins carried on MacKinnon's signature product lines of live and cooked lobster and
clams. But within a year they added mussels and scallops and soon added fresh haddock, cod and
sdmon fillets to their inventory.

And thelittle“sddine” venture kept growing. In 1986, the couple built a 40-seat seafood restaurant
next to the market, right on the wharf overlooking the scenic Hillsborough River. Between 1989 and
1995, they renovated and expanded several more times.

Today, the restaurant, renamed L obster on the Wharf, entices tourists and locds dike with dishes like
Ferryman’s Chowder, lobster-stuffed potatoes and Lazyman's Lobster Feast, while the market, which
isfederdly licensed with the Canadian Food Inspection Agency, ships cooked and live lobster across
Canada. Both businesses are open between May and October.

With the dawn of the new millennium, the Larkins, like many Canadian entrepreneurs, recognized the
Internet as a useful tool for reding in new business opportunities and stay competitive in an increasingly
wired world. A consulting company hired to examine the feagbility of setting up a Web site suggested
the couple gpply for financing under the Canada Small Business Financing Act. On the basis of a
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formal proposd, the Larkins obtained a $37,834-CSBFA loan in the spring of 2000.

“It was afairly expensive proposition to do the whole thing — to do the study, to creste the Web ste
and make it e-commerce active,” Mrs. Larkin says. “Inthe end, it actualy cost double (the amount of
the CSBFA loan), but the loan made it much more feasible.”

The site, which went live in July 2001, was designed by Web Site Advantage, a Charl ottetown-based
Internet solutions company headed by Alet Pieterse, named one of Atlantic Canada s Top-50 CEOsin
both 2000 and 2001 by Atlantic Business Magazine.

The Web ste's“e-Market” offerslive lobsters for the “action minded,” or cooked lobster for the more
“ready to eat” crowd. The lobsters, sent by parcel courier, range from dinners for two for $99 (plus
taxes, shipping and handling) to feasts for four that features four lobgters, two dozen live Ma peque
oysters and lobster bibs, crackers and picks for $159. The market aso accepts orders for anywhere
from 10 to 140 kilograms of fresh lobster. All transactions, including credit card and persona
informetion, are encrypted through secure server technology.

The ste dso invites virtud vigtsto the Lobster on the Wharf restaurant. Visitors can surf the mouth-
watering menu, from Idand Blue mussdls in a Chardonnay wine broth to the Fisherman’s Platter,
featuring snow crab legs, scallops, mussel and clams. The restaurant accepts on-line books for intimate
tables for two to groups of 75.

The Web ste aso features recipes and answers to such frequently-asked-questions as, “How do |

cook lobster?’, “How do | serve mussels?’, and “Why does |obster turn colour when it cooks?”
(Answer: Bailing water causes lobster shells to release a reddish-orange pigment caled carotenoid, aso
found in carrots.)

Mrs. Larkin said the Web site has been a good move, noting numerous restaurant patrons had aready
mentioned last summer that they located the establishment through the Internet. Even so, she predicts it
will take severa years before the on-line business reachesits full potential.

Still, with their track record, it's a sure bet the Larkins will succeed in using the Net to land an ever-
growing clientele of satisfied sesfood lovers.

Lobster on the Wharf
Charlottetown, PEI
(902) 892-7604
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From High School to High Tech

Former Winnipeg teacher builds successful IT training centre

Ken Penner taught high schoal for five years before switching gears and launching anew career in
information technology (IT). Eventudly, when he decided to sart his own businessin 1993, amain
objective wasto find away to weave the two strands of his background together.

The result was the Midwestern School of Business & Technology, a private vocationd schoal in
Winnipeg that specidizesin technology training.

The school, which operates out of an eegant stone and brick building on Notre Dame Avenue in the
Manitoba capitd’ s bustling Exchange Didtrict, offers coursesin computer programming, network
engineering, web management and database administration.

The school is amember of the Re-Directions Group, an association of three companies dl housed in the
same building. The others are RDI, a computer consulting company, and Re-Directions Training, a
corporate training group.

Mr. Penner, who is aso president of the Re-Directions Group, has recelved severd loans totaling
about $300,000 under the Canada Small Business Financing Act. The most recent |oan, for
Midwestern, was for $33,800.

“Theloansredly helped us. Especidly when you start a vocationa school, you have to equip X-number
of classrooms, and buy the equipment for those classrooms. We had to ado afair bit of leasehold
improvements.” That included outfitting each classroom with the computer hardware needed to link
each student with the ingtructor and the Internet.

Midwestern, which has partnered with industry leaders such as Microsoft and Oracle as well asthe
University of Winnipeg, can accommodate 70 to 80 students at any one time. Students include
Employment Insurance recipientsin need of anew career, aswell as recent college and university
graduates looking for training in I'T to boost their career prospects.

“These are people who dready have a degreein political science or internationa studies but may be
weak inIT,” Mr. Penner says. “We send them through a 12-month program. When they’re back in the
workforce, they likely would not become programmers or network administrators, but project
managers and leaders of the future.”

It was Mr. Penner’s credit union that first suggested he gpply for afederally guaranteed loan under the
CSBFA.

“There' s no question the loans help asmdl business getting started. They helped us to grow our
business, including hiring of ingtructors and support staff.” The school now employs about a dozen
people, most of them full time,

The borrowing experience was not, however, completely angst-free.

46



“They (the bank officers) were pretty meticulous. Y ou had to have alot of documentation — detailed
listings of what was being purchased and serid numbers and proof of purchase,” Mr. Penner recdlls. “It
took afair bit of work to get dl that paperwork in place.” Furthermore his financia ingtiution would only
reimburse once purchases were completed, to a maximum of 90 percent of the codts. “If | buy
$100,000 worth of computers, | have to buy the computers first, show proof of payment, then | get
$90,000, as opposed to saying, ‘Here's my purchase order from the supplier, it's $100,000, could you
kindly pay for it? That would be redly convenient.”

Stll, Mr. Penner is happy he went the CSBFA route. “Overal, I'd have to say it was very postive.”

