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Supporting Biz2Biz Expo

Stewart McKelvey is pleased to co-sponsor the Greater Charlottetown Area
Chamber of Commerce’s 10th Annual Biz2Biz Expo, bringing more than 100

exhibitors and speakers together to build business on Prince Edward Island.
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Upcoming EVENTS

Chamber Business Mixers are sponsored by

MRI'S'B

|| Thinking Forward

Accounting | Consulting | Tax | Mergers & Acquisitions | Valuation

Connecting Business!

Now
Was  September Business Mixer

Navigating Government

4:30 - 6:30 p.m., Thursday, September 17 ol Programs for Small Business
Location & Host: Town of Stratford \}9” ord o 12 noon — 1 p.m., Wednesday, October 28
Sponsored by MRSB Group ‘%\@@ Location: Atlantic Technology Centre

Sponsored by Grant Thornton

BLT (Big Wig Lunchtime) with Gerry Pond

11:45 a.m. - 1 p.m., Thursday, September 24 New Training and Skills
Location: Lobster on the Wharf Development Programs for Business
Sponsored by Stewart McKelvey ., Presented by Mary Hunter, Director, Skills PEl
v~ 12 noon — 1 p.m., Wednesday, November 18

Presented by Biz Under 40 [
~ T \JLeat™®  Location: Atlantic Technology Centre
Maximizing the Network Effect N Sponsored by Grant Thornton

with Networking Guru, Michael J. Hughes
8 - 10 a.m., Wednesday, September 30
Location: Best Western Charlottetown
Gomplimentary event

10t Annual President’s Excellence Awards
6 p.m., Wednesday, November 4
Location: Delta Prince Edward Hotel
Sponsored by Bell Aliant

Biz Under 40 “Board Games at the Brewery”

5 - 8 p.m., Thursday, October 8
Location: Upstreet Craft Brewing
Sponsored by Stewart McKelvey

@ Mental Health and Wellness
in the Workplace

November Business Mixer
4:30 - 6:30 p.m., Thursday, November 19
Location: Holiday Inn Express
Host: D.P. Murphy Inc.
Sponsored by MRSB Group

HR “Ask the Panel” Series for Small Business
8:30 - 10 a.m., Tuesday, October 6
Location: Amphitheatre, Atlantic Technology Centre
Complimentary event

International Opportunities Summit
Presented by Island Advance and PEI Connectors
8:30 a.m. - 1 p.m., Thursday, November 26
Location: Delta Prince Edward Hotel

10t Annual Biz2Biz Expo
Noon - 6 p.m., Thursday, October 22
Location: Eastlink Centre
Co-sponsored by Corkum Arsenault Crozier Chartered
Accountants & Stewart McKelvey

BLT (Bigwig Lunchtime) with Steve Collette
11:45 a.m. - 1 p.m., Tuesday, October 27
Location: Marc’s Lounge
Sponsored by Stewart McKelvey
Presented by Biz Under 40

Annual President's Christmas Reception
5 - 7 p.m., Wednesday, December 2
Location: Confederation Centre of the Arts
Sponsored by Eastlink

For further information or to register,
visit www.charlottetownchamber.com
or contact (902) 628-2000.

EN" Introducing the “Ask the Panel” HR Series for Small Business
“ MENTAL HEALTH AND WELLNESS IN THE WORKPLACE

Presented by the Chamber’s HR Committee
Tuesday, October 6 Amphitheatre, Atlantic Technology Centre
Complimentary event

PANELISTS
Reid Burke, Executive Director, Canadian Mental Health Association (PEI Division)
Kathryn Coll, Managing Partner/Consultant, HR Atlantic
Nancy White, Disability Management Consultant, Manulife

MODERATOR
Ryan Johnston, Account Executive, Group Benefits, N.B. and P.E.I., Manulife

8:30 - 10 a.m.

Join us for an interactive panel discussion on the challenges faced by employers related to workplace health and
wellness issues such as stress, absenteeism and addictions. Discover resources available to employers and employees
that can help to address these issues and build a healthier team. This is the first in a series of HR “Ask the Panel” events
planned for the fall and winter. Please let us know if there are specific areas of interest you would like to see addressed.

Contact Jennifer Murphy at jmurphy@charlottetownchamber.com or call (902) 628-2000 (222) to register.

VISIT US ONLINE AT WWW.CH
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President’'s Message

Wendy Drake, President

Looking at the last few months, the chamber has been actively advancing
our 2015 priorities to foster a vibrant business community. To highlight a
few efforts — on different occasions we met with the Prince Edward Island
Government to discuss their Sale Force PEI initiative, business needs
related to changes in employment and training programs, and the next
phase of our Island Advance initiative.

Through the leadership of Advisory Board Chair Ron Keefe, the chamber
continues to advance priorities which are focused on embracing entrepreneurship, facilitating access
to capital, and supporting the retention and integration of skilled and entrepreneurial immigrants.

We are very pleased that provincial MLAs have endorsed a review of the provincial tax system to cre-
ate policies that boost access to capital, entrepreneurship and economic growth in P.E.I.

The chamber has a busy fall ahead with many opportunities to network, access programs and other
benefits, and participate in learning sessions and roundtable discussions.

Our PEI Connectors Program, which is delivered Island-wide to support newcomers to P.E.I., continues
to grow in terms of clients, partnerships and community support.

The chamber recently became a marketing partner in the Community Business Development
Corporation (CBDC) Seed Capital initiative, which provides funding for urban entrepreneurs.

The Biz Under 40 has an exciting lineup of Big Wig speakers building on the great successes to-date.

[t is only fitting that this issue is about the new look of marketing for small business. The chamber’s
Biz2Biz Expo in October is a must-attend event. Businesses showcase services and products and gain
insight on marketing trends and other tips from excellent guest speakers.

We will celebrate entrepreneurship and business at our President’s Excellence Awards in November
and look forward to our annual Christmas event in December.

This is our chamber. We strive to bring leadership on behalf of our members and the business com-
munity. Feedback is always welcome so the chamber can continue to be the “voice of business” in
the greater Charlottetown area.

We wish you all the best in the coming months and look forward to seeing you at the next chamber
event!

GREATER CHARLOTTETOWN AREA CHAMBER OF COMMERCE
presents

1 0OTH ANNUAL The President's Excellence Awards celebrate excellence,
PRESIDENT'S innovation and entrepreneurship within the Chamber membership.

Wednesday, November 4, 2015 - Delta Prince Edward Hotel
Reception 6:00 pm — Dinner & Awards 7:00 pm

s ce
AWARDS

The CRomBenr's Q}}?&,} ed?
/> c /
/L?/gﬂf («/fﬂe, ézeax.

Table (8): $1200 + HST — Reserved Table
Half-Table (4): $600 + HST - Reserved Table
Ticket: $150 + HST

Tickets are available by calling the Chamber at (902) 628-2000,
via email at chamber@charlottetownchamber.com

Sponsored by or online at www.charlottetownchamber.com

- BellAliant

CONTACT ANY OF YOUR BOARD REPRESENTATIVES WITH YOUR ISSUES OR CONCERNS

g CONTACT ANY OF YOUR BOARD REPRESENTATIVES WITH YOUR ISSUES OR CONCERNS |



: speaker. Terry is best known for his radio program “Under the Influence”
Kathy Hambly’ :and previous shows, “O'Reilly on Advertising” and “Age of Persuasion.”

Executive Director © O'Reilly will speak about marketing on a small budget in his presentation
:  entitled “Don't Outspend Them, Outsmart Them.”

Maximize Your
a € rou Plan to attend the Biz2Biz breakout sessions as well. Dr. Jay Adamsson will

Mar ketlng ImpaCt speak on “Google Analytics: What Do All The Numbers Mean?” and Terri
' : Mann, VP of consulting business development with Business Development
One of the most common questions we hear :  Bank of Canada, will address “Business Development in the Digital Age.”
from our members is, “What is the most effec-
. tive way to market my business?” For most : t's important not to overlook the power of the personal connection!
small businesses, the choices today seem overwhelming. “Should | use  :  Sharpen your business development skills just in time for Biz2Biz at a
newspaper, radio, television, website, social media, trade shows, direct : complimentary workshop, “Maximizing the Network Effect” featuring
mail or the chamber magazine?” The list goes on! Another frequent ques- :  networking guru Michael Hughes. This event will take place 8 - 10 a.m.,
tion is “How do you know what's Worklng and what isn't?” September 30, at the Best Western Charlottetown.
In this issue of Chamber Business we reached out to our members in - We are always looking for ideas for Lunch and Learn sessions and work-
the marketing field for tips on how to get your message out in today's :  shops. If there are other marketing-related topics you would like to learn
crowded and complex communications environment. We also asked Dr. & more about, please let us know.
Jay Adamsson, principal at Analytic - OR, how to measure your impact :
using Google Analytics. © When we feature members' comments on a particular theme, we
: always run the risk of missing someone’s. If that is the case, please
We will continue with the “I\/Iarketing for Small Business” theme at the accept our apo|ogy. We plan to run a follow-up feature in the next
Biz2Biz Expo on Thursday, October 22,at the Eastlink Centre. We are issue of Chamber Business featuring marketing nuggets gained at
thrilled to have Canadian marketing icon Terry O'Reilly as our keynote : Biz2Biz and would welcome your contribution in that issue.

GETTING TO KNOW YOU!

The chamber 2015/2016 board of directors was sworn in at the 128t AGM in May and we’re pleased
to profile the two newest directors in this fall issue. We encourage you to reach out to the board members
if you have any issues, concerns or comments.

Jennifer Evans . . . New Director on the GCACC Board
General Manager/General Sales Manager for Ocean 100 (CHTN) and HOT 105.5 (CKQK)

Jennifer started her broadcast career with a journalism degree from the University of King’s College in 1993 and went to work in a radio

newsroom in Newfoundland. She then moved to Prince Edward Island to work in radio promotions and sales. In 2000 she became the marketing

manager for the province’s economic development agency. In 2005 Jennifer returned to radio, assuming the role as general manager of Newcap

Radio’s two new FM licences. Jennifer is an active member of the P.E.l.community with the Chamber of Commerce, Holland College Foundation
Board, PEI Junior Achievement Business Hall of Fame and the Gold Cup Parade. Jennifer lives in Sherwood with her husband Lee Drake and their children
Laurel and John.

Adam Runge . . . New Director on the GCACC Board
Senior Vice President, Invesco Enterprise Services

Adam has over 20 years of experience in the financial service industry across a variety of sectors including real estate, insurance, pension, and
investment fund administration. For the past 16 years he has worked with Invesco, one of the world’s leading independent investment managers,
in a variety of progressive roles. For the past eight years Adam has acted as the local leader for Invesco’s operation in Charlottetown, overseeing
the growth of the operation from 45 employees to over 300, with an additional 100 employees being added over the next year. In addition to his
responsibilities in P.E.l., Adam is head of strategic analytics and continuous improvement for Invesco’s Global Transfer Agency and oversees a staff from across
North America. Adam was born and raised in Toronto, Ontario. He graduated from the University of Waterloo in 1996 with an Honours Bachelor of Math
in Management Accounting. He also holds a certificate in Operational Risk Management from York University. Adam completed his Certified Management
Accounting (CMA) designation in 2000 and transitioned to a Certified Public Accountant (CPA) upon amalgamation of the accounting societies in 2014.
He currently resides in Rice Point with his wife Jennifer and their two children.

