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W. Brett Wilson teaches entrepreneurs to speak up
and communicate effectively

Mapping it out
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Be your own boss. It’s an ideal contemplated by many. However, the chance
to call the shots is coupled with extensive financial responsibility—do you
have what it takes to venture off on your own?

h

ntrepreneurship is
first and foremost a
“state of mind.” It is
less of something that
can be taught than
it is a core personal-
ity trait buried deep
inside one’s soul, a drive, a hunger
to succeed, a never ending feeling
of dissatisfaction, sensing the ne-
cessity to do things differently and
make things better.

Ithink entrepreneurship is part of
aperson’s DNA, providing them with
the capability to execute on a vision,
like writing an award-winning book,
starting from a blank page.The star-
tup tech entrepreneur has the abil-
ity to “pick-up” on industry needs,
on market trends, identify user
pains points and find ways to deliv-
er on those needs by building great
products and great businesses.

Are you an entrepreneur? Want
to build a successful business from
scratch? Then this is for you.

All or nothing
All-in! An entrepreneur must first
believe that he is addressing an un-
tapped opportunity and that he has
the willingness, drive and passion
to go “all-in”. If you aren’t ready to
jump,then don’t jump—get a job!
Connectedness! Be connected and
stay connected. One of the most im-
portant qualities of an entrepreneur
is to surround himself with amaz-
ing people. Always aim for the best

when seeking co-founders, employ-
ees, board members, partners, cli-
entsand even investors.It takes time
tobuild real relationships.And every
successful entrepreneur I know has
built amazing networks they then
converted into relationships, which
thereafter often becomes one of the
enabling factors of their successes.

Get funded! Attract the right type
of financing at the right time—as
little as possible early on, in order
to validate the product, business
model and market demand. It is as
critical to choose the right source
of capital,as it is to choose the right
amount needed at the right stage. Be
aware that Venture Capital is made
for a certain category of technology
companies, tailored for certain stages
of growth and is likely the most ex-
pensive capital an entrepreneur can
attract.Take time to get to know your
investors, their interest, their focus,
their timelines and investment ob-
jectives before accepting any capital.

Build a great product! If you build
something that is amazing (think
RIM, Taleo, Softimage, iStockPhoto,
Fixmo, ...) people will adopt it. Think
user interface, community virality,
focus on customer pains and keep the
number of features at a minimum.
If you build something that is just
“good to have” then your customers
will have too many reasons not to se-
lect your product. Think “must have”
clearly addressable needs and your
customer base will thrive.

DNA of an
Ntrepreneu

(‘

Chris Arsenault
Board Member,
Canadian Venture Capitalists Association

()

“Entrepreneurs
across Canada
have access to
all the resources
needed to
succeed

in building
competitive
global
economies.”

Don’t wait! Fast iteration pro-
vides the best possible results. It’s
like continuous improvement, not
just of your product but also of your
team, your marketing plan and your
business development efforts. Once
you've decided to go a certain way,
then go really fast. If something gets
inyour way ...turn.

Use your resources

“If everything seems under control,
you're just not going fast enough.”—
famous words from Mario Andretti,
world champion racing driver.

The efforts and steps required to
take an idea and develop it into a
successful business often seem end-
less and painful. But the satisfaction
for an entrepreneur to have built a
successful business is so unique, so
intense, that many can'’t resist but
go back to square one to do it all over
again,and again.

Entrepreneurs across Canada
have access to all the resources
needed to succeed in building com-
petitive global companies. The Can-
adian economy is vibrant, has one of
the best-educated workforce in the
world, a deep research infrastruc-
ture across the country, an active
venture capital and private equity
community and our government
is providing support by acting as a
catalyst in the commercialization of
innovation.

So what are you waiting for? Go out
and show the world what you can do!

Many factors will contribute
to the success of a new busi-
ness, but two things are ab-
solutely critical.

“lanning for business pro

“A business plan is
an integral part of

1 1

or she has a personal interest in
your future and that of your busi-
ness. A mentor is willing to make a

long-term commitment to you and
he or she should have invaluable ex-
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WE RECOMMEND

Thinking it
through

How a business
plan can ensure
your startup
survival.

“Being an
entrepreneur is more
than just a technical
skill. It involves
knowing how to
promote your skill.”

The pros of franchising p. 6
The benefits of taking the tried-and-true
route.

