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WIRES CROSSED
Public Mobile customers told phones will become obsolete
after takeover by Telus, writes Ellen Roseman, B5

MARKET WATCH

BlackBerry Ltd. reported a narrowed loss Friday but
also posted a 68-per-cent sales decline to drive quar-
terly revenue below $1 billion (U.S.) for the first time
since 2007 as smartphone sales tumbled.

Investors initially applauded the lower than forecast

loss on disciplined cost management un-
der CEO John Chen, sending the shares
ahead in early trading. But the stock re-
versed course on worries that cost cutting
can only take the company so far, par-
ticularly since spending on research and
development fell sharply in the quarter.
Shares closed the day down 66 cents at
$9.31in Toronto trading.

“The guy is on the move fast,” BGC Part-
ners analyst Colin Gillis said in a note.
“He can control expenses but you can’t

magically make revenue happen.”
BlackBerry reported a decline in cash

burn and an adjusted loss of $42 million,
or eight cents per share, for its fiscal 2014
fourth quarter, below the 56 cent loss
expected by analysts, according to
Bloomberg data.

“I am very pleased with our progress
and execution against the strategy we laid
out three months ago,” Chen said. 

“We have significantly streamlined op-
erations, allowing us to reach our ex-

pense-reduction target one quarter
ahead of schedule. BlackBerry is on
sounder financial footing today with a
path to returning to growth and profit-
ability.”

Anil Doradla of William Blair said inves-
tors are less anxious about BlackBerry’s
ability to maintain financial stability, call-
ing Chen “the right man at the right
time.”

BlackBerry reports $423M loss 
CEO ‘very pleased’ with progress,
but long-term viability uncertain

MICHAEL LEWIS 
BUSINESS REPORTER

BLACKBERRY continued on B8

> QUARTERLY EARNINGS

What can 11- and 12-year-olds learn from some model-
ling clay and cardboard?

The answer may surprise you.
Advocates say that with the right guidance, these

simple items can help children learn a crucial skill
that is missing from the Canadian economy today —
innovation.

At Big Ideas camps held in Ontario last summer,
instructors spent five days teaching children how to
think like entrepreneurs. First, campers learned how
to ask questions and observe potential customers to
determine their needs. Then they came up with lots of
ideas, sorted them, and built rough-and-ready proto-
types using simple materials. Then they learned how
to get feedback on their ideas and come up with

strategies to highlight their product’s unique selling
points.

The curriculum wasn’t new. It was developed at the
University of Toronto’s Rotman School of Manage-
ment and has long been used to teach innovation to
the school’s MBA students.

But camps for pre-teens were a new concept. Even
the developers concede they weren’t sure how the
boys and girls would respond. 

“The kids enjoyed themselves. They reported a high-
er sense of belief in their own ability to innovate and
create, and even said they planned to use their skills in
their school work,” said Jennifer Riel, associate direc-
tor of the Desautels Centre for Integrative Thinking
at Rotman. 

Hazel Acosta, centre, and Jacob Garcia, both 14, attended a Big Ideas camp in Toronto last summer. The camp teaches curriculum
developed at the University of Toronto’s Rotman School of Management. 

MADHAVI ACHARYA-TOM YEW 
BUSINESS REPORTER
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Teaching
children
crucial skills
will boost
Canada’s
productivity,
advocates say

Camp guides innovation 
along the path to prosperity

CLASSIFIED, B9

Paying high natural gas prices this winter
was a bit like getting a root canal, says the
leader of a major customer group.

But it wasn’t the fault of Enbridge,
which was awarded a 40-per-cent in-
crease in its rates by the Ontario Energy
Board, Shahrzad Rahbar said in an in-
terview.

“You get a root canal, it’s not very pleas-
ant — but is it the dentist’s fault? No,” said
Rahbar, who heads the Industrial Gas
Users Association. “It wasn’t anything
that Enbridge had done.”

The energy board will be conducting a
further review of how to pass the higher
gas prices on to customers.

The cold winter drove up demand 
for gas, and prices soared on the spot
market. 

Enbridge, which had to buy more gas
than it had anticipated, had to pay those
high prices, which it now is passing on to
customers. 

The company sells the gas to its custom-
ers at cost, and makes money by charging
a fee for delivery through its pipeline sys-
tem.

But eyebrows were raised when Union
Gas, which also operates in Ontario,
raised its rates only 28 per cent. (Both
Union’s and Enbridge’s rates are effective
April 1.)

Julie Girvan, a consultant for the Con-
sumers Council of Canada, said in an
interview she’d like to see more exam-
ination of the difference between Union
and Enbridge.