QUESTION ABOUT MEMBER BENEFITS? CALL THE CHAMBER AT 628-2000 5



Chamber News

Recent Meetings

% The chambers executive met with Richard Brown, minister
of Workforce and Advanced Learning, and Deputy Minister
Sandy MacDonald to discuss chamber priorities including the
need for changes to employment and training programs to
ensure they meet the needs of employers.

* Executive Director Kathy Hambly and Don Baker, a member
of the HR committee, spoke for the chamber during a public
review of the Canada Job Grant program.

* President Drake, past president Quentin Bevan and Hambly
met with Economic Development Minister Heath MacDonald
and other officials to hear more about Sales Force PE.IL., an
initiative designed to attract business, market Island products
and identify local business opportunities.

* Hambly and Drake also met with a number of companies
looking to set up partnerships on the Island during an annual
conference hosted here by the Southeastern United States-
Canadian Provinces Alliance. The conference, held late in
June, provides a way to increase trade between member
provinces and states, including Alabama, North and South
Carolina, Tennessee, Georgia, Mississippi, Manitoba, Ontario,
Quebec and the Atlantic provinces.

* Representatives from the chamber’s digital signage com-
mittee met with staff from the City’s Planning and Heritage
Department to provide their views on the proposed changes to
Charlottetown’s signage rules. The city hopes to have a public
meeting on the proposed changes this fall.

% The second GCACC sponsored Stratford business forum for
2015 was held in June and focused on the town’s Shop Local
campaign.

Ottawa Passes Digital Privacy Act

Companies who collect or store personal information on employ-
ees or customers will need to become familiar with the new Digital
Privacy Act, which the federal government passed the act June 18
in an effort to protect personal information online.

Some of the changes in legislation include:

* Requirements for organizations to let customers know
when personal information has been lost or stolen

* Significant fines for companies failing to report breaches
of data

* Measures to ensure businesses can use personal
information for normal business activities

¢ Improved rules so businesses can more easily collect,
use and share information to manage employees,
buy firms or process insurance claims

To see the federal government’s release on the legislation, visit
http:/news.gc.ca/web/article-en.do?nid=988939

7) oA
5 Minutes for Business
The Canadian Chamber’s recent “5 Minutes for Business”
looks at the economic struggles of Greece and China

and how they will impact the Canadian economy.
Read the synopsis at www.chamber.ca

THE PEI HRTOOLKIT IS A FREE ONLINE RESOURCE DESIGNED TO ASSIST
SMALL BUSINESSES FIND, KEEP AND DEVELOP VALUED EMPLOYEES.

You'll find information on:
i Recruiting and retaining employees
i Employers’'rights and obligations

& Minimum wage, statutory holidays, standard work week

i Employee benefit and compensation plans
i Creating great workplaces
i Funding support for HR needs

— “The PEI HR Toolkit is a one-stop shop for small businesses that
N | do not have a professional Human Resource Manager on staff.”
Tracey Singleton, Owner, Cavendish Bosom Buddies Cottages

L

? e o
B e ———— HRTO OlKit

The PEI

6 SEPTEMBER BUSINESS MIXER - 4:30 - 6:30 P.M., THURSDAY, SEPTEMBER 17



Chamber News

ISLAND ADVANCE NEWS

Island Advance is an initiative of the Greater Charlottetown Area
Chamber of Commerce designed to advance the Island economy by
creating a supportive environment where entrepreneurs can flourish
and success is celebrated. Specific areas of focus include mentorship
and increased access to capital.

ISLAN DsADVANCE

IGNITING OUR FUTURE!

AN INITIATIVE OF THE GREATER CHARLOTTETOWN AREA
CHAMBER OF COMMERCE

PREMIER ASKED TO ENCOURAGE INVESTMENT

Ron Keefe, Island Advance Chair, and Chamber representatives met with Premier Wade

MacLauchlan in July to discuss the priorities of Island Advance, the Chamber-led effort to

promote economic growth in P.E.Il. by encouraging entrepreneurship, ensuring access to

capital, and attracting and retaining skilled immigrants.

During the discussions, it was noted that investment tax credits on P.E.l. are the lowest in

the Maritimes. The Chamber emphasized the need to create a level playing field to spur

investment in Island firms and attract more companies here.

The chamber also offered to co-operate on the province’s entrepreneurship strategy and the new Startup P.E.I.

Investment Fund meant to support growing Island companies.

MLAS BACK TAX REVIEW

Provincial MLAs have endorsed a review of the pro-
vincial tax system to create policies that boost access
to capital, entrepreneurship and economic growth in
PE.L

Darlene Compton, MLA for Belfast-Murray River, re-
cently tabled a motion in support of such a review.
Her motion, which received unanimous support from
the House, called for a legislative committee to hold
public consultations on the tax system and recom-
mend ways to promote business growth on PE.I.

"We believe that there are ways to enhance private
sector growth without diminishing the fiscal capacity
of the province,” said Ron Keefe. “In fact, increases
to private sector growth assisted by progressive tax
policy will enhance the province’s fiscal capacity.”

To see Island Advance’s full response to the motion,
visit www.charlottetownchamber.com

Funding for Urban Entrepreneurs

Urban entrepreneurs have access to a new program
for business funding and training. The Seed Capital
initiative is a partnership between the Charlottetown
chamber and the CBDC. For more information on
the program or how to apply, call (902) 888-3793 or
1(844) 239-3793.

THANK YOU TO OUR FUNDING PARTNER!

innovationpei

BIZ2BIZ EXPO - 12:00 NOON - 6 P.M., OCTOBER 22 - EASTLINK CENTRE



Chamber News

The PEI Connectors Program hosted a networking event for our clients, sponsors and advisory board members at

Red Shores Racetrack and Casino on Thursday, June 25. This was a valuable opportunity for immigrant investors

to connect with the local business community. Premier Wade Maclauchlan welcomed our guests, and emphasized
the importance of diverse and collaborative business environment to the province’s economy.

THANKS TO OUR SPONSORS

FUNDING PARTNERS
Eines plledn-
28 Mand 28 Fdouard

CANADA CANADA

Bureau de I'immigration,
de I'établissement et
de la croissance démographique

Office of Immigration,
Settlement and Population

Silver Level Bronze Level

LS
CHARLOTTETOWN

° GrantThornton

CIBC

MCINNES —

COOPER

AIR CANADA @®

E Cox & PALMER %

Entrepreneurship

Starting a business can be a daunting task. But the right lawyer will help you reach your goals faster and
ensure every detail is considered. From lease review to benefits of incorporation, Katie and Ben are here
to provide legal guidance on all matters related to starting your business.

Katie Morello
kmorello@coxandpalmer.com
902.629.3928

Ben Howard
bhoward@coxandpalmer.com
902.629.3915

Cox & PALMER

The difference is a great relationship

coxandpalmerlaw.com
@coxandpalmer




July MIXER

CHARLOTTETOWN’S MOST EFFECTIVE NETWORKING TOOL, THE CHAMBER MONTHLY BUSINESS MIXER,
PROVIDES MEMBERS WITH A UNIQUE OPPORTUNITY TO DEVELOP THEIR BUSINESS CONTACTS
AND TO PROMOTE THEIR PRODUCTS AND SERVICES.

Exhibitors, Shary Xie and Sunny Sun from BJ Goldenpigs Lee Drake, Manager of Marketing and Sales for Red Lucy Gotell and Lisa Kennedy, representatives from mixer
Enterprises Ltd. Shores, presents a door prize to winner Cory Doucette. sponsor MRSB, present a door prize to the lucky winner!

THANKS TO MRSB, SPONSOR OF THE MIXER PROGRAM

B[Z Busess

THANKS TO OUR BIGWIG THANK YOU TO AUGUST’S
LUNCH TIME SPEAKER, NETWORKER HOST,
JEVON MACDONALD - FISHIES ON THE ROOF
BLT (BIG WIG LUNCHTIME)
WITH GERRY POND
DATE & TIME:
THURSDAY, SEPTEMBER 24, 11:45 A.M. - 1 P.M.
LOCATION:

LOBSTER ON THE WHARF

BIZ UNDER 40
“BOARD GAMES AT THE BREWERY”
DATE & TIME:
THURSDAY, OCTOBER 8, 5 - 8 P.M.
LOCATION:
UPSTREET CRAFT BREWING

BUSINESS UNDER 40 IS A NETWORKING PROGRAM FOR YOUNG BUSINESS PROFESSIONALS AND ENTREPRENEURS.

Title Sponsor Media Sponsor

GREATER CHARLOTTETOWN AREA CHAMBER OF COMMERCE
%XSTEWART Y For more information ot to volunteer contact Chelsey Rogerson at
6-

McKELVEY crogerson@charlottetownchamber.com
R e REA pptiviavivivels call (902) 628-2000 (229) or visit www.charlottetownchamber.com
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CHAMBER OF COMMERCE

Awebsite —

saysalotabout EXPO
a business

Y Create top of mind awareness in your business category
Need aWEbSlte * Make new contacts and reconnect with existing customers
mhp @u&rﬂi&n Generate qualified business leads
has you covered!
To learn more contact:
Elizabeth Landrigan To register, call the Chamber at (902) 628-2000 (226),
902.629.6053 elizabeth.landrigan@tc.tc or online at www.charlottetownchamber.com

THE GREATER CHARLOTTETOWN AREA CHAMBER OF COMMERCE

SHARPEN YOUR NETWORKING SKILLS!

MAXIMIZING THE NETWORK EFFECT
How to turn three-minute conversations
into long-term business relationships and results

with networking guru Michael J. Hughes

8:00 —10:00 a.m., Wednesday, September 30 . Q
Location: Best Western Charlottetown Q

This highly interactive session addresses the most
common networking myths, explores secret network
principles and supplies success strategies for creating
and leveraging a network of relationships.

COMPLIMENTARY EVENT!

Register today - call (902) 628-2000 or online at www.charlottetownchamber.com

Sponsored by g Scotiabank




28D ANNUAL
ADVANCING ISLAND CONNECTIO

CONNECTING ISLAND BUSINESSES

WITH LOCAL AND GLOBAL OPPORTUNITIES

You are invited to attend Advancing Island Connections, a unique
business networking event that brings together current business
owners and newcomers to the Island to explore opportunities for

investment, purchase and business growth. When  Thursday, November 26, 2015
) ) ) Time 8:00 am - 1:00 pm

During this half-day event you will: (including a networking lunch)

e Learn about businesses for sale on the Island Location Prince Edward Island

. . . . L Convention Centre
® Hear about international success stories and partnership opportunities

. . . . Complimentary event
e See presentations about businesses seeking investment . 4

e Network and connect with business owners and potential investors ioregistenand ior TSI el
visit www.charlottetownchamber.com
If you are interested in exploring international opportunities, selling a or call the Chamber office at
business or searching for investment, join us for Advancing Island Connections. (902) 628-2000.
Presented by \enue Sponsor Funding Partners
ISLAND‘ADVANCE PE CgNNEC ORS DELTA imo\/oﬁompei

PRINCE EDWARD

Partnership & Participation Opportunities

.connecting business

Reach a well qualified business audience by advertising with the Chamber.

CHAMBER BUSINESS MAGAZINE CHAMBER E-NEWSLETTERS - #1 WITH MEMBERS!

PET's foremost business publication Members rate the Chamber E-newsletters as their “number 1" source for Chamber
Circulation: 1400 copies distributed quarterly information. The Chamber’s bi-weekly E-news and monthly E-Issues are sent to
Readership: 2100 based on a pass along readership rate of 15 per copy over 1700 subscribers and are shared with over 4800 social media users.