Figuring out financing
Funding opportunities can take many
forms.

p-7
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customers for our advertisers by providing
readers with high-quality content

that motivates them to act.

DID YOU KNOW?

What Is a
business plan’?

The vitals
A business plan is a written
1 document that describes
your business. It requires critical
analysis and forecasts where the
businessis headed.

Ask for a second
opinion
A business plan should be
2 written by the entrepreneur
or small business owner. However,
don’t hesitate to seek outside pro-
fessional advice.

Don’t rush

Take the time to research
your business plan. While
sample plans are useful, don’t

launching and

copy whole chunks out of them.
Your business plan should not be
disjointed and have conflicting
statements. It should read
smoothly, like a well-written
story.

perience that can benefit your busi-
ness.Most importantly,you and your
mentor both benefit from the rela-
tionship and you share mutual re-
spect for each other.

At the Canadian Youth Business

First, a sound business plan will
give your company a strong foun-
dation today and carry it into the
future. Second, a dedicated men-
tor will guide you through the
start-up process, provide advice

sustaining your
new business.”

Vivian Prokop
CEO,
Canadian Youth Business Foundation

and help you and your business
succeed.

Map out your goals

Abusiness planisan integral part
of launching and sustaining your
new business.Not only does it act
as the “resume” for your business
when reaching out to potential
investors and strategic partners,
your plan is a channel for com-
municating your vision and the
steps you will take to accomplish

your goals.

When writing your business
plan, it is important to illustrate
what you are trying to accom-
plish, how you will do this, the
impact of your actions and con-
tingency plans in case things do
not go the way you anticipate.
Your plan must demonstrate that
you have a solid understanding of
all aspects of the business and a
firm grasp on reality.

Take advantage
of expert advice
A knowledgeable, experienced and
dedicated mentor is the other cru-
cial element for you as a new busi-
ness owner. A mentor can provide
guidance and advice, act as the
critical voice, refer you to customers
and strategic partners and give you
feedback on new ideas.

A mentor differs from other busi-
ness contacts you have because he

Foundation (CYBF),we help young
entrepreneurs between 18 and 34
develop sound business plans and
connect them with experienced
mentors. We also provide other
services to support young entre-
preneurs such as financing,learn-
ing resources, specialized pro-
grams and more. To contact the
Canadian Youth Business Founda-
tion and learn more about our ser-
vices, please visit www.cybf.ca or
call 1-800-464-2923.

In retrospect
While a business plan should
4 be written before a business
is established, it is never too late
towrite one.

COURTESY OF
WWW.CANADABUSINESS.CA/ONTARIO

editorial@mediaplanet.com
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The MBNA Smart Cash™ credit card

PLATINUM PLUS®

SMART CASH™

» 5% cash back on qualifying net gas

and grocery purchases for the first six months"™

e 3% cash back on qualifying net gas

and grocery purchases after six months’

e 1% cash back on all other qualifying

net retail purchases’

Learn more at www.mbna.ca

1 This is a one-time bonus offer for new MBNA Smart Cash cardholders (“Bonus Offer”). Bonus Offer applicable to Net Purchases (as defined in the Terms and Conditions applicable to the MBNA Smart Cash Program) of Gas and Groceries (MasterCard merchant category codes 5541,
5542 and 5411, respectively) (each, an “Eligible Transaction”) and valid for a period of 6 months starting from the date of Account opening. Bonus Offer earn rate for Eligible Transactions calculated as follows: every one dollar ($1.00) of Eligible Transactions shall earn five (5) MBNA
Dollar Points for the first six months starting from the date of Account opening [a five percent (5%) earn rate]. Maximum accumulation of MBNA Dollar Points under the Bonus Offer is 3,000 per calendar month (the “Threshold”). In other words, you can earn the 5% earn rate on the
first $600 of Eligible Transactions per month for the duration of the Bonus Offer. Upon reaching the Threshold in any given calendar month, every one dollar ($1.00) of Eligible Transactions shall earn 1 MBNA Dollar Point in that month. See Terms and Conditions of the MBNA Smart
Cash Program for applicable earn rates upon the expiry of this Bonus Offer. This Bonus Offer is offered by MBNA Canada Bank and may be amended or cancelled at any time without notice.