“We would have like the board to delve
into this a bit further, to better under-
stand the differences,” she said.

The board will look at how to ease the
pain of the higher prices, perhaps by
spreading the increase over a longer peri-
od. But it won’t fault Enbridge for its gas
purchasing decisions over the crucial
winter months. 

Natural gas
rates spike
sparks anger
Enbridge could have warned
customer earlier as it watched
prices climb, consultant says
JOHN SPEARS 
BUSINESS REPORTER
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The St. Lawrence Seaway, shippers
and Canadian ports are investing
heavily to upgrade their operations
on the anticipation that an improv-
ing North American economy will
continue to propel demand, despite
the vagaries of Mother Nature that
delayed this year’s start to the ship-
ping season.

The seaway plans to spend $500
million through 2018 in Canada and
the United States, including about
$100 million this year. 

Domestic and ocean carriers are in-
vesting $1 billion on modern, fuel-
efficient vessels.

Money will be spent on lock gates,
rebuilding seaway walls and 
automated gate and bridge opera-
tions. 

It is also extending a “hands-free”
mooring system in place in Beau-
harnois, Que., to three more locks —
St. Lambert, Welland and another
unit in Beauharnois.

Seven additional locks in Canada
and two in the U.S. will eventually get
the system that replaces wires and
ropes with suction cups to hold the
vessels in locks.

The goal is to eventually operate
the seaway from control centres and
automatically put ships through the
locks, said Terence Bowles, CEO of
St. Lawrence Seaway Management
Corp.

“We at the seaway are much more
efficient, so we think that’s really a
major step forward for the marine
industry in terms of providing very,
very competitive service to Canadian
shippers,” he said in an interview
ahead of the seaway’s official open-
ing Friday.

The seaway’s 56th shipping season
got off to its latest start in five years as
harsh winter weather created some
of the worst ice conditions in de-
cades. Canadian Coast Guard ice-
breakers have been working fever-
ishly to clear a path from the Upper
Great Lakes through the end of the
key shipping route.

The seaway officially opened Friday
at the Welland Canal in St. Catha-
rines, Ont., with the Montreal end of
the system launching its season on
Monday. 

That’s six and nine days later than
last year, and the latest opening since
2009.

Bowles said the late start to the
season puts stress on shippers and
customers who count on it for trans-
porting goods.

Among those most anxious are
grain farmers who are eager to begin
shipping last year’s bumper 
crop from a terminal in Thunder
Bay, Ont., to markets in Europe, the
Middle East, Latin America and Afri-
ca.

The head of Canada’s largest Great
Lakes shipping line said he’s optimis-
tic about the season despite early
delays and financial stress caused by
heavy ice cover.

“The early part of the season will be
difficult but we think, looking at the
big picture, there’s a lot of good
things happening that should allow
us to be fully employed,” said Greg
Wight, CEO of Algoma Central Corp.

Bowles said he expects at least 38
million tonnes of goods will move
along the seaway this year, up from
the 37 million tonnes transported in
2013.

“If I look at the economies of the
U.S. and Europe, they’re certainly
improving, the U.S. particularly, so
we’re quite optimistic that business
is going to be better than it was last
year.”

Seaway upgrades
anticipate rise in 
shipping demand
Investment plan is to spend
$500 million through 2018

ROSS MAROWITS
THE CANADIAN PRESS

The biggest surprise was the effect
the camp had on the instructors, the
18 and 19 year olds who led the camps.
At the end of the summer, eight out
of 10 of them said in followup in-
terviews that they planned to start
their own businesses. The sentiment
was, “ ‘I want to be an entrepreneur
now. I’m going to go out and create a
business because I have the skills
now and can see how I would do it,’ ”
Riel said. 

That’s when Rotman and the In-
stitute for Competitiveness and
Prosperity, the camp collaborators,
began to realize the potential, Riel
said. 

Innovation and productivity are
topics that excite and frustrate Cana-
dians economists and experts in
equal measure. The concepts are in-
extricably linked to each other, and
ultimately to our prosperity and
standard of living.

Simply put, productivity is how
much of a product or service can be
produced in a given time period. Pro-
ductivity guru Roger Martin argues
that in the modern economy, the
quantity of what can be produced
isn’t what matters most — it’s the
value that’s critical.

If you’re producing the same thing
as 12 other competitors, guess what
happens to the value? 

“It will be driven down and then
your productivity shows as low pro-
ductivity,” said Martin, who holds
the premier’s chair in productivity
and competitiveness and serves as
academic director at Rotman’s Mar-
tin Prosperity Institute. 