FLYER INSERTS CHAMBER WEBSITE

Flyers are an effective way to promote your special offer or event to Chamber www.charlottetownchamber.com received 128,300 page visits and over 20,000

members. Only $350 + HST + 1400 flyer inserts

visits to the on-line directory in 2014! The site provides up-to-date information to
Chamber members, community leaders, prospects and the general public.

To learn more about advertising with the Chamber, contact Chelsey Rogerson at [902] 628-2000 Ext. 229, G
) - REATER CHARLOTTETOWN AREA
email crogerson@charlottetownchamber.com or visit www.charlottetownchamber.com CHAMBER OF COMMERCE




ANNOUNCING THE |
2015 FINALISTS

1 OT™TH A N N U A L

PRESIDENT’S

2o ce
AW ARDS

SPONSORED BY

Bell Aliant

WEDNESDAY, NOVEMBER 4, 2015
DELTA PRINCE EDWARD HOTEL

EXCELLENCE IN BUSINESS AWARD
SPONSORED BY SCOTIABANK

THE PRESIDENT’S EXCELLENCE
AWARDS CELEBRATE
EXCELLENCE, INNOVATION
AND ENTREPRENEURSHIP
WITHIN OUR MEMBERSHIP.
OVER 80 BUSINESSES AND
ORGANIZATIONS WERE
NOMINATED IN SEVEN
CATEGORIES.
CONGRATULATIONS TO

THIS YEAR’S FINALISTS!

EMERGING BUSINESS AWARD
SPONSORED BY CITY OF CHARLOTTETOWN

This award will be given to a for-profit business that has been
operating for 10 years or mote.

DIVERSIFIED METAL ENGINEERING LTD.

Diversified Metal Engineering began in the custom de-

sign and fabrication of equipment for Brewing, BioTech,

BioEnergy Industrial Food & Beverage, Water Treatment,

Decor and Marine Applications. The services they now
provide include technical advisory services, design and supply of process
equipment, process and instrumentation diagrams, feasibility studies and
performance/payback calculations.

KENMAC ENERGY INC.

Kenmac Energy is a locally owned full-service oil and
propane company with offices in Charlottetown and
Montague. Kenmac Energy services all of PE.L. as the
distributor of Petro Canada Products.

MACKINNON’S LOBSTER POUND LTD. & LOBSTER

ON THE WHARF RESTAURANT

Established in 1964 as MacKinnon’s Lobster Pound

Ltd., Jim and Helen Larkin expanded operation in 1981.

Today, Lobster on the Wharf is operated as a full-service
restaurant and as a commercial vendor of fresh Atlantic seafood by their
son Steven.

This award will be given to a for-profit business that demonstrates
early indicators for success and impending growth that has been
operating for one to five years.

GLASGOW GLEN FARM

Glasgow Glen Farm — A unique Prince Edward Island Ex-

perience. As a Prince Edward Island culinary destination

we specialize in artisanal cheese production. We produce

Cheeselady’s Gouda and other fine cheeses, as well as
farmhouse bread and pizza in our wood-fired brick oven.

PRECISION DOCUMENT MANAGEMENT

Precision Document Management Services is an industry
leader in digital imaging for the Atlantic provinces. We
are the only company of our kind on PE.L and we have
the ability to service all of Canada.

SOMRU BIOSCIENCE INC.

Somru BioScience Inc. is an innovative biotechnology

company dedicated to developing novel antibody technol-

ogy for research, diagnostic and therapeutic applications.
The company utilizes proprietary Somru TM technology, which produces
antibodies with superior binding affinity and specificity.

Thank you to our generous sponsors!

Silver Sponsor Entertainment Sponsor Media Sponsors

Print Sponsor Finalists’ Reception Champagne Reception

ocean

BellAliant  oc

innovationpei

D

DELTA

PRINCE EDWARD

Kaer

BM()Q Bank of Montreal




RETAIL EXCELLENCE AWARD

CO-SPONSORED BY BDO AND COX & PALMER

NOT-FOR-PROFIT EXCELLENCE AWARD
SPONSORED BY RBC / RBC DOMINION SECURITIES

The Retail Excellence Award will be given to a business that
has shown a strong commitment to outstanding service,
customer loyalty and community involvement and has
demonstrated innovation within its sector.

HOME HARDWARE CHARLOTTETOWN

Home Hardware Charlottetown offers a wide selection of

housewares, hand and power tools, plumbing and electri-

cal supplies, paint and painting supplies, sporting goods,
automotive and farm supplies, giftware and seasonal items.

VERLIN PETS (2006) INC. (GLOBAL PET FOODS)

Global Pet Foods, Charlottetown and Summerside, is lo-

cally owned and operated. Our healthy pet care specialists’

knowledge and expertise help pet owners navigate our
large selection of natural, holistic and raw pet food and supplies.

SHERWOOD DRUG MART

Sherwood Drug Mart is a full-service retail drugstore cater-

ing to the medication and health needs of its clients and

is proud to be Prince Edward Island’s oldest family-run
pharmacy.

WORKPLACE EXCELLENCE AWARD

SPONSORED BY RBC / RBC DOMINION SECURITIES

This award will be given to an organization that, through its
innovative human resource practices, provides employees with
a positive, healthy and productive workplace.

INVESCO ENTERPRISE SERVICES

Invesco is one of the world’s premier investment manage-

ment firms with over $800B in assets under management.

Invesco Enterprise Services is home to over 300 Islanders
performing a wide variety of business and support functions for internal
and external clients from around the world.

MARITIME ELECTRIC COMPANY LTD.

Since 1918 Maritime Electric has been delivering electric-

ity to our customers throughout the island, with a commit-

ment to providing reliable electricity at the least possible
cost safely. We attribute our success to the long-serving dedicated
employees of our company.

MRSB GROUP

MRSB Group was founded in 1978 and includes six

professional divisions: Chartered Accountants; Consulting

Services; Bookkeeping & Reporting; Tax Services; Merg-

ers & Acquisitions; and Valuation & Litigation Support.
MRSB is also affiliated with Llink, an international consulting firm.

THE VOLUNTEER EXCELLENCE AWARD

RON KEEFE
SPONSORED BY MARITIME ELECTRIC COMPANY LTD.

The Volunteer Excellence Award is given annually to an
individual whose time, commitment and contributions
to the chamber have been outstanding. The recipient is
selected by the executive committee of the chamber.

The award recognizes the accomplishments of organizations in the
not-for-profit sector which contribute to the economic, social and/or
cultural well-being of the greater Charlottetown area.

COMMUNITY LEGAL INFORMATION ASSOCIATION

OF PEI INC.

The goal of the Community Legal Information Associa-

tion is to provide Islanders with public legal education

— timely, understandable information about our justice
system and laws. Through presentations, publications, referrals and our
inquiry line, we help clients to access justice.

DOWNTOWN CHARLOTTETOWN INC.

Downtown Charlottetown Inc. (DCI) is a non-profit

organization with the mandate to work with business

to create and maintain a vibrant downtown through the

management of an established business improvement

area. Working with business, DCI focuses on projects
that will improve living and commerce in the downtown and rejuvenate
the city core into an exciting place to live, work, play and invest.

PEIl BUSINESS WOMEN’S ASSOCIATION INC.

The PEI Business Women’s Association exists to support and

promote women in business across the island through busi-

ness advisory services including counselling and resources,

professional and business skills development and expanded
professional and business networks and referrals.

EXPORT EXCELLENCE AWARD

CHAMPIONED BY TRADE TEAM PEI

The Export Award recognizes a business demonstrating
growth in sales of their product and/or service to markets
outside of the province.

BIOVECTRA INC.
BioVectra Inc. is a manufacturer of active pharmaceutical
ingredients and specialty chemicals.

ISLAND ABBEY FOODS LTD.

Island Abbey Foods Ltd. is a family owned and

managed specialty food and natural health products

producer based in Charlottetown, PE.I. Products are

unique to the world market and formulated using
proprietary production methods which hold worldwide patents. Under
the Honibe brand, Island Abbey Foods created the world’s first solid
honey products.

ENTREPRENEUR OF THE YEAR AWARD
KEVIN MURPHY

SPONSORED BY PROVINCIAL CREDIT UNION

This award recognizes an individual who truly exempli-
fies the entrepreneurial spirit in our community. The
individual is actively involved in business operations and
exhibits extraordinary energy, leadership and innovation
in their business pursuits. The individual has succeeded
by taking risks, overcoming obstacles, demonstrating

perseverance and learning from experience. The recipient gives back

to the business community as a mentor and volunteer. The recipient is

selected by the executive committee of the chamber.




MARKETING FOR

Today’s fast changing and complex communications environment has made marketing extremely
challenging for many small businesses. In this issue of Chamber Business we reached out to our
Chamber members in the marketing field to share their tips and best practices.

We continue with the marketing theme at the 2015 Biz2Biz Expo. Be sure to take in the keynote
presentation with marketing guru Terry O’Reilly and the business information sessions focused on

digital marketing and analytics.

Don't Outspend Them,
Outsmart Them
Submitted by Terry O’Reilly, CBC’s Under the Influence

No company ever has enough money in its advertising
budget.

I've been in advertising for almost 35 years, and I've yet
to be handed a budget that felt fat and luscious.

Over the years, I've produced marketing for just about every big marketer
in the country, like McDonalds, Bell, Molson and Ford. But I have to say, my
favourite ads were usually the result of having tight budgets.

A tight budget makes you think harder. The level of creativity required
increases. The resulting ideas can be incredible.

You need to spend creativity, not dollars.

A marketer | admire is Virgin. As a company, its marketing is always
surprising and memorable. Virgin is a bold marketer, inspired by its bold
founder, Richard Branson.

Once, Virgin wanted to advertise the fact it took better care of luggage
than any other airline. So in several major airports, as people were wait-
ing for their suitcases at the luggage carousel, six dozen eggs suddenly
came down the chute. Each dozen was perfectly intact, wrapped with a red
sticker that said, "Handled by Virgin America."

So smart. So memorable. It was also exquisite timing — because delivering
that particular message while people were waiting for their luggage made
an impact.

It was a big idea with a tiny price tag.

Once when working on the Nissan account, we were asked to come up with
an idea to position the new 300ZX sports car as a more affordable option
to Corvette and Porsche. Nissan needed an idea they could use in dealer-
ships. But there was almost no budget. Even Nissan has budget issues
sometimes.

So my art director partner and | went to a Nissan dealership and looked
around. Then we sat in a 300ZX. | looked at the rear-view mirror and

said, "Could we do something with that?" The art director looked up, and
said, "Porsche goes here." Hilarious. So we had stickers made that said,
"Porsche goes here" and "Corvette goes here" and put them on the rear-
view mirrors of 300ZXs across Canada. Total cost: About a thousand dol-
lars. Salespeople told us that every potential customer who sat in a 300ZX
commented on that sticker. And it immediately told them that this new
sports car was in the league with Corvette and Porsche. We didn't outspend
the competition, we outsmarted them.

A few years ago, blank white posters started showing up all around
Vancouver. As people walked past them every day, an interesting trans-
formation began. Slowly, surely, a word started to appear. It was made up
of small black dots. About two weeks later, the word that appeared was
"Orkin." But here's the genius of that idea — the posters were made of
sticky flypaper. The tiny black dots were flies. As more and more flies stuck
to the flypaper, it eventually spelled out the word Orkin. Orkin is a pest-
control company.

Such a smart marketing idea. Total cost: About a $1.50.

You don't need big dollars to get big attention. There are marketing oppor-
tunities everywhere. Even on rear-view mirrors. And flypaper. And egg
cartons.

A creative director once told me that our job was to do “ballet in a phone
booth.” That's what smart marketing is. It's coming up with a beautiful idea
in a small, constricted space.