1 These are the highlights of the MBNA Smart Cash Program (the “Program”) as they pertain to this credit card. Complete terms and conditions describing eligibility of the Program, MBNA Dollar Points accrual, redemption of MBNA Dollar Points, and other important conditions,
limitations and restrictions will be sent with your card. Cheques will only be issued in $50 increments. Some restrictions apply. Please read the Terms and Conditions of the Program carefully upon receipt.
MBNA Canada Bank is the exclusive issuer and administrator of the MBNA Platinum Plus credit card program in Canada. MBNA, MBNA Canada, MBNA Canada Bank, MBNA Platinum Plus, MBNA Smart Cash and the MBNA logo are all trademarks of FIA Card Services, National
Association, used by MBNA Canada Bank pursuant to licence. MasterCard is a registered trademark of MasterCard International, Incorporated, used pursuant to licence.
© 2011 MBNA Canada Bank AD-05-11-0268
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Entrepreneur and former host of the “Dragons’
Den” Brett Wilson made a living from giving

A SPECIAL ADVERTISING FEATURE BY MEDIAPLANET

great business advice. His first point of order?
Clean up that business communication!

PIANEr

VVise words say it al

LEADER TO LEADER

In 1946, the English writer George
Orwell predicted that the dismal
state of the English language
would ultimately have political and
economic consequences.

The English language, Orwell lamented,
had become ugly and inaccurate because
our thoughts had become “foolish.”

More than 60 years later, Calgary entre-
preneur and philanthropist W. Brett Wil-
son finds himself in agreement with Or-
well, even though he does not level the
charge of foolishness at anybody. But it
rankles him that business communication
has become clumsy,when it needn’t be so.

Legendary for his business acumen and
for his philanthropic generosity in Cal-
gary, the former “Dragon’s Den” co-host
and star of the upcoming TV series “Risky
Business,” stresses that effective, clear,
communication is the hallmark of a good
leader.

“There are so many levels to communi-
cation, but few businesses have mastered
the art of communicating their message
effectively,” he says.

Good communication

is short and clear

“There are so many ways a business can
communicate with its employees—week-
ly meetings, properly-crafted emails. I
am a huge fan of social media and email.
The trouble is, we have got so sloppy with
emails that we are not using it effectively.
Emails make it easy to be sloppy.”

Simplicity and brevity are the way to
go, says Wilson. However, just because the
communication is via email doesn’t mean
it has to be banal or toneless. “I like to see
people having fun, and their personality
coming through the email. Simple things
like signing off with ‘have a great day’,
rather than ‘regards’. These are simple
things we can alldo.”

Effective communication also comes in-
to its own in a company’s business plan.
While a 20-page business plan is impres-
sive and isa good start for an entrepreneur,
an even better idea is for the entrepreneur
to condense the salient points of that plan
onto one page. “If you cannot make an im-
pact in one page, you aren’t going to do it
in 20 pages,” he points out, citing the ex-
ample of the British wartime Prime Min-
ister Winston Churchill, who demanded

PROFILE

il w
Brett Wilson

B Position:
Entrepreneur,
Philanthropist,
Adventurer

B Education:
Graduated from
The University of
Saskatchewan &
The University of
Calgary. Honorary
Doctor of Laws,
Royal Roads
University

B Next up:

Host of a new
Entrepreneur-
ship themed show
called “Risky
Business”, Fall
2011.

that all communication with him be
on one page,“and in the morning.”

The power of

memorable marketing

Our every effort should count for some-
thing, otherwise why bother doing it,
Wilson ponders . Nowhere is this more
important that in the area of adver-
tising and marketing. Unfortunately,
marketing and advertising campaigns
are pretty run-of-the-mill affairs and
are usually quite ineffective.

“All great advertising is both mem-
orable and effective. Advertising has
to evoke memory. If an advertisement
is not done well, it’s just a waste of
money,” he emphasizes.

Wilson, who graduated from the
University of Saskatchewan with a
Bachelor of Science in civil engineer-
ing,says that the most valuable course
he took at university was a marketing-
related course, called Consumer and
Buyer Behaviour.

“I just don’t think that people study
marketing enough,” he states bluntly.
While organizations may make a big
fuss of the fact that they have market-

ing departments, these people have
an uphill battle trying to push things
through, because people outside mar-
keting departments do not have a clue
about what is required.

So, are marketing people made or
born? Abit of both,says Wilson.“But all
of us really can learn more [about mar-
keting],” he says.