Although Mr. Penner hasn't stood in front of ahigh school classroom in more than 18 years, avigtor to
his web site can il discern atouch of the former teacher. For example, basebal caps, sweat shirts and
T-shirts aren’t permitted in the school’ s “ casud business attire” dress code. Blue jeans are dlowed on
Casud Fridays— but only if students make a donation to the charity of the month.

It'sdl part of adtrategy to shape the leaders of the future. And the strategy is proving successful: More
than 85 percent of Midwestern graduates find a career within Sx months.

That' s a grade that would make any teacher proud.

Midwestern School of Business and Technology Inc.
Winnipeg, Manitoba
(204) 943-5661

www.midwestern.ca
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Counsdlling Collaboration

Montreal therapiststeach divorcing parentsto better protect their children

The Montred Family Centre counsds individuas, couples and families on ways to manage a range of
relationship troubles. But its specidty isto help divorcing adults become better parentsto their children.

“We teach co-parenting,” says Marla 'Y anofsky, atherapist and one of the centre’' stwo principas.
“We hdlp parents improve the communication between them so that they don’t let the venom of the
divorce spread dl over their children. Aslong asthey have children, they have to be able to work with
each other, no matter what they might think of each other.”

Ms. Yanofsky and her business partner, Vikki Stark, had recognized that while many counsdlors
provide arange of services—including thergpy for divorcing couples and families after divorce —there
was aneed in the city for thergpists who truly specidize in thefidd.

“We wanted to work with a segment of the population that was not being properly addressed
elsawhere)” Ms. Y anofsky notes.

In order to offer their specidized service, the two thergpists rented a gpace on Lincoln Avenue in the
heart of downtown Montred. It was, however, an empty shell. On the advice of the management
consultant they had hired to help write their business plan, the women approached a bank for aloan to
tallor the premises to their specific requirements.

They succeed in obtaining an $18,114 government-guaranteed loan under the Canada Small Business
Financing Act and, in March 2000, opened the doors to the handsomely appointed centre — three
offices and awaiting room, bathroom and kitchen. “The loan covered everything in here” Ms.

Y anofsky recdls— carpets, lighting, painting, furniture, desks and computer and other office equipment.

The new offices dlowed her and Ms. Stark to offer their professional expertise to the community.
Between the two of them, they will typicdly see 20 to 40 families or individud dlients per week. In
addition, a psychologist occupies the third office, thereby expanding the range of services provided by
the centre.

Already, the Montreal Family Centre therapists are making a big impact in their community. They are
frequent guests at schools, lectures, workshops and the media, where they share their insights on
parenting obligations after divorce.

Indeed, they are writing abook on co-parenting that will help divorcing parents become more aware of
how their actions and attitudes affect their children, and how they might better cushion their children
againg the worst sde-effects of marita breakdown.

For dl its success today, the Montreal Family Centre experienced some early growing pains. For
ingtance, Ms. Y anofsky says the therapists found the up-front professional-service costs associated with
the CSBFA loans to be burdensome.
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Moreover, she says, some of the terms of the loan seemed redtrictive. For example, the bank required
the business owners to make their purchases and submit receipts before the CSBFA |oan was issued to
reimburse them for the expenses. There were dso very dtrict criteria on what the loan would cover. “It
doesn’'t make it easy, but it makes us accountable, | guess, and that’swhat it's al about.”

Ms. Yanofsky aso says new businesses would benefit from government assistance that is not
repayable. “ A smdl-business grant would have given us a nice helping hand when we sarted out,” she
notes, adding she would have used such funds to do more marketing and promotion for her business
and to offer more work for needy clients free of charge. “A grant would help acompany like ours
improve our satusin the community.”

Stll, Ms. Yanofsky says she and Ms. Stark were satisfied with the borrowing experience. “It was the
only way — other than through a persond loan where we could lose our own home if, God forbid,
something happened — that we were going to be able to borrow money.

“The point is that this loan let us open an office, and get it operating as abusiness”

The Montred Family Centre
Montreal, Quebec
(514) 937-6116

www.divorcewise.com
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Name Recognition

Regina woman demonstrates a gift for promotion

Fifteen years ago, Reena Campbe | stood in a Canada Employment office in downtown Regina, hunting
down job prospects and worrying about her future. Today, she isthe sole owner of a promotiona
marketing company that is number one in its market, and growing.

Reena Campbe | Promotional Marketing Ltd. offers a massive line— more than two million productsin
al — of Canadian and custom-imported promotiona items, from key chains, buttons, pens and Post-it
notes to briefcases, fanny packs and track suits.

Ms. Campbell established the company in 1992. Two years ago, she redlized that, with agrowing client

list and ever-expanding product line, the time was ripe to expand. “1 wanted to take the company
bigger, better, sharper.”

“To serve our clientele more completely, we had to make amove.”

With a $92,300-Ioan backed by the Government of Canada under the Canada Small Business
Financing Act, Ms. Campbd| purchased a heritage property in Regina s warehouse district on the
edge of the city’ s downtown core. Shefdl in love with the building' s two-metre-high windows, four-
metre-high cellings and sguared columns.

“I'"d have to say it’s probably one of the most beautiful buildings in Reginatha was affordable for a
bus nessvoman like mysdf to get my hands on.”

She renovated the building’ s 5,800 square-foot ground-floor space, replacing two of four roll-up doors
with patio doors and framing the interior officesin acircular pattern. She hopesto build loft-style
gpartments on the second floor.

The expangon alowed her to hire two additiona full-time staff — a business administrator and another
sdesperson.
Then, in September 2001, Ms. Campbell used a second CSBFA |oan, worth $30,000, to purchase an

embroidery machine, used to stitch logos onto garments such as golf shirts, jackets and hats. “When we
bought the machine, we brought on three new part-time operators.”

Ms. Campbell, who learned about the CSBFA through her banker, says that she was attracted by the
“ease of borrowing.”