Especially when that small, constricted space is your advertising budget.
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Canva: Create graphics for web or print. From Facebook photos, blog
graphics and more, enhance your posts with more rich content. There are
lots of free graphics and images to pick from.
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Keynote Presentation

Piktochart: This is an easy infographic design app that requires very little
effort to produce beautiful, high quality graphics.

PR Daily: This site offers great articles and tips on social media, writing,
media relations and more.

Tilt: This is a technology company that makes it easy for groups and com-
munities to collect, fundraise, or pool money securely and effectively online.

with Canadian marketing icon

Terry O’Reilly

3:30 — 4:30 p.m., Red Shores Grandstand
Sponsored by Results Marketing

Budget should never get in the way

of great marketing.

In a world where most advertisers don’t have
huge budgets to trounce the competition, where
small advertisers are up against deeper pockets,
and where not-for-profit communicators struggle
to make an impact, there is a way to gain
remarkable returns.

About the Speaker

Terry O'Reilly is the familiar voice behind the

hit radio shows O’Reilly on Advertising, The Age
of Persuasion, and his current program, Under
the Influence, where he explores the business,
the craft and the promise of promotion. In his
intriguing talks, O’Reilly explores how our culture
is shaped by marketing, as well as providing

his expertise on branding, campaigns, spin and
more. O’Reilly has won hundreds of national and
international awards for his advertising work.

He was in Marketing Magazine’s Power 100

List and in 2009, was inducted into the
Marketing Hall of Legends.

Sponsored by

Get people on board for your next project!

Bit.ly: This is a URL shortening service that helps you to shorten external
links to allow more character space in tweets and posts.

Klout: This rating system known as the Klout Score uses social media ana-
lytics to rank its users according to online social influence.

Hootsuite: This allows you to manage all of your social media platforms

Results Marketing
& Advertising Tip:
More effective communications

Focus your messaging firstly
on what you do for peaple (the
benefit), not what you have to
sell (the product/service).

e Nike doesn’t promote running shoes and sports
apparel, they sell “active lifestyle”.

e Prudential doesn’t promote insurance, they sell
“peace of mind”.

e Land Rover doesn’t promote an expensive SUV,
they sell “personal status”.

Most of your competitors will have similar products
or services to you, so what makes you different? If
your messaging reflects that difference well, your
“natural” customers will find you.

And never forget, your customer is not “everyone”.
Think of who the majority of your customers really
are (gender, age, mindset, financial capability) and
then you can determine which medium is most
effective to reach them with your messages.

www.resulisinc.ca

from one place. This helps you to streamline
your process and schedule posts through one
dashboard.

Submitted by Rose Fitzpatrick, GCACC
Communications Committee

What are the things to think of when you are
developing your marketing strategy?

Putting together a marketing plan can be a
daunting process. Developing a marketing
strategy for a small to medium-sized enterprise
(SME) may differ somewhat from those tailored
to larger organizations, but proper planning is
critical to the future of any size business or
organization. When you have a plan, you have
better control of your business — including bud-
gets, action items and resources required.

BIZ2BIZ EXPO - 12:00 NOON - 6 P.M., OCTOBER 22 - EASTLINK CENTRE



The primary questions you will need to answer before delving into a mar-
keting strategy are: who is your audience and how best should you com-
municate with them? Next, you'll want to do an overall assessment of your
business and current marketing strategies to see what is working and what
is not.

If you don’t have the time or resources to do this yourself, there are pro-

fessionals that can be hired to do this work for you. They will most likely

require a copy of your overall business plan and will want to discuss your
goals in developing a strategy.

Research is critical to any business plan and a marketing strategy is no
different. Research into other similar businesses, best practices and new
developments in marketing can be very useful. Being at the top of a new
marketing tactic is usually always a good thing. Being open and adaptable
to new ways of doing business and communicating will lead to success.

Social media should be part of everyone’s marketing strategy in today’s
global economy. The world has become much smaller and the ability to tap
into international business opportunities is now much more available.

Here are a few you things you should check off your list before embarking
upon your marketing plan:

o Timeframe and scheduling
. Who is responsible for implementing your marketing plan?
o Costs involved (have a budget)

There are many advantages to having a marketing plan. Primarily, it will
encourage a long-term view of your organization and stimulate thinking to
make better use of your company resources.

MARKETING PROGRAMS TO SUPPORT SMALL BUSINESSES

Did you know that there are many funding programs available
for entrepreneurs to assist with marketing their business?
From writing a marketing plan, to participating in tradeshows,
to building a website, there are lots of programs willing to help!

Some of these include:

ACOA’s Business Development Program; and Innovation PEI’'s
Marketing Support Program, Professional Services Program,
Craft Development Program and Web Presence Program

For more information from ACOA, visit acoa-apeca.gc.ca

For more information from Innovation PEI, visit
innovationpei.com/Programs-Services

MARKETING FOR

Social Media 101

Submitted by Chelsey Rogerson and Jill Edwards,
GCACC Communications Committee

Facebook

With nearly 1.4 billion users spread across the globe,

Facebook is the leader when it comes to social network-

ing platforms. There are now over 40 million active small
business Facebook Pages. It really is the perfect way to connect with your
audience and grow your market. So here are a few tips:

 Post regularly. Adweek.com suggests posting one to two times per day.
Pro tip: Ensure you are responding to questions and comments. Since
social media posts happen in real time, users expect a quick turn-
around.

e Focus on photos and videos because they're proven to be the most
engaging types of content on Facebook, according to a study conducted
by Quintly. Pro Tip: Upload your videos directly to Facebook to increase
newsfeed visibility.

e Stick to the rule of thirds. 1/3 ads & product posts, 1/3 editorial con-
tent, 1/3 fun!

Twitter

In 140 characters or less, Twitter allows users to connect,

share and learn from one another. With over 316 mil-

lion monthly active users, there are half a billion tweets
generated per day! The average user follows at least five brands and 67%
of Twitter users are far more likely to buy from the brands they follow on
Twitter, according to adweek.com. Twitter allows you the opportunity to
engage with consumers, generate leads and position your business as an
authority in your industry. So here are a few tips:

 Offer discounts and promotions. Over 90% of Twitter users say they fol-
low brands for this very reason.

e Post often. Don't let your tweets get lost in the timeline. Pro tip: Search
Engine People suggests the best times to post are at noon and between
5and 6 p.m.

*Be a visual tweeter. According to research, the use of images results
in 18% more click throughs, 89% more favourites and 150% more
retweets.

VIEW THE ISLAND ADVANCE ENTREPRENEUR PROFILE VIDEOS AT CHARLOTTETOWNCHAMBER.COM




Pinterest

Pinterest is a visual bookmarking tool that helps users to
discover and save creative ideas. Five years in, Pinterest

now has over 72 million users and 50 billion pins.

Pinterest users are proven online shoppers, so if you are a small business

offering goods in the clothing, crafts or food categories, it's the place to be.

Here are a few tips to get you started:

Suzanne Scott of Village Pottery does it right...

Submitted by Tracy L. Stretch, GCACC Communications Committee

Social media is everywhere! People are posting and tweeting about almost

everything. Are you?

e Know your audience. Business Insider estimates that gender on

Pinterest is approximately 81% female and 19% male. Cision.com

suggests the median age of users is 40.

 Be visual. More so than Twitter or Facebook,
Pinterest’s success requires a captivat-
ing photo in order to be re-pinned. Pro tip:
Encourage your customers to send in photos
using your products to add to your photo col-
lection.

e Update a lot! Ahalogy.com reveals that the
target number of “pins” per day in order to
optimize reach is 10-15. Pro tip: In order to
designate a pin as a product, add a price
with the dollar sign (i.e., $1) to the descrip-
tion of your products. This will also allow
them to go into the Pinterest gifts section.

Instagram

Instagram’s picture-sharing network has become a go-to
for consumers. The app boasts over 300 million users,
battling with Twitter for the higher rank. Since its incep-
tion, there have been over 16 billion images posted.
Instagram is not just for posting your lunch, it is a viable social networking
platform for small businesses. Here are a few tips to get you started:

¢ Focus on quality over quantity. On Instagram,
it's worth taking the time to get a great shot.
L2’s intelligence report states that business-
es post an average of 5.5 times per week.
Pro tip: Share behind-the-scenes photos to
create more value for your followers.

 Use your photos to paint a picture of the life-
style of your ideal customer. For example, if
you sell clothing, show real models wearing
your clothing in unique settings. Creativity is
key.

¢ Use hashtags (83% of posts include at least
one hashtag). Create hashtags that embody
your brand and use others to help potential
customers find you.

Manley Mann Media Tip:
Craft a vision for your
social media marketing

Before using any
social media platform,
find your reason for
being there. (Ahem.
“Pm on Facebook because everyone else is” is not
a valid reason.) Businesses can find success using
Facebook (or Twitter or YouTube or Instagram), but
not without a plan. What will you be contributing?
What value will you bring to the community? Craft
a vision for your social media marketing activities
and decide what you offer that will make people
can follow you. www.manleymannmedia.com

Revolution Media Tip:
Know your customers

Consider who your customers
(or potential customers) are
and where they might socialize
online.

If your company services business professionals,
spend your time on social networks like Twitter and
Linkedln, rather than focusing on Facebook. Also
consider spending time with Pinterest. It isn’t used
enough by businesses yet it's known for being a
haven for recipes, wedding gowns, home decor and
fashion and makes up 25% of online retail refer-
ral traffic. If a person loves a product they see on
Pinterest, there’s a good chance they will visit the
site and buy it. www.revolution.ca

In today’s age, it's important to be social. Social media marketing can be

a low-cost way of finding new customers and
engaging with your loyal fans, but it can be time
consuming too. So, you need to be smart and
well-organized with the resources you have to
achieve the results you need.

Suzanne Scott of the Village Pottery is one small
business owner doing it right. When asked if
social media has helped grow their business she
responded enthusiastically, “Absolutely! Social
media has helped our 40+-year-old business
reach different markets and has allowed us to
connect with our customers on a whole new
level.” She adds, “I love when someone tells me
they saw something online and that's the reason
they came into the shop. That happens almost
every day now. I've also met a few people this
summer that decided to travel to PEIl because

they've been following me online for a while and wanted to check the place
out! That was pretty neat.”

Sales have increased at the Village Pottery since Suzanne started using
social media and she is confident it will only continue to grow their busi-
ness as their online presence expands.

In the early days Suzanne first signed up with
Facebook and then a friend of hers suggested
Twitter.

“It was a game changer,” she said. “From there,
| pretty much signed up for as many social
media platforms as | could get my hands on for
Village Pottery. My focus now is on Facebook,
Twitter and Instagram.”

When asked which her favourite was, she
responded, “It's a toss-up between Twitter

and Instagram. Twitter is great for news and
Instagram for photos.” Suzanne’s handle on
Twitter is @PotterDaughter and on Instagram is
@the_potters_daughter. If you are not following

ANNUAL PRESIDENT’S EXCELLENCE AWARDS - 6 P.M., WEDNESDAY, NOVEMBER 4 - CELEBRATING ENTREPRENEURS!




her, you should. She appears (online) to
be having a blast, and her job doesn’t
look like work. You can just tell she
loves what she does!

On top of the day-to-day task of

being a potter, Suzanne manages 10

Facebook pages, 10 Twitter accounts

and three Instagram accounts. It can

be busy! She usually posts to Facebook

once a day; and with Twitter and
Instagram she tells us it really depends on what's happening, but tweets or
posts photos three to four times a day per account. And she does it all —
she says, easily — with her iPhone.