“This is why innovation is so impor-
tant to productivity, which is so im-
portant to prosperity,” Martin said.

And that’s a problem for Canada in
general and Toronto in particular.

A landmark study by the Organiza-
tion for Economic Co-operation and
Development released in 2012
showed that Toronto’s productivity
growth lagged behind Montreal,
Vancouver, San Francisco, Los Ange-
les, Dallas, New York and Chicago by
a wide margin from 2000 to 2010.

During that decade, Toronto’s pro-
ductivity actually declined by about 5
per cent.

What’s at stake is “our future pros-
perity,” Carol Wilding said, head of
the Toronto Region Board of Trade.
“If we don’t boost our productivity
we can’t maintain growth, or growth
in living standards.”

According to the OECD, Toronto’s

economic activity contributes more
than 18 per cent of Canada’s overall
GDP — more than double the per-
centage that New York, Los Angeles
or San Francisco contributes to the
gross domestic product of the U.S. 

Economists say there may be a host
of reasons for Toronto’s poor show-
ing in the productivity study. For in-
stance, Toronto’s construction sec-
tor boomed during the early years of
the century. That’s an industry that
tends to have a lower rate of produc-
tivity, in part because it relies on
manual labour and very little of it can
be mechanized.

Economists also point out that the
Great Recession reduced the size of
the city’s manufacturing sector,
which tends to be among the most
productive.

And make no mistake, Toronto’s
economy is still an attractive one,
especially on the international stage.
A KPMG study released last week
found that Toronto ranks a respect-
able 15th among 107 cities around the
world on when it comes to how
much it costs businesses to set up
shop here.

Still, economists have warned for
decades that Canada has a problem
with innovation — and, by extension,
productivity.

Martin believes that from the 1960s
through the 1980s, the country’s pro-
ductivity suffered because compa-
nies held onto too much labour and
had free run of domestic markets
because government-imposed tar-
iffs protected them from foreign

competition.
The overhang of those decades, as

Martin calls it, “trained an entire
manufacturing and services sector to
say the smartest, profit-maximizing
thing to do is wait for something to
get proven outside the border and
then copy it behind a massive tariff
wall,” he said. 

In the free trade decades that fol-
lowed, Canadian companies got
leaner and better at competing in-
ternationally, but the cultural atti-
tude persists, Martin said.

“I believe Canadian companies
work hard but they don’t have the
same interest, zest, or enthusiasm
for doing something fundamentally
differently from everyone else.
That’s not true for all companies, but
for most, that’s a scary proposition.
Innovation is expensive and risky
compared to waiting until some-
thing else does it.”

Today, that resistance is bumping
up against a global supply chain
where technological innovation up-
ends entire industries with lighten-
ing speed and firms in places such as
India and China have proven that
they can make the same goods and
services as North American and Eu-
ropean companies at a much lower
cost.

“If innovation is your weakness,
chances are your productivity is not
going to look so hot,” Martin said.

The Toronto Region Board of Trade
worked with the Institute for Com-
petiveness and Prosperity to develop
initiatives to boost the region’s com-

petitiveness, and by extension its
prosperity. It argues that the region
needs a cohesive economic vision, a
focus on industry clusters such as
financial services, IT, processed food,
education, and life sciences — sec-
tors that showcase the region’s
strengths — as well as upgrades to
infrastructure and transportation.
The recommendations were re-
leased this week. 

The goal is to increase productivity
by 10 per cent by 2025.

“It’s a stretch target but something
that really needs to be tackled,” said
Jamison Steeve, executive director
of both the Martin Prosperity In-
stitute and the Institute for Compe-
tiveness and Prosperity.

Some productivity issues seem
frustratingly simple, Steeve said. For
instance, “a lot of our companies in
the city and in the province have
basically the same computer hard-
ware as in the U.S. but we have worse
software. That leads to a productivity
gap,” he explained.

“We also have on emphasis on
small business when we should get
our businesses to grow and trade
more with foreign jurisdictions, par-
ticularly outside the United States,
so they become medium and larger
companies. We see that in Toronto in
spades.”

Addressing those deep-seated in-
novation issues is where the Big Ide-
as camp comes in. About 500 chil-
dren took part in the camps, which
were held at the University of Toron-
to, York University, McMaster Uni-

versity and the University of Ottawa,
and through select community
groups. 

“While the camp was a very power-
ful experience, we think the right
place for this kind of approach is in
our public schools,” Riel said.

Riel’s group is now working on de-
veloping a curriculum that can be
used in schools across Ontario.
They’re looking for teachers who are
interested in test piloting those
workshops.