“It sounded gresat to me. | had to take aloan for the building, but it's valued at $199,000, so they just
took the building as collateral. | saw aded for the embroidery machine coming down the pike—it's
vaued a $45,000 — so | was able to use the equipment as collaterd aswell.”

The native of Saskatoon stumbled into the business by chance when another job prospect in Regina
didn’t pan out and the employment office came up with a temporary placement at aloca promotions
company. She gradualy worked her way up toward business independence, where the government-
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backed loans helped her develop the right professiona image.

Today, some of her mgjor corporate clients include the Saskatchewan Roughriders, Roots Canada,
SaskTd, Access Communications, Brandt Industries Canada and Aventis Canada. “We aso do lots of
work with groups such asthe MS Society and the Red Cross.”

She recently opened a second office in Calgary and now employs more than 15 people. Her company
isamember of the Promotional Products Association of Canada, and has earned the PPAC Distributor
of the Y ear award, as voted by the manufacturers.

“I could have done it without the loans’ Ms. Campbell acknowledges. “But it would have been harder —
there' s no question — and less productive. We would have stayed in our cramped quarters. And we
were running the other machine seven days aweek, 24 hours a day; we were opening oursalves up to
disaster if we had abreakdown.”

Being awomen in businessis both chalenging and exhilarating, Ms. Campbell says. “All the hest ison
your back. When | was a sdesperson, | didn’'t have the same worries | do now. But | dso couldn’t go
where | wanted to go either.”

Now, asthe head of a successful company, Ms. Campbell is creating the kind of employment
opportunities for which she herself had once turned to the manpower office. Sheisa“diversity
employer”, working with Regina s Open Door Society to help new immigrants enter the workforce.

It has been a heady journey for awoman who, 15 years ago, took alast-minute job with a promotions
company “without knowing even how to get an imprint on a pen!”

Reena Campbell Promotiona Marketing Inc.
Regina, Saskatchewan
(306) 585-1203
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A Bright Business|dea
Ontario couple helps wor ker s stay safe by day and night

For Ken and Francine Neshitt, workplace safety is abright idea

The creators and co-owners of Safet+Sound Manufacturing Inc. have built athriving business on
fluorescent orange and yellow outerwear for surveyors, construction workers, loggers and others for
whom vishility spdlls sfety.

“All the people you see out there on work sites wearing bright orange — that' s us,” says Mr. Neshitt.

But as proud as he is of his company, he's just as proud of hiswife. With her background in the safety
industry, Mrs. Neshitt was the first to recognize a need for durable outwear that could be seen by day
and night, in al kinds of westher. She started her own businessin 1992 and even today, as sdes double
every year, Mrs. Neshitt continues to design each of the 100 product lines that Safe+Sound
manufactures.

“My wife began by making smple reflective armbands and leg bands and reflectors for safety helmets
and since then, we ve grown and grown and grown,” Mr. Neshitt says. “We arted literdly asa
kitchen-table operation. Then we graduated to the basement, and then eventualy to a plant.”

Safe+Sound' s 3,700-square foot facility in Bowmanville, Ont., just outside Toronto, now produces
jackets, safety vests, pullovers, harnesses, rain gear, fleece under- and outerwear and many other types
of clothing and accessories. Many of the items are waterproof; others are made of high-tech flame
resstant materid.

But what they dl have in common is brightness — neon orange in colour, liberdly highlighted with
reflective yelow grips.

SafetSound customizes its products, including visiting work sites to assess their precise needs and
designing suitable prototypes. “If they need avest, we'll giveit to them any way they want — any size,
any type of reflectors, any specia features,” Mr. Neshitt says.

The company aso does extensve research into new fabrics, patterns and styles in order to ensure they
meet the highest tests for safety. In addition, they keep up with al North American and European
sandards, including regulations specific to individua jurisdictions and indugtries. Indeed, Mr. Neshitt
says, because rules vary even from one company to the next, Safe+Sound maintains a detailed database
of regulations and safety criteria

Mr. Neshitt, whose background in management consulting makes him the operation’s acknowledged
money man, stresses that success on such a scale depends on extensive start-up capital.

“When a company is growing, there' sadways alack of cash,” he notes. “Y ou have to move to bigger
facilities and you need to buy equipment and hire people and build up your inventory. The problemis,
you want to grow, but you don’t have the money.”
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That'swhere a smal business|oan guaranteed under the Canada Small Business Financing Act made
ahuge difference. While Mr. Neshitt knew of the existence of the Government of Canada-backed |oans
from his prior consulting experience, it was his bank that proposed this solution to his problem.

“We have awonderful account manager,” he says. “We go in there and she tdls us, * Y ou should think
of thisor think of that.” She's the one who redly came up with the (CSBFA) concept and it redlly has
worked well for us”

In the spring of 2000, Safe+Sound received aloan worth $15,423.83, most of which was applied to
the purchase of about haf a dozen specidized sawing machines and other pieces of equipment required
by the enterprise.

“It redly got us up and going and helped our productivity enormoudy,” Mr. Neshitt recalls. “ That
equipment gives us a better ability to do more jobs, and that lets usincrease our product lines. Basicdly,
thisloan has dlowed us to grow as fast as our customers want usto.”

Mr. Neshitt declines to revea the company’ s sales figures, but notes that the 100 percent-per-year
growth has been accompanied by important job creation. The operation now employs five full-time
workers gpart from the Neshitts, and uses up to 15 contractors for specific sewing jobs. Just afew
years ago, the company would hire just two or three contract sewers at atime.

The success of Safet+Sound aso has abeneficid spillover impact on other businesses, including a
partner company that produces coveralls and a nationwide network of distributors.

“We don't have a massive sdesforce,” Mr. Neshitt remarks, before conceding that the “force’ is
actudly zero. “It'sdl word of mouth,” he explains, adding that aweb site and a catal ogue on paper and
CD-ROM offer information on the products.

The firm has thought about hiring dedicated salespeople, Mr. Neshitt continues, but even now, they’re
congantly scrambling to keep up with the company’s growth. “I fed alittle guilty that we' re not out
there sdling, but the salesjust kegp coming anyway.”