When asked about her social media strategy, Suzanne said, “It really
depends on the business and time of year. For example, during the winter
production months, we are focused on educating and connecting with our
customers and finding out what sort of products they'd like to see in the
shop. From May to October when the Village Pottery shop in New London is
open, our strategy is to drive sales and foot traffic to the shop. At the end of
the day, the main objective is to keep our voice authentic and stay engaged
with our followers.”

@PottersDaughter top three social
media recommendations:

1. Find your voice - before you start using social media for your
business you need to figure out what kind of message you want
to be sending out and the way you want to be portrayed online.
The “voice” for each business online will be different and it's
important to know that before you start out.

2. Be selective - You don't need to be on every social media
platform. Choose one that you're most comfortable with
(for most people it's Facebook). Start "liking" similar business
pages to see what they're posting and to get ideas for content.
As you get more comfortable you can start trying different
platforms. Just remember to have fun with it!

3. Set a schedule - It's easy to get overwhelmed and spend too
much time on social media. I'd suggest picking a certain length
and time of day that you'll spend online and stick to it. Having
a smart phone makes social media more accessible, so | would
suggest getting one to any business owner.

MARKETING FOR

Remember, not all social media platforms are right for every business. You
need to decide where your customers are and which are worthy of your
time. Facebook is great for local businesses to big brands. Twitter is more
for real time microblogging and Instagram is for sharing stories through
pictures and hashtags. A business website is your brand’s home base and
you should coordinate your social media efforts to push people there, where
they can get more information and/or buy your product or service.

Social media is a two-way communication platform — a relationship builder.
Make sure you engage your customers. Otherwise you are simply using
social media as an advertising channel when it is meant to be more for
relationship building.

To see what online conversations Suzanne is having “like” Village Pottery
and The Potter's Daughter on Facebook, follow @VillagePottery and @
PotterDaughter on Twitter or scroll the post on Instagram at @VillagePottery,
@the_potters_daughter, and check out their website www.villagepottery.ca

The Buzz (established 1993) is Prince
Edward Island’s monthly guide to what’s
going on. All our readers have a keen
interest in what’s happening on PEI. October through May we
print 12,500 copies with 12,000 plus picked up voluntarily each
month. In the summer our distribution doubles. Buzz distribution
is Islandwide and outlets are refreshed throughout the month.
With our website and social media activity we are beyond traditional.

Let’s say The Buzz is very well-established!

Buzzon.com

Did you know that almost 9 in 10 (87%)
of Canadians read a newspaper in some
form each week? 8 out of 10 adults took

action (bought, visited a site) as a result of newspaper (print & digital)
ad in the past month. Two thirds (68%) read newspapers in the print
format and almost matching print, 64% read newspaper websites
each week. The Guardian combined print and digital products reach
91% of the Greater Charlottetown area. Phone and tablet readership
is considerable — at 50% and 47% respectively. These devices are
used to access newspapers via sites, apps or newspaper alerts.

The Guardian can reach these markets with our mobile advertising
strategy.

www.theguardian.pe.ca
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Submitted by Monette Pasher,
Marketing Director, Welcome PEI

The secret to

building audiences

in social media
involves a combination of tactics. The first is to be
social. It sounds simple and straightforward, but
all too often people use social media as a hard
sell when it needs to be a soft social sell. The
second secret is to be community-minded. What
is your audience interested in? How can you show
up in their newsfeed with something that will
catch their attention?

Most importantly, the days of Facebook being
a free advertising medium are gone. In order to

Sunrise Group Tip:

Reach diverse audiences
Culture and language barri-
ers can be great challenges

in business. In order to pro-

mote your business to the new Chinese community,
here are some suggestions:

1. Translate key information into Chinese,

or use pictures if applicable

2. Utilize local Chinese media for promotion, such
as PEIChinese.com, Enjoy PEI and Canada &
China International Business newspaper to
reach out to the Chinese community

3. Sponsor/participate in Chinese community
events, to know the culture and engage local
Chinese residents

www.sunriseltd.ca

Submitted by Chelsey Rogerson,
GCACC Communications Committee

‘Luck is what happens when preparation meets
opportunity’ — Seneca, Roman Philosopher

The band Paper Lions has one of the largest
social media followings of any PEI entity. With
over 6.5 million views on just ONE YouTube
video, the band also boasts 41, 000 ‘likes’
on Facebook, 32, 000 subscribers to their
E-Newsletter and 5 to 10k online streams per
day.

The majority of their online growth comes from

have success in the platform you need to pay to promote your page and
grow your audience, and pay to have your posts viewed by more of your
followers. The investment is still minimal in comparison to other mediums
and has a strong ROl if you have invested the time to create an engaged
audience.

producing content and allowing people to access it for free. This is what's
now being called ‘Content Marketing’. According to the Content Marketing
Institute, Content marketing is a strategic marketing approach focused on
creating and distributing valuable, relevant, and consistent content to attract
and retain a clearly-defined audience — and, ultimately, to drive profitable

Effective Content & Engaging Users

1. Keep content visual. Striking photos with mini-
mal text work best. An effective mobile app to
add text to photos is called Font Candy.

2. Keep content fresh and current. Aim to develop
a content schedule that is varied. If you post
something funny or engaging one day, follow
it up with an advertising-focused message the
following day. Both Facebook algorithms and
your audience will know when you are sharing
the same messages over and over again and it
will hinder reach and engagement levels.

3. Use link posts to lead people back to your
website to learn more information. Upload your
best image, change your link heading and link
text to share more relevant information in the
newsfeed.

Monette Pasher is the marketing director for
Welcome PEL. In just two years Welcome PEI has
expanded to 29,000 followers and is one of the
most engaging social media tourism Facebook
pages in Atlantic Canada.

customer action.

TechnoMediaTip:
Foster collaboration
with your marketing team

We believe that fostering col-

laborative relationships with

our clients is the most effective

way to market their brands,
products, people and messages. Collaboration allows
openness, honesty and trust, but most importantly it
allows our clients to remain authentic to themselves
and their project goals.

True collaboration requires strong skills in interper-
sonal communications, including listening and being
heard by others. You will need, not only to share useful
feedback, but to be able to accept feedback, as well.

While the benefits of a collaborative approach are
many, the biggest return is a strengthened foundation
for a long lasting relationship with your marketing
team. This two-way bond will allow you to have faith
in your marketing and communication efforts. In
short, always listen, always be heard and always be
authentic.

www.technomediapei.com

Social Media is one of the vehicles Paper Lions
uses to engage their fans and attract new ones.
“The band is very aligned on why we create
music. We create special moments that make
life better- and we hope our audience can
depend on that”, said David Cyrus MacDonald,
drummer and manager of Paper Lions.

“Our content is mainly music, videos, and the
live show. We try to cast a wide net in the way
we reach our audience through a range of
media — primarily radio, television, streaming,
social, and in-person live appearances”, said
Macdonald.

So perhaps you're thinking, but they're a band,
of course they have content to share. I'm a
business. Well businesses can now take a page
out of the rock band success handbook. Every
business has valuable content to share with their
audience.

BLT (BIG WIG LUNCHTIME) WITH GERRY POND - 11:45 A.M. - 1 P.M., THURSDAY, SEPTEMBER 24



You can share how-to videos, podcasts, interviews, info-
graphics, white papers, case studies — all of this content
helps indirectly promote your business and gives clients
and leads valuable, free information they can use.

In exchange for free content, you can collect basic con-
tact information to use for mail outs, e-newsletters, and
basic market research.

“Sharing content for free might not be an instant sale but it creates good-
will”, said Macdonald.

Just like bands build a loyal fan-base and have super fans that help elevate
their popularity, businesses have the opportunity to build their fan-base and
create loyal brand ambassadors.

So start thinking of your business like a band and your products/services as
your music and by offering a little bit for free, you may be able to get your
fans to pay for much more.

P.S. You can see Paper Lions live in Charlottetown November 7th at the PEI
Brewing Company.

¢ Mobile Friendly Design: Make sure your website is easily viewed on
tablets and phones as well as desktops. Google takes this into consider-
ation with ranking.

e |arge Impactful Images: Good photographs
“draw the eye”, providing an emotional con-
nection to the written content

Visual content — pictures, graphics
and video — boost results in almost
every way possible. Studies have
shown that visual content increases
blog ftraffic, social media engagement and cus-

e (reative Typography: At one time there was
only a handful of fonts available for web
design but now there are hundreds; this
helps designers create more unique sites
reflecting the personality of the business or
organization.

e Copy and Search Engine Optimization (SEQ):
Your website may be the first impression
people have of you or your business; if your
site’s copy isn’t great it might be their last

social media efforts!

www.mb5.ca

mb5 Marketing
Communications Tip:
Visual content boosts results

tomer acquisition. For instance, tweets with images
are retweeted 150% more often than those without!
However, there are legal issues to consider when
using visual content found on the Internet. We
advise clients on this, and help them find good,
usable and cost-effective visual content for their

impression. SEO copywriting (or SEO content) is online writing that
includes keyphrases (those words people type into a search box to find
the information they need). Keyphrases are designed to help that online
text rank better in the search engines.

e Custom Design without pre-made themes: A custom web design is cre-
ated just for your business. Your website will be different from anyone
else’s and give the best representation of your business.

www.wsadvantage.com

Submitted by Jamie VanderKooi, Online Marketing & Technology
Coordinator, Tourism Industry Association of PEI

The push is on for businesses to adopt mobile friendly websites, especially
now that Google has changed its algorithm to penalize the unfriendly ones.

In case you didn’t know, in April 2015, Google released an update to the

way it ranks websites that focus on boosting the ranking of mobile-friendly
websites in mobile searches. This means if your website
wasn't built to accommodate its content for a mobile
device, you will not show up in the search results page
like you did before.

Why did they do this? Well, we all want things now, and

the mobile device that many of us keep in our pocket

gives us the ability to get exactly what we want, when we
want it. On-demand services have grown exponentially, and it's because of
the access and freedom a mobile device gives consumers.

Still don’t believe me? Recent studies show
mobile purchases now make up 34% of all
ecommerce purchases, with 40% forecast by the
end of 2015. In the US, 53% of those sales take
place on smartphones, with the rest on tablets.
People are searching, comparing and purchasing
on these devices. This isn’'t going to change.

What does this mean to your business? Getting
to a mobile-friendly state of web isn’t usually
that hard. It might be easier (and cheaper) than
you think.

MAXIMIZING THE NETWORK EFFECT WITH MICHAEL J. HUGHES - 8 - 10 A.M., WEDNESDAY, SEPTEMBER 30




SMALL BUSINESS

The first thing to do is look at your site on a
mobile phone. Can you read the content on it
without zooming in? If so, good chance you're
fine. If not, then you need to do some work.
Next, you need to look at if you can do the
things you want your customers to do using a
phone. Can you find location and contact infor-
mation quickly and easily? Can you complete a
purchase; make a reservation, browse products/
services or sign up for information? Your mobile
visitors need to be able to do these actions.

If you can’t do some of these actions, your first
step should be to contact your web developer.
They can review your site and help create a plan
to make your site mobile-friendly, so customers
can easily search and find you.

Google Analytics:

Insight Marketing Tip:
Three ways to make an
impact for your business

This day in an age where brand

loyalty is fleeting, marketing is

important for small businesses.

There are many ways you can
leverage both your time and money to make an
impact for your business.

Know your audience: Marketing 101, not everyone is
your customer and the faster you learn to embrace

this, the more strategic you can be with, well, every-
thing.

Be visible: Take a contact out for coffee or lunch.
Attend a mixer or workshop. Golf, boat or head to the
gym, just get out of the office and into the community
whenever you can!