Richard Branson, the
consummate marketer

But then again, it seems that once ina
generation, along comes an individual
with a sharp business acumen and an
outrageous marketing soul—Wilson is
a huge fan of the flamboyant, larger-
than-life British entrepreneur Richard
Branson who has the reputation of be-
ing open and accessible to his employ-
ees yet is still a hard-nosed business-
man.

“Ilove the simplicity with which he
applies his branding because it is so ef-
fective. He communicates fun,adven-
ture.His brand is all about life.”

INDRANI NADARAJAH
editorial@mediaplanet.com

ENTREPRENEURSHIP

IS a career choice.

VISIT

bf.ca
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Canadian Youth
Business Foundation

Year of the Entrepreneur
2011

CYBF Entrepreneur:

Pre-Launch Coaching Business Resources Start-Up Financing

Mentoring
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Wilson acted as host on
“Dragons’ Den” from seasons three
to five.

Wilson’s home office.

PHOTOS: 1: JASON STANG, 2: CYNTHIA ROBINSON
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What makes a borrower
smart and successful in the
quest for capital? Drawing
on our experience with thou-
sands of borrowers, GE Ca-
pital provides 10 tips to help
you get the capital you need.

B Reach out early

The best time to approach a lend-
er is before you need capital. Build a
relationship and educate the lend-
er about your business. If you wait
until you need money,you limit your
options.

M Treat your lender as a partner
Come to the table with an under-
standing of the lender’s perspec-
tive. Be flexible and open-mind-
ed and look for mutually beneficial
solutions.

B Truth trumps:
Be transparent
The real deal-killer isn’t negative in-

formation or past financial setbacks.
It’s having the lender invest time
and resources only to find out you've
provided information that is mater-
ially different from what surfaces
during the underwriting process.

B Tell a compelling story

Tell your story in a way that
highlights successes and mar-
ket knowledge and demonstrates
how you’ve solved problems.
Lenders need to see how you’ve
overcome obstacles. Also, craft a
forward-looking business plan,
and be sure the financial infor-
mation aligns with the narrative.

B Sweat the details

Mistakes, even if they seem in-
consequential, can cause a lend-
er to lose confidence.Also, under-
stand the key terms in your con-
tracts and credit documents. In-
clude a single document that
specifies obligations and key

1S for get
tal you neeo

dates.

H Find a lender who

knows your industry

An industry-savvy lender will
fully understand your business
plan, competitive position and
challenges, and can be invalu-
able.

B Ongoing

communication is critical

From day-to-day details to
big changes, keep your lend-
er informed. If an unexpect-
ed event occurs, contact your

lender immediately to dis-
cuss how your ability to meet
your obligations may be
affected.

B Understand the process
Reputable lenders won’t cut cor-
ners during the process, so don’t
ask for things on short notice
or expect them to diverge from
their established protocols.

B Know your peers’

financing structures

By taking the time to learn about
the financing structures of indus-
try peers, you can improve the like-
lihood of creating a workable finan-
cing solution and demonstrate im-
portant industry knowledge.

B Optimize cash flow

Cash flow is king. Your lender needs
to understand your cash flows as
well as your payment history—and
that of your customers. Show your
lender exactly how you intend to
increase cash management effi-
ciencies. Your lender also wants to
see that you have sufficient cash
to cover unexpected expenses or
unforeseen events.

KATHERINE LEE
President & CEO

Canada, GE Capital
editorial@mediaplanet.com
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BRETT’S TIPS

Say it right,
the first time

Be clear

It does not matter what
form of communication
you use—ensure that your

message is clear. Don’t be lazy in
your use of language.

Condense

Try to keep communica-
tion short. If it is a print-
out, keep it to one page if

possible. If it was good enough for
Winston Churchill, it’s good
enough for you.

Be regular
Set up a schedule for regu-
. lar communication inter-
nally, and stick to it. En-
sure you have your staff on board.
Be lively
Inject some life into your
emails. We can’t all be Os-
car Wildes, but we can

work at livelier writing. Ditch the
“regards” at the end of emails. It
appears on too many emails. Put
some thought into your sign offs.
Study marketing

The power of marketing
. isn’t well-understood by

many businesses. Give
yourself an edge and study this ar-

eaas much asyou can.You can’t be
too much of an expert.

INDRANI NADARAJAH
editorial@mediaplanet.com

WE WANT
YOUR
FEEDBACK!