Over the next five years, Mr. Neshitt is planning for significant new growth, including exploring export
opportunities, hiring more contractors and indtituting a second shift a the manufacturing plant. He dso
expectsto apply for another CSBFA loan to facilitate the next phase of growth.

If there' s safety in numbers, Francine and Ken Neshitt have found there are pretty good numbersin
safety, too.

Safe+Sound Manufacturing Inc.
Bowmanville, Ont.
(416) 282-7000

www.safe-sound.net
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Shaping Success

Sherbrooke company brings computerized manufacturing processes to Quebec

When Luc Simoneau sees a Ski-Doo whiz over a snow-blanketed field, or a Sea-Doo skip across a
glittering lake, he can take great pride in knowing his smal business had a part to play in the
manufacture of these popular recregtiond vehicles from Bombardier.

“It could be the moulded cover over the engine, or a part insde the engine or pretty much any part of
the machine,” Mr. Simoneau says from his office a Simtech CNC Consultants Inc. in Sherbrooke,
Quebec.

Simtech isin the business of sdes and support for computerized machine tool control programs. Itisan
authorized vendor of various top-flight software packages that facilitate the process of converting
computer-aided designsinto precise ingtructions for powerful cutting and shaping machines such as
lathes, mills, routers and engravers.

And now, thanks to an $18,360-1oan, backed by the Government of Canada, Mr. Simoneaul is taking
his young company to the next leve:

He is about to expand his product line beyond software to the ultimate piece of industrid-strength
hardware, becoming Quebec’ s first authorized dealer for CNC (computer numerica control) routers
from Texas-based MultiCam, Inc. These tough, all-stedl devices, operated through computerized
control systems, are sophigticated machine tools for high-gpeed cutting, grooving and hollowing out of
wood, plastic, metd and other materias.

The addition of the MultiCam product line isagiant milestone for a company that started as a one-man
consulting operation in 1996.

“| was teaching &t the college herein Sherbrooke,” recalls Mr. Smoneau, a 40-year-old mechanical
engineer. “I kept getting calls from people in industry asking for training and support and optimization of
their CAD/CAM (computer-aided design and manufacturing) software. | was working evenings and
weekend doing this, so | thought, ‘Why not do this full-time?”

As aconsultant, Mr. Smoneau heped hisindudtrid customersidentify their manufacturing needs, and
proposed appropriate solutions. Typically, these modern solutions require extensive high-tech know-
how, because computers are increasingly guiding industria processes such as woodworking and
millwork, mould making, tool and die, machining, engraving, pattern production and prototyping.

And so, Mr. Simoneau incorporated Simtech, expanded into the software business, and never |ooked
back.

“We sl the software, ingdl it, optimize it, do the support and train their people on how to useit,” he
says.
His software products include the Mastercam line of CAD/CAM systems. These programs are used to

54



model an object that needs to be manufactured, then create the code to control the CNC machine tool
as it shapes the part. Smtech aso salls computer-integrated manufacturing software from CIMCO
Integration, and Predator Software’ s communications and smulation programs to alow an operator a a
desk to control the machines on the shopfloor.

And now, with the addition of the MultiCam router machine product lines, Smtech offers a complete
turnkey operation to manufacturers— some in New Brunswick but most in Quebec. “We can now offer
customers a complete solution by packaging a $125,000-machine with $20,000 in software and st it
up for them exactly asthey need it.”

As the business expanded, so did Mr. Simoneaur’ s need for space. Although most of Smtech’swork is
performed at the customer site, more office space was necessary to accommodate the company’s four
full-time staff. Indeed, as aresult of the addition of the machine tool business, Mr. Simoneau took on
another employee, and is looking for one more to bolster his engineering staff. The company isaso
developing its promotions and marketing arm, to take full advantage of its resdler agreement with
MultiCam.

On the recommendation of his bank manager, Mr. Simoneau borrowed the money he needed to
expand his space under the Canada Small Business Financing Act, aloan-loss sharing program
backed by the Government of Canada.

“We had no problems with the loan,” he says. “It was well suited to our type of business, size of
business and so on.” The loan dlowed Simtech to double its office space, add a conference room for
meetings and training, and invest in promationa activities.

In the past year, Simtech grossed gpproximately $400,000. But Mr. Simoneau expects his revenues to
double in the year to come, as the launch of the MultiCam product line puts Smtech on the cutting edge
of success.

Simtech CNC Consultants Inc.
Sherbrooke, Quebec
(819) 346-4889

www.simtech.gc.ca
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Training her Sights on Success

Laval entrepreneur finds good businessis child’s play

When Lynda Bouvier's toddler son, Y oussHf, fell in love with atoy train ride in a Horida shopping mall
back in 1994, an ideawas born — an ideathat has grown into an award-winning, million-dollar-a-year
children’s entertainment business.

“I was watching him ride in the train and it was such a pretty train and | thought to myself, it’s too bad
that we don’'t have anything like thisin Canada,” recdls Ms. Bouvier.

In no time flat, she had collected the information about the train, contacted the manufacturer from her
hotel lobby, and laid the tracks for what would become Tchou Tchou et ses Amis (Choo Choo and
friends), a vibrant and diverse businessin her Montredl-area hometown of Lava.

Asaclothing store owner from the age of 18, Ms. Bouvier had plenty of entrepreneurid savvy and an
artistic eye. Firdt, she protected her position as the only Canadian outlet for the train manufacturer by

pledging to buy more than one train. Then she impressed the manufacturer by cresting an entire circus
scenario, complete with lion cages, for her four trainsto travel through. As aresult, her company now
provides the decor for trainsin U.S. locations.

But trainsin malls were just the beginning. “People asked if we would rent out the trains and we said, ‘It
will cost you,” and they said they were willing to pay,” Ms. Bowvier says. “One thing led to another, and
here we are.”

Today, Tchou Tchou et ses Amisisaleading renta operation for children’s entertainment, offering giant
inflatable games and dides, indoor and outdoor skills games such as mini-basketbdl, the limbo, ar
hockey, hilliards, indoor mini-golf and go-karts. Apart from the activities, there are tents and big-tops,
costumes, mascots, clowns, decorations and candy floss and popcorn machines.