Change up your online presence: Expand to a dif-
ferent platform, take a workshop or update your
website. It’s easy to become stale yet small changes
can help you stand out.

www.insightmarketingpei.com

/

=
Yo

Want to use Google Analytics to its full potential?
First ask yourself what you consider a success-
ful visit to your website. It may be a purchase,
downloading information, signing up for a
newsletter, making a donation, or some other
action. This is the equivalent of the restauranteur
counting the number of meals sold, and is much
more useful.

But don’t stop with just counting successful
visits. Are you investing in social media? Google
Analytics can isolate those visitors that came

to your site from social media. Are you send-
ing out an e-newsletter? Google Analytics can
track those visitors that clicked through from
your newsletter and if they purchased a product,
downloaded info or signed up for your newslet-
ter. Now you can start to answer questions about
whether or not the time and money you put

into your outreach is worth the investment. And
you can try different things and see the results.
This is the restaurant manager now able to say
whether or not this week’s advertised specials

What Good Is It?

Submitted by Dr Jay Adamsson, Principal, Analytic-OR

If you have a website, there is a pretty good chance that

you have Google Analytics installed on your site. As many

small business owners have discovered, you can discover

plenty of information about the visitors to your website

through Google Analytics. You can see the number of
people that visited your site, where they are from,
how long they stayed, the number of pages vis-
ited, bounce rates and lots of other information.
And best of all, you get all of this for free.

But the really important question is whether you really getting the most out
of your Analytics? What do those numbers really mean? And how can they
be used to improve your bottom ling?

Imagine you own a restaurant. At the end of the week, your restaurant
manager gives you a report. He proudly tells you how many people walked
past the front of the restaurant, and how many stopped to read the menu at
the door. Maybe that’s nice information to have, but does it really help you
decide how much produce to order next week?

Google Analytics visitors and bounce rates are the internet equivalent of
counting passers-by and menu readers. The numbers may be interesting to
look at, but they are not really useful to improve your business.

produce more sales and which advertising was
more effective.

If you have Google Analytics, ask yourself whether or not you have ever
made a decision based on the numbers you see. If not, you have a treasure
trove of information at your fingertips just waiting to be unlocked.

FREE E-BUSINESS TOOLKIT

The future of commerce relies heavily on e-business. With many
different ways to use technology to advance your business, it can
be difficult to know where to begin. Luckily, Innovation PEI has
prepared a free e-business toolkit with all the resources you need
to get started. Whether you are looking to sell your products online
or simply to advertise your business, this toolkit provides detailed
explanations of your options and helpful tips to guide you along
the way. The full e-business toolkit is available on Innovation PEI’s
website at innovationpei.com/ebusiness

innovationpei

MEET GERRY POND AT THE BIG WIG LUNCHTIME - 11:45 A.M. - 1 P.M., SEPTEMBER 24 - LOBSTER ON THE WHARF




Buns & Things and
The Art of Alliteration

Submitted by Chelsey Rogerson,
GCACC Communications Committee

If you listen to the radio on PEl, there’s no doubt
you've heard Buns & Things Bakery's tongue
twisting commercials. Their alliterative radio ads
have become the signature marketing tactic of
the company. But how did it begin?

Roughly 28 years ago, CFCY-FM on air person-
ality, JP Gaudet, suggested to Buns & Things

Gus and Good
Company Tip:
Not all jingles are created equal

Jingles are one of the most effective top-of-mind
marketing tools in the broadcast business. How
they are crafted is key. They need to be sing-
able, simple and appealing. Finally, the arrange-
ment needs to be able to work in a variety of
lengths to accommodate copy. Jingles are more
than music. They punch through the clutter and
increase the return on your airtime investment.
A good jingle can do wonders for a business.

To find out more about the jingles | have written in
the last 20 years, contact me at gus.gusandgood-
company@gmail.com, or call (902)629-9647

MARKETING FOR

Through the years Rob has learned how aligned
his ads are with his revenue. “l remember | did
one regular ad and noticed sales went down
considerably that weekend. It reinforced the
value of the ads”, said Rob.

Rob spends about 90 percent of the marketing
budget on radio ads. “I can voice the ads right
from the bakery”, he said. “Radio is very flex-
ible. You can change your mind last minute if
you need to and you can feature a different item
every day.”

His advice to new business owners who are
determining the best way to market their busi-

Bakery owner, Rob Deblois, that perhaps Rob
should voice his own radio commercials. Rob had a ‘different’ voice and JP
thought it might differentiate his ads.

Rob took on the task and as he sat down at his kitchen table to write

the ad, which was featuring French bread as the special that Friday, Rob
decided to see how many ‘F’ words he could fit into the commercial. “It
became sort of a personal challenge to me”, said Rob. In the days before
the internet, he recalls sitting around the kitchen table with his children flip-
ping through the dictionary and highlighting descriptive words that started
with the letter of choice.

e Ocean 100 and HOT 105.5 reach over 76,000 listeners each
week (Source: Fall 2014 Numeris)

¢ Radio reaches 94 percent of adults weekly

e Listeners spend on average 135 minutes per day on radio,
compared to Facebook which is still just 18 minutes a day.

e Radio is the advertising medium closest to the point of
purchase and the most effective form of advertising to drive
traffic. Consumers can hear a radio commercial while driving
and respond immediately, there is no delay between the
advertising message and the response.

www.ocean100.com www.hot1055fm.com

ness — have fun with it!

Canada’s Anti-Spam Legislation (CAsL):
The Top Three Lessons Organizations
Can Learn from Year One

Submitted by Trent Skanes, Lawyer, Mcinnes Cooper

CASL'’s anti-spam sections took effect on July 1, 2014, amidst hype and
controversy. Was it justified? Here are the top three lessons organizations
can learn after the first year of CASL.

1. Take it seriously. Between March and June 2015 the Canadian Radio
and Telecommunications Commission dealt with three CASL violations,
and clearly sent the message that it’s serious about enforcing CASL —
S0 organizations should take compliance just as seriously.

e March 2015. The CRTC imposed the first CASL penalty against
Compu-Finder: a whopping $1.1 million fine.

e March 2015. The CRTC entered an “undertaking” (effectively a volun-
tary settlement agreement) with Plenty Of Fish: it pays $48,000, gets
compliant with CASL, and implements more CASL training.

BIZ UNDER 40 “BOARD GAMES AT THE BREWERY”, 5 - 8 P.M., THURSDAY, OCTOBER 8 - UPSTREET CRAFT BREWING



SMALL BUSINESS...

¢ June 2015. The CRTC entered an it came from. Compu-finder didn’t get consent

undertaking with Porter Airlines: it pays _ Dunne Group Tip: from recipients at all; Porter might have, but
$150,000 and also gets CASL compliant Build Str_ong relationships couldn’t prove it.
and implements more CASL training. in-person
e PR sz Content. Senders must include two things
2. Basics matter. In each case, the offending tages of being online are here in every commercial electronic email: an
business violated CASL’s most basic require- to stay. It is the fastest growing “unsubscribe” feature that meets certain
ments, so double-check your compliance part of our business. However, criteria, and specified sender contact infor-

program; or if you don’t have one, get one it's important to remember that mation. All three businesses failed to meet

for these basics: Z}Zf’bi,‘ﬁﬁc?ﬁs,f,‘grssﬂaﬂlﬁsu s:/,;if/s /fsiff"’tﬁs@fjﬁe‘}"gz CASL’s unsubscribe requirements; one also
, L a meaningful, loyal relationship strictly through d.'dn tinclude the required contact informa-
* Consent. CASL's overall objective s online interactions. Meeting your key customers, tion.
moving Canada to a “permission-bhased” regularly, face to face; speaking with them on the
regime for all electronic-based commercial telephone (instead of just e-mail or text) and send- ¢ Respond. CASL requires senders to act on
communication. Recipient consent is a ing them useful or valuable information through the a recipient’s “unsubscribe” request within 10
TENN RSN R TTE R Rt Wl “Post” mail, show’s that you really care about them, days. Compu-finder and Porter failed on this

as a person. When your customers know you care;
they’re yours for life!

that you can prove you've got it, and where one.

www.dunnegroup.ca

Weltlvpel
( rollect memori€s

pter WL
ron
gﬂ%‘f Thai?
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3. Tougher consequences are coming. These violations give organizations a

benchmark for what to expect if they violate CASL. But CASL has signifi-
cant consequences for individuals and organizations that don’t comply,
and the longer CASL is in effect, the tougher the consequences could
get. So comply now.

Monetary penalties of up to $1M on individuals and $10M on other enti-
ties, for a CASL contravention. It seems Plenty of Fish and Porter tried
to comply but missed the mark, and acted when they learned of their
violations. The undertakings reflect this, and were proportionate to their
violations. But it seems Compu-finder didn’t even try, and its violations
were “flagrant,” which its penalty reflects; but it’s still far from the maxi-
mum penalty CASL authorizes.

FRESH MEDIA Tip:
Stand out with a big idea

The best marketing is powered by
strategy, a big idea, and a real reason
for people to talk about you. Should

any of these be missing, then you’re not marketing — you're just
spending money. Standing out and creating connections has never
been so important, If your business is stuck in the ‘status quo
crossroads’, then hire a professional as better marketing can be
your first step to make a positive difference for your bottom line.

www.freshmedia.ca

Art Fresh Tip:
Create a distinct and memorable brand

Be visually and textually powerful. Create a

unique logo, which is vibrant and attractive.

Having a creative visual image and being

textually strong will help you make your
brand distinct and memorable. It will let your customers know
how professional you are. At the same time, your textual or visual
content should not be formal or typical enough that people get
confused or move away. The theme and the consistency both in
terms of graphical image and content should be consistent across
all the marketing ways.

www.art-fresh.ca

SEND US YOUR MEMBER'S NEWS -

e Potential liability of employers for certain employee violations, and per-
sonally for corporate directors and officers for a corporation’s violation,
or a criminal charge of obstruction of a CASL investigation.

e FEffective July 1, 2017, a person or organization affected by a CASL vio-
lation can privately sue the offender based on that violation. This could
make it very interesting for organizations that violate CASL.

To learn more about CASL compliance, visit Mcinnes Cooper’s CASL
Knowledge Page at mcinnescooper.com/services/privacy/casl

Mclnnes Cooper prepared this article for information; it is not legal advice.
Consult McInnes Cooper before acting on it. Mclnnes Cooper excludes

all liability for anything contained in or any use of this article. © McInnes
Cooper, 2015. All rights reserved.

Graphic Detail Inc. Tip:
Simplicity is key to great brands

Simplicity, memorability and

longevity are our three pri-

mary objectives when creat-
ing a new logo. Quite often clients wish to relay too much in their
logo - resulting in a visual mumble jumble incapable of leaving
an impression, let alone a lasting one. The world’s most effective
brands are powerful in their simplicity. Think Nike's swoosh or
Macintosh’s apple or even our very own red maple leaf, which is
clear, instantly recognizable, timeless.

www.graphic-detail-inc.pei.xpei.ca

Sharpe Group Tip:
Your brand is your promise

Your brand is your promise to your customer.
i

It’s a tool enabling you to speak to them with a
consistent tone of voice in an engaging manner. It should embody.
who you are, who you want to be and how people perceive you.
Do your research. Learn the needs of your current and prospective
customers. Don't rely on what you think they think. Know what
they think. Be true to yourself. Tell people what you stand for. And
deliver.

www.sharpgroup.ca

CROGERSON@CHARLOTTETOWNCHAMBER.COM
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The Turning Point

The Entrepreneurial Turning point is a regular feature in Chamber Business Magazine
that profiles a successful young entrepreneur within the Chamber membership.