Do you have
something to
say about our
content?

We want to
hear from youl!

Email us at:
editorial@mediaplanet.com
Check us out online:

Facebook.com/
MediaplanetCA

Twitter.com/
MediaplanetCA
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B Question: \Why is a business
plan important?

H Answer: |t helps the owner
focus on the specific require-
ments of the business.

The owners of a food busi-
ness were keen to sell their
high-end food products, but
they located themselves in
an unsuitable plaza frequen-
ted by a clientele which were
only interested in basic food
stuffs.

The business struggled and the
owners had to close shop.

“If they had had a proper busi-
ness plan, they would have been
able to target their customers
better or, secure a different lo-
cation for their business,” com-
ments Don de los Santos, small
business coordinator at the
Markham Small Business Centre
in Ontario.

Far from being a tedious docu-

ment that a business owner has
to submit to their bank manager,
a business plan helps form the
backbone of the business, says de
los Santos. It requires a business
owner to identify their target
market,and plan how to promote
their product or service to that
segment. It also helps determine
if the business requires a special
permit, like a food business or a
mechanic’s garage.

Getting specific
Everybody is focused on the ser-

“Being an
entrepreneur is more
than just a technical

skill. It involves
knowing how to
promote your skill.”

Don de los Santos
Small Business Coordinator
Markham Small Business Centre

vice or product they can provide
but it is surprising how many
individuals say their product is
for “everybody.” “This is way too
broad. It’s not something you can
work with,” he says.

A business plan would also re-
quire owners and entrepreneurs
to have a defined process for
book-keeping and financial re-
cords. “Many entrepreneurs do
not keep on top of this. It is only
when they are filing their tax re-
turns that they think about those
things.Even a shoe box is a start!”

Seeking out asecond
opinion from a business
advisor is wise when
developing a business
plan.

e of thinking

Knowing where to look

Start by contacting your local small
business enterprise centre, says de
los Santos.These services are offered
by local municipalities and the Gov-
ernment of Ontario.

The Government of Canada pro-
vides extensive information on set-
ting up a business, business plan-
ning and exiting a business on www.
canadabusiness.ca/ontario.The pub-
lic library also offers sample busi-
ness plans and business research as-
sistance.

“Being an entrepreneur is more
than just the technical skill. It in-
volves knowing how to promote
your skill. Many people undervalue
the importance of sales skill,but you
need to educate yourself.

“Attend relevant workshops,
training courses and networking
events,” de los Santos advises.

INDRANI NADARAJAH
editorial@mediaplanet.com

Understanding the motives of Angels

One of the most important
qualities found in success-
ful startup entrepreneursis
the unique ability of making
things happen—making eve-
rybody around you “work for
you” including your capital.

Very often, Venture Capital (“VC”)
and Angel financing are well known
for their role in accelerating techno-
logical and commercial develop-
ments, and this is especially true
for technology companies with un-
usually high growth rates (in the or-
der of 100 percent or more of year-
over-year growth).

Interesting to note that Angels
invest over $1.9 billion per year in
companies in all stages and indus-
tries across Canada,while VC invest-

ments was just over $1.1 billion last
year, according to the “Venture Cap-
ital” report by Allan Ridding, CV-
CA and Thomson Reuters. Angel in-
vestments aren’t easily tracked, and
most of the capital goes into non-
high technology companies, while a
vast majority of VC investments are
done within the high tech sectors,
and are easily tracked, such as all of
the 354 Canadian companies that re-
ceived VC funding in 2010.

The associated costs

Be aware that Venture Capital is
structured for a certain category of
technology companies, tailored for
certain stages of growth and is likely
the most expensive capital an entre-
preneur can attract. VC investments
are most often done in straight

equity, which by default requires
pricing of the Company and dilution
of shareholders.The more VC money
isneeded early on,the more the dilu-
tion and the higher the revenue tar-
gets and growth expectations must
be. VC’s as well as Angels eventual-
ly need an “exit”, which is usually
planned for within five to 10 years of
theinitial investment and is typical-
ly done in the form of an acquisition
of the company or a public offering.