In short, Tchou Tchou has everything necessary to keep the kiddies busy at private and corporate
parties, parades, school functions, fairs and festivals.

“We do anything from $100 to $100,000,” says Georges Rahmé, Ms. Bouvier’s business associate and
assgtant manager. Some people, he says, need just a single item; otherslook for an entire turnkey
solution to their entertainment needs. The common threads, however, are product safety and qudlity,
and sarvice excdllence.

Asaresault, the enterprise has grown from about $42,000 in sdesin the first year to more than $1
million now.

Centra to the company’ s growth were two loans backed by the Government of Canada. In the

spring of 2000, Tchou Tchou received aloan for $19,800 under the Canada Small Business
Financing Act. This was after Ms. Bouvier had repaid a portion of an earlier $250,000-10an,
borrowed in 1998 under the CSBFA’ s predecessor, the Small Business Loans Act. All the money
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was used to buy new games and activities, which can cost between $10,000 and $20,000 apiece.

“If we hadn’t had the loans, it would have been harder, that’s for sure,” says Ms. Bouvier, adding that
the loans were vitd in getting the business off the ground. “I don't know if we would have been able to
get financing without the backing of the government at the time. Today, we would probably be able to
get a (regular commercid) loan, but when you' re starting out, it'salot harder.”

Asthe product offerings grew, so did the business. In September 2000, Tchou Tchou moved to bigger
and better facilities, expanding from 3,000 square feet to 11,000. From a basic saff of 10, the
company sometimes baloons to 52 workers, many of them contractors brought in to install games and
equipment during busy periods such as Christmas. The business dso creates spinoff work for loca
caterers, professond clowns and other entertainers.

“We're doing actualy very good,” Mr. Rahmeé notes. Indeed, he says, even the current economic
dowdown has had little impact on the boom the enterprise has been riding for the past two years.
“There are dways events for kids,” he says. “It never stops. Y ou have to keep going.”

Ms. Bouvier adds that the company has worked hard to maintain its success. She travels frequently to
Las Vegas and other entertainment hot spotsin order to keep up with the latest developments. She dso
prides hersdlf on an innovative approach, both for her products and her management gpproach.

For ingtance, if financidly strapped companies can no longer afford the most lavish children’s parties,
Tchou Tchou comes up with a scaled-down menu of offerings. Smilarly, because most of the products
are imported from the United States and Europe, Tchou Tchou stretches the value of the Canadian
dollar by buying less expensve games that till meet its high standards for attractiveness, safety and
quality. “If the Stuation changes, we adjust to it,” she explains.

This entrepreneuria excellence hasn't escaped notice. Tchou Tchou has aready won severa awards
and citations, including the Laval Chamber of Commerce' s Smadl Business of the Y ear Award for
2000.

And yet, the company refuses to rest on its laurels. Because the business is seasond in nature, Ms.
Bouvier is now exploring the feasibility of ayear-round indoor entertainment facility that would even
things out over the year.

“I have ideas for many yearsto come,” she chuckles, “and | can't see the end of this”

Tchou Tchou & ses Amis
Lava, P.Q.
(450) 686-8032

www.tchoutchou.com
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Spacious Design

Expanded new premisesfoster creative ingpiration for Charlottetown design firm

In theworld of visua communication, cregtivity is everything. Today, thanks to a Government of
Canada-backed loan, Allan MacLeod has built arich work environment that’ s hel ping to simulate the
collective cregtive energy of atdented team of designers.

Mr. MacLeod is sole owner of TechnoMedia Inc., of Charlottetown, Prince Edward Idand. The
company, established in 1988, provides a full-range of graphic design services, including brochures,
books, advertising, logos, packaging and interpretive displays for museums.

By the spring of 2000, with five designers and two office managers working out of asmdl leased office

in a heritage building, the company was ready for premises of their own. “We decided it was time to get
abuilding of our own,” says Mr. MacLeod, and the search for new crestive space was underway .

When he gpproached his bank about financing the purchase of anew building, his banker suggested a
government-backed loan under the Canada Small Business Financing Act.

Mr. MacL eod was attracted by the competitive interest rate set by the bank, as well as arepayment
schedule that allowed TechnoMediato repay the loan more quickly without the steep pendlties of a
conventiona mortgage.

“What gppeded to me was the fact that you had more control over the loan in terms of when you could
pay it off.”
With their $165,240-CSBFA loan in hand, the company purchased a heritage property at 17 Pownal

Street in downtown Charlottetown, just three doors from the waterfront and only two blocks from their
old offices. “We re only 100 yards from the harbour,” Mr. MacLeod notes proudly.

The charming, two-storey wood structure was origindly built as a private homein 1824. Sincethen, it's
been through severd hands and, with TechnoMedia as its new occupant, the building’ sinterior changed
agan.

Severd walls were removed to expand the work space and the premises underwent a complete
electronic refit from top to bottom “ so that we would be set for high-speed in every aspect,” Mr.
MacLeod says. “This ensured high-speed connectivity and communication between individua design
sations as well as the rest of the world.”

The building now houses both the TechnoM edia offices and a separate gpartment. The open-concept
design helps fogter ardaxed but professona work environment and a third-floor attic offers potentia
for future expansion.

“The loan mainly went towards the purchase of the property. The renovations mostly came out of cash
flow,” Mr. MacLeod explains.

The expanded working area has dlowed the company to continue adapting to the needs of adiverse
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client base, whether it's designing logos for Polar Foods Internationd Inc. or the design and packaging
for Come Dance With Me, the latest compact disc release from PEI native Richard Wood.

“It's gresat to be in our own building,” Mr. MacLeod reports. “It’sredly helped us create a better work
environment.”