The New Generation of Customer
Engagement

Submitted by Tracy L. Stretch,
GCAGG Communications Committee

After graduating from university, Jordan Fraser, CEO and co-founder of
BamText, worked as a business development officer for Western North
America and the Caribbean before moving on to hold project management
roles for two non-profits on P.E.I.

Out of frustration as a customer himself, and wanting to provide feedback
in real time Jordan started brainstorming, knowing many businesses did not
have such a mechanism in place BamText was born.

There are three main BamText products:

1. Customer feedback provides 100% undisclosed feedback to the
manager’s onsite cellphone. The manager can then respond and
continue a conversion all while remaining anonymous.

2. Customer service requests route inquires to multiple employees or
managers. The manager or employee can then communicate back
with the customer and let them know that they are on the way. This
product gets used in large venues like hockey rinks as well as sport-
ing facilities and has become very popular on golf courses.

3. Bam alerts are used for outbound text messages for notifying and
marketing.

“Qur third product which we released this year is Bamtext service

request for golf courses. It was built out of a frustration while on

vacation playing golf, because we did not see the beverage cart
enough when we were golfing. When we came back home we
started working on the product immediately!” Jordan Fraser

In the beginning stages of BamText, Jordon was still working full-time. But
when the company started to get traction with larger clients like the Tim
Hortons Brier, Smokes Poutinerie and Pro Qil Change, he left his full-time
job.

“It was difficult working a full-time job from 8-4 and then going home and
trying to do sales in the evenings and weekend,” Jordan said. “It was time
to take this small part-time idea into a full-blown business.”

The turning point for Jordan came seven months after launching when they
hit 100 clients. Now BamText has more than 250 companies using their
systems through Canada and US.

Jordan says his favourite part of the day is when he makes his sales calls.

“I'love sales and it truly is what keeps our business going,” he said. “We
don't have investors in our business, so sales ensure we get a paycheque!”

More than 60,000 feedback and service requests have gone

through the Bamtext system. That’s averaging 164 feedback

or service requests a day.

Recently, Jordan received the ultimate compliment; one of Canada's big oil
companies that is currently in eight provinces and seven states, with more
than 90 locations, signed with Bamtext after seeing the product in one of
their current customer’s locations.

Bamtext products have revolutionized the way businesses are connecting
with their customers in real time by sending instant, free and private text
messages to business owners or managers with compliments, complaints,
suggestions or questions — all while remaining 100% anonymous.

BLT (BIGWIG LUNCHTIME) WITH STEVE COLLETTE, 11:45 A.M. - 1 P.M., TUESDAY, OCTOBER 27 - MARC’S LOUNGE



Member's News

The Rotary Club of Hillshorough has chosen
Dawn Alan as the recipient of this year’s
Sinclair Cutcliffe Memorial Award.

Dawn Alan was honoured by the club during its luncheon meet-
ing, June 23. The Sinclair Cutcliffe Award is presented annually by
the club president to a member of the Rotary Club of Hillsborough
who exemplifies the qualities of Sinclair Cutcliffe and the Rotary
ideal of “service above self.” In addition to the citation, Alan
received $1,000 of club funds to be designated to the charity of
her choice. Jennifer Dunn, outgoing club president, said Alan can
always be counted on to work tirelessly on club projects as well as
the day-to-day workings of the club to make it the best that it can
be. Alan is said to take great pride in seeing her fellow Rotarians
shine. She has a generous spirit and it is obvious that her com-
munity is one of her passions and she has carried that passion into
significant work in the name of Rotary.

United Way PEIl has a new
Chief Executive Officer

In June, the United Way of PEI announced
the appointment of Greg Magirescu as its
new Chief Executive Officer. Greg’s execu-
tive leadership experience spans over 30
years in the non-profit, corporate and
government sectors. He was most recently
head of corporate sponsor relations, mar-
keting and operations for the Cultural Olympiad during the 2010
Olympic & Paralympic Winter Games in Vancouver, as well as
senior culture and heritage manager for the City of Mississauga.

Turner Drake & Partners Ltd.’s
Neil Lovitt Earns MCIP and CPT
Designations

Congratulations to Turner Drake & Partners

Ltd.s Neil Lovitt on being awarded his

Member of the Canadian Institute of Planners
(MCIP) and Certified Planning Technician (CPT) designations.
Neil joined our firm in 2014 with a broad basis of work experi-
ence in private land development. As the manager of our planning
division, he blends our expertise in valuation, real estate econom-
ics and market analysis to meet the planning needs of private and
public sector clients. For more information, visit turnerdrake.com
or call us at (902) 368-1811.

Congratulations to Hunter’s Ale House
on 10 Years!

Hunter’s Ale House celebrated 10 years in business in July.
Congratulations to Steve Barber and his enthusiastic team!

Gerard Fitzpatrick of Fitzpatrick & Co
re-appointed to the board of the Canadian
Revenue Agency

The Honourable Kerry-Lynne
D. Findlay, PC., Q.C., M.P,
announced the re-appointment
of Gerard J. Fitzpatrick to the
board of the Canadian Revenue
Agency. Fitzpatrick has more than
30 years of experience in public
accounting, specializing primarily
in income tax for professionals and owner-managed businesses.
He is a founding member of several accounting firms that provide
a wide range of services in many business sectors and has greatly
contributed to the important oversight work of the CRA board of
management, notably through his work on the audit committee.

INTERNATIONAL OPPORTUNITIES SUMMIT - THURSDAY, NOVEMBER 26 - DELTA PRINCE EDWARD HOTEL



Member's News

RDEE Marks 15th Year Anniversary

The 2014-2015 financial year was a very busy and very productive
year for RDEE Prince Edward Island, the provincial Francophone
Economic Development Council.

The RDEE continues to serve as the leader of Acadian and fran-
cophone economic development on PE.I. Since it was formed 15
years ago, the RDEE has literally supported projects from Tignish
to Souris. The RDEE has a strong, dynamic and devoted team that
supported numerous projects over the past year.

All About Golf Has Mini Putt Green Now Open

All About Golf has transformed a large section of the
Confederation Court Mall’s lower level into a championship
putting and chipping attraction. Golfers can rent a putter and
spend the next hour or so putting their way around the 18 holes
laid out for them or stick to a five-hole putting green. The cost
ranges from $17.50 per hour for adults to $8.75 per hour for
youth, with special rates for juniors and seniors.

Doug Geldert Named New Branch
Manager of Provincial Credit
Union, Charlottetown Office

Doug started with the Provincial Credit Union
in 2014 as a commercial account manager before
assuming his new role. He brings a total of 24
years experience to the new role including both
personal and
commercial banking.

Doug graduated from UPEI with his business degree in 1991.
He has been a supporter of many community groups including
Big Brothers/Big Sisters and Junior Achievement.

Contact Doug at (902) 629-1924
or email dgeldert@provincialcu.com

Canadian Red Cross Announces 2015
Humanitarian Award Recipients

The Canadian Red Cross has announced that
philanthropist and business leader Reagh
Ellis of Charlottetown will receive its 2015
Humanitarian Award for Prince Edward
Island, and university student Allyson Trainor
of Cornwall will receive its 2015 Young
Humanitarian Award for the province.

With family roots in tourism, Ellis voluntarily shares his expertise
in support of tourism and other sectors of the PE.I. economy. He’s
been president of Cavendish Promotions, chair of the PEI Tourism
Association’s development committee, past president and member
of Greater Charlottetown and Area Chamber
of Commerce, an advisor to Canada Lands Co.
and to the City of Summerside and its tour-
ism association, and serves on the board of the
Charlottetown Area Development Corporation.
Ellis acquired a Mark’s Work Wearhouse fran-
chise at age 27 and built it into one of the com-
pany’s most successful franchises with almost
100 employees in peak seasons. He’s committed to paying forward
the help he received early in his career, now advising and mentor-
ing young Atlantic entrepreneurs at little or no cost as president of
the not-for-profit Entrepreneurs 3.0, or e3.

Ellis and Trainor will receive their awards Thursday, October 29,
2015 during a fundraising dinner at the PEI Convention Centre

in Charlottetown, with proceeds supporting local Canadian Red
Cross programs and services. For tickets, information on recipients
or nomination process, or to send a congratulatory message to
Ellis or Trainor, visit redcross.ca/humanitarianPEI or email
fundraisingPE@redcross.ca

Hillsborough Rotary Named Club of The Year

Congratulations to the Rotary Club of Hillsborough for earning the
recognition of Outstanding Rotary Club of the Year for performing
in the highest traditions of Rotary. Club President Jennifer Dunn
accepted the award and commented on the power of teamwork
within the club membership in her speech.

NOVEMBER BUSINESS MIXER, 4:30 - 6:30 P.M., THURSDAY, NOVEMBER 19 - HOLIDAY INN EXPRESS



New Members

Canadian Home Builders Association — PEI
Contact: Susan Zambonin, Executive Director

Address: 212A - 420 University Avenue, Charlottetown, PE  C1A 7Z5
Telephone: (902) 367-6125

Email: susan@chba-pei.ca

As the voice of the residential construction industry in P.E.L., our
mission is to achieve an environment in which our membership
can operate profitably. We also strive to promote quality, afford-
ability and choice in housing for all Islanders. All our members
abide by a strict code of ethics and are leaders in the residential
construction industry.

Cy’s Grill

Contact: Wei Wei

Address: 18 Grafton Street, Charlottetown, PE  C1A 1K5
Telephone: (902) 367-3055

Cy’s Grillis an original old-fashioned burger restaurant that’s been
open since 1980. Cy’s offers fresh local beef burgers, traditional
shawarma wraps, famous fish ‘n chips and so much more. Eat in
or take out is available Monday to Wednesday from 11 a.m. to 7
p.m. and Thursday to Saturday from 11 a.m. to 8 p.m. Check out
our daily specials on Facebook and on Twitter @cys_grill.

HYMS E-Commerce International Inc.
Contact: Margaret Wang
Telephone: (902) 982-3978

SportSource.com is an online retail store dedicated to promoting
various athletic products online and offline. Our website provides
a multi-channel method to facilitate your online shopping, by offer-
ing access to a wide collection of brand name sporting equipment,
apparel, accessories and footwear. We are also very excited about
supporting our local communities, schools and sport associations
such as the PEI Table Tennis Association, by offering our resources
to help in the development of various sports.

Feasible Fuels

Contact: Jeff Mellish

Address: 161 St. Peters Road, Charlottetown, PE  C1A 5P8
Telephone: (902) 940-5140

Web: www.feasiblefuelspei.com

Feasible Fuels is a fuel delivery company that allows people to
heat their homes and operate their businesses as they can afford.
This is accomplished by allowing people to order as little as 100
litres of product. These low-delivery volumes are achievable
because Feasible Fuels operates on a C.0.D. basis. Delivery is
available two days a week in all areas of the Island.

Upstreet Craft Brewing

Contact: Joey Seaman

Address: 41 Allen St. Charlottetown, PEI  C1A 26
Telephone: (902) 200-1630

Email: joey@upstreetcraftbrewing.com

Web: www.upstreetcraftbrewing.com

Charlottetown’s newest Craft Brewery, Upstreet Craft Brewing fea-
tures a production brewery, tap room and bottle shop in its 7,500
square foot facility. The Upstreet Taproom is a place to catch up
with old friends, celebrate the end of a hard week, sit down to a
board game or just chat with any of our brewery staff.