Understanding motives

It’simportant to understand your fi-
nancial needs and get to know your
potential investors interest, focus,
timelines and investment object-
ives, before accepting any capital
into your company. Once you marry
into an Angel or VG, it’s very hard to

divorce! Choose your investor wise-
ly. Not one Canadian VC compares
to another: iNovia Capital, Rho Can-
ada, Vanedge, Yaletown, W Media,
Real Ventures, Blackberry Venture
Partners, Novacap, Telesystem. One
of these investors is a perfect fit for
a specific type of opportunity and
entrepreneur.

To learn more about the Venture
Capital industry, sources of funding,
who are the most active Canadian
investment firms and who are get-
ting funded, check out the CVCA.

CHRIS ARSENAULT
Board Member, CVCA
editorial@mediaplanet.com
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DON’T MISS!

The pros of
franchising

There are over 78,000 fran-
chise locations operating
under the banners of over
1,200 franchise systems in
Canada.

As a whole, the Canadian fran-
chise industry employs over a mil-
lion people. And every year, thou-
sands of Canadians turn to fran-
chising as a way to be in business
for themselves.

“When you invest in a fran-
chise, you're investing in a con-
cept that has been developed and
tested,” says Lorraine McLach-
lan, president and CEO of the Can-
adian Franchise Association (CFA),
Canada’s national trade associ-
ation for franchising. “For Can-
adians who want to own a busi-
ness, franchising can be awonder-
ful means of being in business for
themselves with the support and
guidance of the franchisor.”

A pre-blazed trail
A hallmark of the franchise busi-
ness model is a tried and true for-
mula for replicating success. Any
business that can be exactly rep-
licated can be a franchise, which
means franchise opportunities
can be found in nearly every in-
dustry from automotive to beauty
to retail. Not only is there a wide
range of businesses being fran-
chised, there is also great divers-
ity in investment levels making
it possible for almost anyone to go
into business for themselves.
Franchisees often enjoy instant
brand recognition, which brings
many advantages such as an es-
tablished consumer-base and a
stronger position when apply-
ing for a business loan. Franchis-
ees receive training on how to run
the business and have access to
ongoing training after they’re up
and running. Most importantly,
franchisees are part of a network
of fellow business owners and can
rely on and draw on the strengths,
successes and ideas of others in
the system.

Do your research

Before investing in a franchise, it
is essential that you investigate
every opportunity thoroughly
and conduct the proper due dili-
gence. “It’s important to remem-
ber that you will be investing in
a long-term business relation-
ship,” McLachlan adds. “You're
investing a significant amount
of money, time, energy and effort.
Do your research and understand
what you’re getting into. Talk to
existing franchisees and an ex-
perienced franchise lawyer. Take
the time to find a franchise you're
going to love and enjoy building
your new business.”

The Canadian Franchise Asso-
ciation (CFA) promotes excellence
in franchising and educates Can-
adians about franchising, specific
franchise opportunities and prop-
er due diligence. The CFA website
(www.cfa.ca) contains a wealth
of resources including checklists,
tutorials, articles and a search-
able database of CFA member
franchises.

COURTESY OF THE CANADIAN
FRANCHISE ASSOCIATION

editorial@mediaplanet.com
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You've figured out your startup strategy. Now, you
need to breathe life—and funding—into your fledgling
business. Let the bootstrapping begin!

—lguring out financing

nce you've de-
veloped a busi-
ness plan and fi-
nancial projec-
tions for your
entrepreneur-
ialidea,you’llbe
ready to take yourventure to the next
level.This requires financing.
Financing comes in many
forms, including founders’
equity, government programs
and debt. Most entrepreneurs use
a combination of different types
of financing over the lives of
their businesses—each type of fi-
nancing has its own benefits and
risks.

The finance file
Founders’ equity is the initial
cash you and your team, family
and friends invest, as well as
the time you and key employees
spend working on the business
in exchange for ownership (also
known as sweat equity).

This financing source on its
own is called “bootstrapping”.

When you bootstrap, you main-
tain a larger ownership position
in your business; however, your
business’ growth may be slow
and it can be difficult to ensure
that your business keeps suffi-
cient cash flow. Bootstrapping is
not for the faint-of-heart—you
may need to use your person-
al assets or credit cards to cover
short-term cash requirements.

Governments, depending on
your location and sector, may
offer programs to help build
your business. These programs
are often linked to technology
transfer objectives and region-
al or sector-specific job creation
goals. For example, Ontario of-
fers investment through the
Investment Accelerator Fund
(IAF), administered by the MaRS
Discovery District. The IAF in-
vests up to $500,000 in ear-
ly-stage technology compan-
ies that meet certain eligibility
criteria.