TechnoMedia Inc.
Charlottetown, PEI
(902)368-3043

(www.technomediapei.com)
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Hunting for Business

Family-owned Y dlowknife outfitting company trains sights on success

In the 30 years Gary Jaeb has lived in Canada s North, he's seen some unusua weather —a summer so
hot that even the stubbornest blackflies perished, and a September so cold that the indoor plumbing
froze. But it was the fresk blizzard of August 1999 that will be hardest to forget.

Since 1983, Mr. Jaeby' s family-owned company, True North Safaris Ltd., has been ddivering hunting,
fishing and ouitfitting servicesin the centra barren lands of the Northwest Territories, which begin some
200 kilometres northeast of Y dlowknife.

This particular August, he was playing host to agroup of caribou hunters using traditiona bows and
rifles, including four women on their first big-game expedition outsde their home state of California
Though he had advised his clients that moderate temperatures of 10 to 15 degrees Celsius would be the
norm, the fine weather began to deteriorate.

What tarted as anippy wind got progressvely worse, and five hunters and three guides found
themselves stranded on the vast, open waters of Mackay Lake. In their 18-foot aluminum boats, they
were lashed by gde-force winds, driving deet and rain as the unexpected blizzard struck.

“Having staff and dlients caught out in a storm was a huge concern,” says Mr. Jaeb, who prides himself
on providing safe and successful expeditions. “They were in radio contact, SO we knew where they
were; they just couldn’t come home.”

The three boats moored for the night on an idand in the 160-kilometre-long lake. Precisely at the tree
line, there was little shelter and even less firewood. The following day, the soaked and bone-chilled
group braved two-metre swells to press on back to camp.

“We knew they had to have good, strong boats and motors because they were coming through six-foot
waves,” Mr. Jaeb recalls. “ The equipment had to be reliable, and we had to be able to depend on the
skill of the guides.”

Fortunately, the boats and their powerful four-stroke engines had been purchased earlier that year to
replace “some redly old equipment that had outlived its usefulness’ in the demanding Northern
conditions. Over time, Mr. Jaeb has gradually been modernizing his flet of more than 20 boats, with
the aid of some $24,000 borrowed in a series of loans under the federal government’s Canada Small
Business Financing Act.

Mr. Jaeb credits the sturdy vessdls, under the calm and professional command of the guides, with
averting disaster. And, in the end, he says, “everyone came back safely,” to the relieved joy of every
other soul in the camp, clustered anxioudy on the dock.

In addition to yielding a glorious tale of excitement and daring to share with neighbours and
grandchildren, the experience built alasting community of friendship among the survivors.
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Mr. Jaeb, a native of Saskatchewan, came to the North as a high school teacher three decades ago.
Enchanted by the endless tundra, the awe-inspiring herd migrations, the dancing Northern Lights of
winter and the midnight sun of summer, he stayed to launch the outfitting business.

Today, True North Safaris offers arange of professionally guided outdoor activities for avid sportsmen.
There are three- to seven-day fishing trips on Mackay Lake, where trout of more than 20 kilograms
have been snagged. There are dso Six- and seven-day hunting safaris for caribou, black bear and Arctic
wolf, which travel between the lake and the northern arm of Greet Save Lake.

With hiswife, Bertha, and two grown sons, Mr. Jaeb’' s company also has ashare in Mackay Lake
Lodge, and manages a second outpost a Warburton Bay, on the lake' s southwest end. Closer to the
tree line, Warburton Bay is popular among bow hunters.

True North Safaris, based in Y dlowknife, has 2% full-time positions to handle marketing, reservations
and management. In the peak seasons of late summer and early fdl, there are up to 10 employees. In
addition, 30 people staff the lodges and tent camps, serving as guides, cooks and even ataxidermigt.

The outfitting businessis, by its very nature, seasond. In addition, it rides the typica year-to-year
swings of the tourism industry, which is affected by economic forces and unforeseen influences such as
the terrorist attacks in the United States.

“Because of September 117, 10 of our customers cancelled,” Mr. Jaeb says. “It cost us $60,000 in
anticipated revenue. We re dso not getting the usud volume of inquiries for thistime of year.” Still, he's
optimistic that business will bounce back, especidly because many North American cusomers are
expressing a preference to remain on the continent rather than fly oversess.

With fluctuations in busi ness revenues not uncommon over the past 17 years, True North Sefaris has
experienced occasond cash flow shortages. As mgor purchases or other expenditures for facilities
maintenance and upgrades become necessary, Mr. Jaeb obtains small business loans to finance the cash
flow.

Buying new boats and motorsis one such necessity. Mr. Jaeb’s bank advised him that a CSBFA loan
would be the best dterndtive, in light of the lending risk involved.

“Banks have problems with security with lodges and ouitfitters, especidly if you have to haul the
equipment 150 miles on aniceroad,” Mr. Jaeb says. While Mackay Lake is accessble only by air
charter in summer, heavy loads such as boats must be towed there in winter dong atemporary road
that runs across snow and ice for more than 700 kilometres from Y dlowknife, past the Iake, and on to
severd diamond mines in the far north of the territory.

With gross revenues of about $300,000 per year, the operation relies on customer satisfaction. “It’'s
mostly word of mouth and repeat business,” Mr. Jagb says. As such, it isimportant to keep the facilities
upgraded, safe and appealing, which iswhy he expects to borrow again under the CSBFA program as
the need arises.

There' s every sgn the company is succeeding in its pursuits. Indeed, so powerful isthe lure of the North
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that even the hardy “Cdiforniagas’ who braved the summer blizzard have vowed to return again soon.

True North Sefaris Ltd.
Ydlowknife, N.W.T.
(867) 873-8533

www.truenorthsafaris.com
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Bootlegged History

Saskatchewan entrepreneurs unearth Moose Jaw’s secr et past

Miss Fanny pushes open the door to the speakeasy and motions you to a vacant table.

The room is empty, save for the barkeep and aforlorn gambler hunched a atable. “Welcome to
Moose Jaw,” the bartender says. “Keep alow profile and everything will be okay.”

Forget that you' ve never even had a speeding ticket. For the next 45 minutes, you are a Prohibition-era
bootlegger running rum for the Chicago mob, and dodging the “heat” in a matrix of secret underground
passages beneath a southern Saskatchewan city.