Ride Forever

Main Contact: Hong Chen

Address: 220 - 119 Kent Street, Charlottetown, PE C1A 1N3
Telephone: 902-393-7522

E-mail: sophiach1976@gmail.com

At Ride Forever our main products are road bikes and single wheel
bicycles. Ride Forever is committed to providing premium, unique
bicycles of the highest quality. Each of our bicycles are made with
special materials to ensure they are strong but light to ensure fast
speed. We also sell helmets for children and adults, plus beautiful
necklaces, earrings, hats and sunglasses.

Slemon Park Corporation

Contact: Kevin Moufiier

Address: Box 90, Slemon Park, Summerside, PE  COB 2A0
Telephone: (902) 432-1780

Email: kmouflier@slemonpark.com

Web: www.slemonparkhotel.com

Slemon Park is a business and residential community with a focus
on aerospace, training and sports, and rental homes and commer-
cial space. Currently there are more than 20 businesses employ-
ing approximately 1,000 people. Slemon Park has over 800,000
sg. ft. of commercial space and 253 residential homes. The cor-
poration also operates the Summerside Airport, the Slemon Park
Hotel & Conference Centre and the Canada Games Sports Centre.

VR Business Brokers

Contact: Kevin Forrester

Address: 205 - 129 Kent Street, Charlottetown, PE  C1A 1N4
Telephone: (902) 314-0262

Email: kevin@vrpei.com

VR Business Brokers has sold more businesses than anyone in the
world. Local businessman Kevin Forrester is the new president of
VR Business Brokers in Charlottetown. VR will sell your busingss
privately, confidentially and professionally. VR stands for valued
representation. We help the business seller unlock the value you
have built in your business. When you work with VR, we profes-
sionally perform the transaction from the initial meeting to its
successful completion — sold!

Wicked Eh

Contact: Joelene Ferguson

Address: 91 Water Street, Charlottetown, PE  CIA 1A5
Telephone: (902) 370-8035

Email: joelene@wickedeh.net

The Wicked Eh? wireless network is a locally owned and operated
wireless internet service designed with cutting edge technol-
ogy to provide access to information with you in mind; access
information with mobile support, reliable and secure sessions,
constantly expanding network coverage and no data cap. We have
a simple solution for your internet usage starting with free, daily
and monthly premium accounts to suit every budget and online
need. That's Wicked En?

Winding Path Inc.

Contact: Kirstin Lund and Karolyn Godfrey
Email: windingpathinc@gmail.com

Web: www.windingpathinc.com

Winding Path Inc. offers leadership training and personal devel-
opment workshops and retreats, customized team training, and
facilitation of meetings and conventions. Facilitators Karolyn
Godfrey and Kirstin Lund use the latest research on personal
effectiveness to deliver programming designed to accelerate
insight and mind-set changes necessary to support people in
achieving the best results in their personal and professional lives.

New Members' Program Media Partners
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News

Inspire Youth In Your Community this Year -
Volunteer!

A want versus a need. How to balance a cheque book. Don’t you
wish that someone had taught you these things when you were
growing up? Now there is someone. You!

Junior Achievement offers students a unigue and inspiring experience.
JA programs teach students the importance of staying in school, basic
economics, and the positive outcomes of setting goals. Thousands of
young Islanders in Grades 3 - 12, are impacted by JA programs every
year in Prince Edward Island, delivered by hundreds of enthusiastic busi-
ness professionals, successful entrepreneurs and committed individuals

who enjoy sharing their work experiences and knowledge with youth.
Through their commitment of time and talent, JA volunteers advance the
education and future achievements of youth in their communities while
enhancing their own leadership, presentation and facilitation skills. It's
the perfect plan for success! Your volunteer commitment can vary from
just two one-hour visits to a local classroom during the school day, to two
hours a week for 18 weeks on an evening of your choice. Choose from
a number of programs that match your background, skills, and interests
and take your work back to class! Junior Achievement provides the train-
ing, curriculum and a classroom ready to meet you.

Let their success be your inspiration — volunteer!

For information on how to get involved with JA in your community,
please contact Sheri Maclnnis, business & volunteer development
manager, at 902-892-6066, by email at smacinnis@japei.org
or visit our website at www.japei.org

A

Junior Achievement'

For information on how to get involved with JA in your community,
please contact Junior Achievement of PEI at 892-6066,
email smacinnis@japei.org or visitwww.japei.org

Junior Achievement is a non-profit international organization dedicated to teaching
young people the principals and dynamics of business and the free enterprise system.
On PEI over 4,500 students are enrolled in JA programs in schools across the province.

Benefit Facts

PLAY NICE:
HOW TO GET ALONG AT WORK

Conflict at work is a big topic. We can find ourselves in conflict with
different people, other departments, ideas we don't like, unsolicited
comments on our work, or simple issues like when we get to take
lunch.

Much of the conflict we experience comes from two sources: ideas,
decisions and actions that oppose our own; and personality clashes.
Personality clashes are rarely productive. A clash may start with a dis-
pute about roles and responsibilities and escalate, in extreme cases,
to mutual disrespect and ongoing animosity. The conflict may also
be the result of two people simply disliking each other for a number
of reasons.

Although conflict between people may seem personal, it affects the
company as a whole. It quickly results in a loss of productivity and
professionalism and as the conflict builds, absenteeism — or pre-
senteeism (being preoccupied on the job) — also takes a toll on the
organization.

Conflicts that involve a dispute over business ideas or the direction
the company is headed can be hard to differentiate from conflict
involving personality differences, as often the two are meshed togeth-
er, especially if the issue has a long history.

To a large degree, how we engage at work is about how we feel. If
we feel we're not heard, feel bossed around, feel unappreciated or
misunderstood, conflict can raise its ugly head. We are human beings
with human emotions. It's how we manage our emotions that helps
us turn conflict into an opportunity to generate better work practices
and initiate positive changes that may not otherwise occur. Consider
adding an Arive® Employee Assistance Program to your benefit
package. It is critically important to employees dealing with unfamiliar,
stressful situations.

To learn more about Chamber's Plan
benefits, please contact:

Shayne Connolly, Connolly Group
Phone: (902) 892-5433

Fax: (902) 894-3863

Email: Shayne@connollygroup.ca
Website: www.chamberplan.ca

QUESTION ABOUT MEMBER BENEFITS? CALL THE CHAMBER AT 628-2000 29



Member's Forum

DON’T BE SCARED
OF NEW MEDIUMS...

Submitted by Joel Ives,
Owner, Century 21 Colonial Realty Inc.

“Half the money | spend on advertis-
ing is wasted; the trouble is | don't
know which half.”
John Wanamaker US department store merchant
(1838-1922)

This quote still rings true today.

In the past decade we have gone from traditional
media (print, radio, TV, etc.) to having to learn about
Pay Per Click, SEO, Google Organic, Likes, RTs,
Views, #hashtags and much more.

NNEMIBERS

On THIE rMmioUIE

“Where are you now?”
is a frequently asked question at our monthly mixers and
making career moves is now commonplace. Members on the
Move is designed to highlight the many personnel changes that
occur in our members’ dynamic workforce — you “caught up”.
If you wish to submit a recent (or impending!) move or promotion,
please email info@charlotietownchamber.com

¢ Michael Matthews, executive director of Meeting and
Convention PEl is moving to Australia in October.

¢ Ann Worth from PEI Aquaculture Alliance is leaving to continue
her consulting business as well as focus on her new store
“In Good Taste”.

¢ Jo-Ann Thomson moved from Meetings and Conventions PEI
to take a new position with UPEI Development and Alumni
Engagement as a development officer.

¢ Tim Butler was named as one of the UPEI Panthers Men’s
Basketball team’s assistant coaches.

o Sarah Hastelow moved from the Confederation Centre of the
Arts to UPEI Development and Alumni Engagement.

¢ Jodi Zver left her position as CFO at Confederation Centre
to start her own consulting business.

Trying to reach people without increasing the market-
ing budget, when technology is changing the way we
communicate, is affecting us all. How do we measure
success?

Money spent on traditional mediums may have been
reduced and we’ve spent time and resources on the
newer mediums; however, unlike SKU products that
can be tracked for sales results, it’s difficult to mea-
sure the improvements of services and relationships
gained by going global.

We are working on updating our marketing tools, using
various mediums and generating a lot of new ideas.
We use social media to let people know we’re around
and we pay close attention to our crowds.

Try the mediums out. Remember they cause everyone
some stress, but social media is an investment in your
business and also in the future.

LEARN MORE ABOUT YOUR CHAMBER BENEFITS

Aclyarntnoe

Chamber Benefit Checklist

Are you taking advantage of these great member benefits?

e Chamber Group Insurance Plan: Join Canada’s #1 employee
benefits plan for small business.

e Chamber Merchant Services: Enjoy low payment processing
fees on Visa, MasterCard and Interac transactions.

¢ ESSO Business Gard Program: Save 3.5 cents per litre on the
retail price of gasoline.

e Chamber M2M Discount Program: Save with exclusive
discounts on members’ products and services.

¢ UPS Shipping Discount: Save 30% on shipping
to Canadian, US and international destinations.

For more information, contact Chelsey Rogerson,
membership and marketing manager, at
crogerson@charlottetownchamber.com

or call (902) 628-2000 on these and other
chamber programs.

30 CELEBRATE OUR ENTREPRENEURS! PRESIDENT'S EXCELLENCE AWARDS, WEDNESDAY, NOVEMBER 4
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LOOKING TO ADVANCE

YOUR BUSINESS IDEAS’?

Introducing Heather Rossiter,

Business Development Officer - Central Region.

Wanting to start, expand or discuss your business plan? Heather can
help. She brings knowledge from her experience with Royal Bank
of Canada, Bell Aliant, the University of Prince Edward and the PEI
Liquor Control Commission to her role with Innovation PEI.

In addition, Heather holds a Diploma in
Public Administration, Bachelor of Business
Administration and Master of Business Ad-
ministration from UPElI and an Advanced
Diploma Programmer Analyst (Business
Information Systems Development) from
Holland College.

A proud alumna, she is the past president
of the UPEI Alumni Association and con-
tinues to represent the members of UPEl's
first Executive MBA cohort as their class
president.

Heather is the primary contact for youth
entrepreneurship and works as a Com-
munity Partner with FuturPreneur Canada,
a national non-profit organization providing
financing, mentoring and support tools to
aspiring business owners aged 18-39.

In addition, she works directly with a num-
ber of Innovations PEI's competition based
programs including the Development and
Commercialization Fund which assists new
and existing businesses with final stage
product refinements and commercialization
costs in developing a new product, service
Or process.

The Ignition Fund established to support
entrepreneurs who are seeking startup
funding through capital awards to grow
their business venture and the Pilot and
Discovery Fund which helps new and exist-
ing businesses with the initial stages of de-
veloping innovative new products, services
or processes in strategic sectors.

www.innovationpei.ca
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Heather Rossiter, MBA

Business Development
Officer

Innovation PEI
94 Euston Street, Charlottetown
Ph:902.368.5125
Email: hirossiter@gov.pe.ca

innovationpe

ACCELERATING ECONOMIC DEVELOPMENT



Our client is on the right.
Need a hand up?

results

advertising
marketing

Full service marketing, advertising and communications agency.

Advertising - Branding - Broadcast Media Development - Campaign Development
Copywriting - Corporate Communications - Digital Media Production - Graphic Design
lllustration - Marketing Planning & Research - Media Planning & Buying - Public Relations
Social Media & Digital Marketing - Strategic Planning - Web & Interactive Media Development

117 Queen St. Charlottetown (beside The Guild) « (p) 902.629.2375 -+ (e) getus@resultsinc.ca
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