Government programs offer
grants, loans, equity or tax cred-
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“Most
entrepreneurs use
a combination of
different types of
financing over the
lives of their
businesses.”

Kerri Golden
Advisor,
MaRS Capital

its and are best considered as
part of a financing plan. As a key
qualifier, many programs ask
businesses to provide matching
funds of up to 50 percent of total
funding. You will need to consid-
er your cash flow with respect
to program application approv-
al timelines and reimbursement
processes,as well as the impact of
geographic restrictions on busi-
ness operation, future funding
and the sale of your business.

Debt is the money that you or
your business borrows. It must be
repaid in full, usually in install-
ment payments with interest, by
afixed due date.

Loans, such as credit cards or
lines of credit, may be available
atyour local bank or credit union,
but they are usually restricted
to businesses with an operating
track record of at least two years.
Lenders generally take collateral
in business or personal assets to
secure a loan.

Loans are usually not avail-
able to cover initial start-up loss-
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es. Business Development Can-
ada does offer start-up loans, sub-
ject to a personal guarantee from
the business owner and other
specific criteria. Young entrepre-
neurs ages 18-34 may find assist-
ance through the Canadian Youth
Business Foundation.

Debt details

The main advantage of debt
is that it does not reduce your
ownership position in your busi-
ness. The disadvantages of debt
emerge if your business does not
grow as planned and you cannot
repay the loan by the scheduled
due date. The lender may have
rights to operate your business for
the purpose of recovering their
loan, or the lender may choose to
sell the secured assets (your busi-
ness or personal property) to gen-
erate cash to repay the loan.

For more information and re-
sources on how to finance your
business, please visit http://www.
marsdd.com/entrepreneurs-
toolkit.

CHECK IT OUT ONLINE

SEVEN COMMON

QUESTIONS ASKED BY

ENTREPRENEURS

A Mediaplanet first! Black-
Berry Partners Fund has the
answers to entrepreneurs’
frequently asked questions—
and you can find them online.

visit www.facebook.com/
MediaplanetCA and www.twit-
ter.com/MediaplanetCA to get
the expert advice needed to achieve
success.
In today’s competitive market, it

takes more than just anidea tobe
successful. Among other things,
entrepreneurs must be willing to
take risks, recognize the importance
of setting goals,and acknowledge
their strengths and weaknesses if
theywant to get ahead.They should
also be willing to ask questions,and
seek out knowledgeable resources
they can trust to provide the right
answers.

Toronto-based BlackBerry Part-

ners Fund is an international ven-
ture capital firm focused exclu-
sively on mobile computing. The
Fund meets with entrepreneurs
around the globe, providing answers
to a number of frequently asked
questions:

B What do I need to do before |
can raise capital?

B How much capital should |

raise?

B Whenis the best time to raise
capital?

B What is the value add | can
expect to receive from a ven-
ture capital firm?

B How will | know when and if to
pivot my business plan?

B How do I sell to a specific
customer segment?

B When should | make my first
hire?

Check out Mediaplanet on
Facebook and Twitter today for
the answers!

COURTESY OF BLACKBERRY
PARTNERS FUND

editorial@mediaplanet.com

CHALLENGING #4 CONVENTIONAL

Members of the CVCA, Canada's Venture Capital and Private Equity Association, challenge the

conventional every day. Whether it be funding new companies, growing emerging firms or reinvigorating
established ones, our members think outside the box as they bring capital and, just as importantly, business

expertise in operations, marketing and finance. The CVCA is a member-based organization consisting of

firms which manage pools of risk capital designated to

be committed to venture capital and private equity
investment. Our membership is comprised of over
1,800 individual members who collectively manage
over $75 billion. Visit cvca.ca for more information.

MaRS Centre, Heritage Building, 101 College Street, Suite 120 -J, Toronto, Ontario C
T 416.487.0519 | F 416.487.5899 | email cvca@cvca.ca | website:

w(CVC

CANADA'S VENTURE CAPITAL & PRIVATE EQ
'ASSOCIATION CANADIENNE DU CAPITAL DE RISQUE
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Opportunity/
NEXT STOP

No employees

No premises

No inventory

No custom equipment
No signage

No extensive travel
No long hours

If you are ready and serious about owning and
operating your own Financial Service business,
then think about the unique opportunity that
The Interface Financial Group offers.