The*Chicago Connection” is one of two tours offered by the Tunnels of Moose Jaw, a

aunique, theatrical and highly interactive tourigt attraction that takes more than 100,000 vigtors a year
through amaze of tunnels and basements that run underneath the downtown core.

The success of what has become one of Canada s premiere tourit attractions is a credit to the
imagination and entrepreneurship of the company behind it, aswell as the financid backing available
through the federd government’s Canada Small Business Financing Act.

Jeff Grgjczyk and his partner, Danny Guillaume, took over operation of the tunnels from a non-profit
organization in June 2000. “We thought, ‘Wow, they redly have something here. This has tons of
potentid,’” recalls Mr. Grgjczyk, now the genera manager of Nujazz Management Ltd, an
incorporated company with nine shareholders. “But we thought, if you put some capitd into this, and
took it to the next levd, it would really be something.”

Thanks to a $224,000-loan under the CSBFA, Nujazz was able to complete its extensive renovations
when the ambitious project began to run over budget.

According to legend, the tunnels were dug in the early 1900s by steam engineers to gain access to
buildings. Across Canada, Smilar spaces may have been used as hiding places for Chinese immigrants
who entered the country illegally or who suffered persecution above-ground. Y ears later, they were
used to secretly ferry illegal booze from Canadian ditillers to the still-dry United States. The two facets
of the tunnels' history have now been recreated in a pair of popular tours.

The Chicago Connection Tour recrestes Moose Jaw in the Roaring Twenties, when the town, nestled in
the “heart of hard wheat country”, became a prairie hot spot for gambling, brothels and other less-than-
lawful activities. The Canadian Pacific Railway’s Soo Line, linking Moose Jaw and Chicago, became an
ided conduit for the shipment of bootleg booze into the United States. The tunnels were not only the
perfect place to secretly warehouse crates of acohol, one tunnel conveniently opened into ashed in the
railyards at the CPR station on Manitoba Strest.

“Prohibition was over in Saskatchewan in 1924, but that’s when it was redlly just Sarting to get going in
the United States. So there was an opportunity to make some money,” Mr. Grgczyk says.
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The rum-running earned Moose Jaw the dubioustitle of “Little Chicago”, partly for its association with
that most notorious of gangsters, Al “Scarface’” Capone.

“We don't have actual, documented proof Al Capone was in Moose Jaw, but we believe he was here,
from the first-hand accounts from people, and stories and legends we' ve heard over the years” says
Grgczyk, aMoose Jaw native. Indeed, eye-witness accounts abound, from the doctors who claim to
have treated him to the children who brought him newspapers.

The second tour, caled Passage to Fortune, is a poignant recreation of the plight of Chinese immigrants
who came to Canada to work on the CPR. Origindly, when al buildingsin centra Moose Jaw were
heated by steam controlled by underground bailers, a network of narrow interconnecting tunnels was
built to help engineers move from one to the next.

With the completion of the CPR in the late 1800s, many Chinese labourers were forced into hiding to
avoid persecution. Some arrived in Canadaiillegdly and had to stay out of sght until they could raise
enough money to pay a head tax imposed by the Canadian government. Many lived and worked in
tunnels and cramped underground spaces; the Passage to Fortune tour represents the living conditions
endured by many Chinese immigrants a the time.

“The tour focuses on the harsh treatment they were given,” Mr. Grgjczyk says. “But it saso a
celebration of how far they have come, and how important a part of Canadian society they are today.”

To enhance the redlism of the touring experience, Nujazz invested severa million dollars on superb sets
and sophigticated specid effects. In the latter stages of the project, running over budget, the company
used its CSBFA loan to complete the leasehold improvements and buy new equipment, such as multi-
media displays and state-of-the-art animatronics figures from the U.S.

The tunnels, with their talented cast of actors/guides in colorful period costumes, re-opened to rave
reviews in the summer of 2000. In itsfirg year, the attraction took the 2000 Rookie of the Y ear Award
from Tourism Saskatchewan. In May 2001, it won Attractions Canada s coveted top award in the
category of Leisure and Amusement Centre, Recreation or Sporting Venue, beating out contenders
such as West Edmonton Mall and Vancouver’ s Grouse Mountain.

The attraction now employs about 50 staff in the summer months. It draws school groups from across
the province as pupils in Grades 6 to 8 use the Passage of Fortune tour to learn about the West's
Chinese heritage and the building of the railroad.

Tourigts from across Canada, as well as visitors from more than 50 countries, have aso been attracted
by aglimpse into along-forgotten time of “triumph over adversity,” followed by daring exploits and
high living.

No doubt if he were dive today, Al Capone would be amused to see his* Canadian connection” turned
into a profitable — and entirely legitimate — business venture.



Tunnels of Moose Jaw
Nujazz Management L td.
(306) 693-7273

www.tunnel sofmoosg aw.com

Rave Reviews
Popular Edmonton restaurant on quest for better location

It takes a gpecid brand of toughness to survive and thrive in the food service business, which makes
Flora Corazza s extraordinary successwith ViaVa Restaurant so remarkable.

Locd restaurant guides ranked the el egant Edmonton establishment, specidizing in fine Itdian dining, as
topsin the city two yearsin arow. But for its hardworking owner, the challenges have been enormous.

Despite solid revenues, Ms. Corazza says that in industry with dender profit margins and widely
fluctuating customer demand, it al boils down to financing capabilities.

And, indeed, over the past eight years, Corazza has taken out and repaid numerous |oans as her
business expanded from asmd| restaurant and a café to the ViaVai. But now, for the first time, sheis
confronting what many other restaurateurs have long known: banks are uneasy with the notorious
ingability of the food service busness, making it increasingly difficult to borrow.

“I'm & the point where I’ m inviting bankers for dinner to show them what we ve done,” she says.

“When you're stuck in a position where the banks are not lending to restaurants, you do whatever
you' ve got to do.