In business since 1972, IFG has opportunities
for growth-minded entrepreneurs in Canada.
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Providing working
capital for business

www.interfacefinancial.com

905-475-5701 / 800-387-0860



http://www.facebook.com/mediaplanetCA
http://www.cvca.ca
http://www.interfacefinancial.com/home.php
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TORONTO
Am-Call Wireless Inc.
900 Dufferin St.
(416) 588-6668
Experience Communications
1015 Lakeshore Blvd. E
(416) 461-4600
Lifestyle Communications
1348 st. Clair Ave. W
(416) 651-2000
662 King St. W
(416) 628-4000
Moteyo Inc.
3111 Dufferin St.
(416) 785-3031
No Wires Direct
919 Bay St.

(416) 657-4400
Uptown Communications
2200 Yonge St.
(416) 322-9079
4905 Yonge St.
(416) 640-2815
9A Yorkville Ave.
(416) 921-7559
Wireless Communications Plus
525 University Ave.
(416) 640-5998
AJAX
Lifestyle Communications
105 Bayley St. W
(905) 686-8061
BOLTON
Global Wireless
12612 Hwy. 50
(905) 857-1204
COBOURG
Lifestyle Communications
975 Elgin St. W
(905) 377-1444
ETOBICOKE
Cellcom Wireless
25 The West Mall
(416) 626-7260
MAPLE
Cellcom Wireless
2943 Major Mackenzie Dr.
(905) 832-7103
MILTON
AML Communications
439 Main St. E
(905) 875-1446
MARKHAM
Am-Call Wireless Inc.
4300 Steeles Ave. E
(905) 305-0088
3255 Hwy. 7 E
(905) 513-0800
More Wireless
4300 Steeles Ave. E
(905) 943-9432
Moteyo Inc.

505 Hood Rd.

(905) 470-2868
7780 Woodbine Ave.
(905) 475-7101
MISSISSAUGA
AML Communications
100 City Centre Dr.
(905) 272-9899
Cellworks
6325 Dixie Rd.

(905) 670-1980
Lifestyle Communications
25 Watline Ave.
(905) 507-2088
808 Britannia Rd. W
(905) 542-2800
NORTH YORK
Cellcom Wireless
10 Clock Tower Rd.
(416) 385-1002
Lifestyle Communications
1905 Avenue Rd.
(416) 784-9400
Uptown Communications
1800 Sheppard Ave. E
(416) 492-8800
5815 Yonge St.
(416) 250-8800
OAKVILLE
Complete Communication
1027 Speers Rd.
(905) 842-4280
RICHMOND HILL
Uptown Communications
9350 Yonge St.
(905) 770-4433
Wireless Communications Plus
10720 Yonge St.
(905) 884-9558
1480 Major Mackenzie Dr.
(905) 737-4545
SCARBOROUGH
Uptown Communications
1291 Kennedy Rd.
(416) 752-9655
THORNHILL
No Wires Direct
1 Promenade Circle
(905) 482-2733
31 Disera Dr.

(905) 882-9777
WHITBY
No Wires Direct
25 Thickson Rd. N
(905) 433-0701
WILLOWDALE
Uptown Communications
6236 Yonge St.

(416) 512-8800

Type of company: Zrdwustria/ Designer
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INTRODUCING ROGERS
IN-STORE SMALL BUSINESS
SPECIALISTS:

WHERE TO GO FOR EXPERT ADVICE.

Now you can get in-person, one-on-one advice from your local,
certified Small Business Specialist.

* Enjoy expert help for Business Wireless, Internet, Phone and TV
e | earn about the latest devices, services and solutions for small business

® Easily book appointments at your convenience

BUSINESS INTERNET & BUSINESS PHONE

SAVE
/MO

for the first
year on a
2-yr. plan

Visit rogers.com/specialist to find a Small Business
Specialist store near you.

ANOTHER FIRST. ONLY FROM {)) ROGERS

*Offer ends May 31, 2011. Savings based on subscribing to Rogers Business Phone (with 2 features) and Business Internet (any tier excluding Business Internet Fast) products. Promotional discount of $24 off/mo. on Business Phone and
$25 off/mo. on Business Internet for first year. Installation charges are waived. Regular monthly rates apply after promotional period. ©2011


http://www.rogers.com/business/on/en