For now, the former hotel manager is working hard to repay the money she aready owes. In August
1999, she obtained a $150,000-10an, backed by the Government of Canada under the Canada Small
Business Financing Act. In June 2000, she borrowed an additional $72,000.

Despite a stretch of persond ill hedlth, Ms. Corazza has dready paid back one-third of the borrowed
sum &t the rate of $5,000 amonth. “Last year | was hospitadized quite abit, but | kept managing the
loans and kept the money flow on track.”

The financing was used to renovate the property to reflect the restaurant’ s exclusve character. There's
afireplace, Itdian light fixtures, marble and granite counters “and copper everywhere,” including even
some decorative palm trees. Approximately $20,000 covered the cost of equipment. The second
CSBFA loan was used to build a patio with a brick and wrought-iron enclosure.

“We came into an empty shell,” Ms. Corazza says. “Without the loan, there’ s no way in heck we'd
have been here”

She recognizes, however, that the restaurant’ s location in west-end Edmonton is less than idedl, and
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wants to borrow again to finance a move closer to downtown Edmonton where, paradoxically, both the
rents and the business taxes are lower.

“Weekends, we're fabuloudy busy, but weekdays not yet,” she acknowledges. In large part, she says,
that' s because the Via Val istoo far away from the hotel didtrict to benefit from the business-travel
clientde. It'sadso in an area heavily oriented toward fast food and family dining.

“Werevery finedining,” Ms. Corazza explains. “Everything isfresh. We makeit dl in-house, including
our bread. It’'s very time consuming, and therefore aso quite expensve.”

TheViaVa dso catersto asmaler number of customers. Although the restaurant can seet 90, she

finds 65 diners on atypica Saturday night is a manageable number, since the tables are not reset for a
second shift.

There are three people in the kitchen, including two Itdian chefs. On Saturdays, Ms. Corazza serves
customers with two other waiters; during the week, “it’sjust me on the floor without asdary.”

So far, in spite of respectable earnings of $400,000 to $600,000 a year, Ms. Corazza s bank has been
unwilling to extend her more money for amove.

Fortunately, however, the ViaVa hasaloya following of customers who will patronize the restaurant,
no matter whereiit islocated. While ViaVa means “to come and go,” Ms. Corazzais hoping they’ll just
continue to come.

ViaVa Restaurant Inc.
Edmonton, Alberta
(780) 486-5802
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Kneading Dough
Small businessloan helps M oncton baker buy hisown pastry shop

Long before dawn, while the people of Moncton, N.B. try to snatch afew more winks of deep, Steve
Wood is downtown & the Village Pastry Shop, readying the truck for deiveries and overseeing the
round-the-clock baking operation.

It' sagrueling six-day-a-week schedule of baking, driving, saes and management that often seeshim
returning to the shop late a night after dicing off a precious few hours to spoend with his young family.

The payoff comesin knowing the shop is his own, and that businessis good.

“I likeit,” saysthe 40-year-old father of two. “Persondly, | know that a bakery, as a business, doesn’t
pay agreat deal of money, and as we get older, we like to see alittle more.”

Stll, with revenues of $450,000 ayear, Mr. Wood says the operation is doing better than the
competition in this city of 120,000. And this dlows him to maintain a nice home and support his family
even when his wife, a part-time music teacher, was off work.

There' s aso the satisfaction of knowing the enterprise belongs to him. In May of 2000, having worked
a the store for six years, Mr. Wood bought it from his ailing boss.

The purchase was made possible through an $81,600-10an, backed by the Government of Canada
under the Canada Small Business Financing Act. Under the innovative program, Mr. Wood was able
to finance 90 percent of the store' s tangible assets.

“This was the best way for me to get the money to buy the place” he says. “It meant | had to come up
with only 10 percent of the cogt, rather than 20 or 30 percent for a standard commercia loan.” In
addition, Mr. Wood was responsible for the “goodwill portion” —the vaue of the business atributable
to its 43-year higtory in the community and established customer base.

With the bakery in leased premisesin a strip mdll, the borrowed money was applied to the purchase of
the shop' s existing equipment, whose vaue was determined by a professona gppraiser hired by the
bank.

Mr. Wood, who had heard of the CSBFA program from his own university business studies, was
reminded by his accountant of the existence of this type of business development loan. “I never tried any
other angle,” Mr. Wood says. “ Once the accountant told me thiswas out there, | tried it and it
worked.”

Mr. Wood's luck held at the bank. His account manager was “very well versed in the program and
what makes abusinesstick.” Asaresult, he says, the loan was easy to get, with acceptable interest
rates and a reasonabl e repayment schedule.

Reincorporating the business as Village Pastry Shop 2000 Ltd., Mr. Wood st off to maintain the
bakery’ s established success.
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Today, with three shifts of bakers, the shop salls cookies, cakes, bread, doughnuts, cream pies, chicken
pies, baked beans and fish cakes— alocal specialty made of cod fish, potatoes and onions.

Village Pastry does more business than average because of its ddivery service to local hospitals, magor
hotels and smdler restaurants. “It’s an important part of our sales revenues,” Mr. Wood says.

Thefirgt year was tough, he admits, with mgor upfront expenses for legd and accounting fees and
$12,000 worth of existing inventory. But now, with the bakery on a solid financia footing, Mr. Wood is
even ableto ride out dipsin theloca economy. It helpsthat his customers are prepared to pay higher
pricesfor Village Pastry goods—dl of them baked entirdly from scratch.

The bakery employs six people full time, even in dow periods such as January and February when the
Chrigmasrushisover. “For asmal business” Mr. Wood says, “we re doing well. | took over a
successful business and have been ableto maintain its success.”

With no plans to expand his production still further, Mr. Wood foresees no short-term need to borrow
more money. On the other hand, he acknowledges, there' s dways the possibility of equipment failure,
With ovens costing $24,000 and mixers and other vital pieces ranging from $5,000 to $8,000, he's
confident that a CSBFA loan would be available.

“If 1 needed it,” he says, “I would get another one.”

Village Pastry Shop 2000 Ltd.
Moncton, N.B.
(506) 855-4535
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