“The power of these tools is you can
use them to create a business but we
think they make you more innova-
tive and effective in any job you
choose,” Riel said. 

“The hope is this is a tool kit we can
share with all kids that will set them
up to think differently about what
innovation is and to fundamentally
believe that it’s a tool within their
grasp. It’s not magical or mysterious.”

Martin is a big booster of the Big
Ideas program — and not just be-
cause it’s based on the course that he
first created for U.S. corporate giant
Procter and Gamble in the
mid-1980s.

Martin says he has met with Onta-
rio Premier Kathleen Wynne, and
said she is enthusiastic about the
idea of bringing it to classrooms. 

Unlike other government policy in
this area, implementing a systematic
way of teaching innovation to 
every child in Ontario would be a
first, Martin said. “I think it’s time to
put the innovation in innovation 
policy.”
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Toronto experienced negative productivity growth between 2000 and 
2010. Here’s how the city compares to other major North American cities.

Slowing down

Prosperity won’t thrive without innovation, experts say
PRODUCTIVITY from B1

Sarina Wong, 13, spent five days learning to think like an entrepreneur at
the Big Ideas camp, a new concept by the Rotman School of Management.

If you’re watching tonight’s Leafs
game and can’t read some of the
signs painted on the rinkboards at
the Air Canada Centre, don’t worry.

Those ads aren’t for you.
Instead, the rinkboard ads written

in Chinese are aimed at the roughly
300,000 Chinese households expec-
ted to tune into Saturday’s game on
CCTV5. Ten sponsors will partici-
pate in the cultural exchange, with
their signs offering varied messages,
from simple greetings to all-out ads.

MasterCard’s ad features the com-
pany’s logo alongside the message
“Hello, China,” while Purolator’s
board hails the company as the “Ca-
nadian Express Pioneer.” Mean-
while, Hero Certified Burgers’ sign
declares the company will “Really
love Chinese ice hockey fans.”

On one level, the ads are a goodwill
gesture designed to mark the end of
the first year of the NHL’s relation-
ship with China’s national broad-
caster. Saturday’s game is the last of
12 Leafs games on CCTV’s regular
season schedule, and Maple Leaf
Sports and Entertainment says Leafs
broadcasts in China reach as many
households as a regional broadcast of
a Leafs game in Canada does.

But the ad is also part of an in-
creasingly aggressive strategy to
transform the Leafs from Canadian
phenomenon into a worldwide

sports brand, a campaign that has
gained momentum since Tim Lei-
weke took over as MLSE president
last summer.

“It’s no secret we’re looking to grow
the company,” says Dave Hopkinson,
MLSE’s chief commercial officer.
“Tim has challenged us to think glob-
ally.”

While the Leafs hope to join clubs
like Manchester United and the New
York Yankees as global sports indus-
try powerhouses, Man U and the
Yankees have attributes the Leafs
lack.

Like recent championship tro-
phies. While it may not bother new
fans overseas that the club hasn’t
won a Stanley Cup since 1967, Ryer-
son University sports marketing
professor Cheri Bradish says win-
ning a championship would win sup-
port in China, or any other country
the Leafs hope to expand the brand.

“Winning is always the best barom-
eter, and the easiest way to accom-
plish (brand growth),” she says.
“Building that out will also include
educating the global market about
hockey. . . . How do you expose mar-

kets to the feel of the game?”
Hopkinson calls the Leafs’ current

efforts to win a Chinese audience “a
toe in the water,” but he expects the
club to dive in as the NHL expands its
presence there, and as Chinese
sports culture embraces the sport as
part of its bid for the 2022 Winter
Olympics.

But interest in hockey in China is so
nascent there’s no way to write the
phrase “ice hockey” in Chinese. So
Hero Burgers’ ad can be also trans-
lated as “Really love Chinese ice-ball
fans.”

But Burlington-based sports mar-
keting consultant Keith McIntyre
says the Leafs are positioned to cap-
italize, placing themselves at the
forefront of Chinese hockey culture,
as the sport grows there. 

“Revenue and growth opportuni-
ties really are maxed out,” he says.
“This truly gives the Leafs a totally
new market and can really increase
the value of the brand because it’s so
accessible through digital technolo-
gy.”

Hopkinson says the prices sponsors
paid for rinkboards this season
didn’t factor in the Chinese TV audi-
ence, mainly because nobody was
sure how many Chinese viewers
would tune in. But next season, he
says, Chinese TV viewership could
figure into sponsorship agreements
that include rinkboard ads, and
nudge the price upward.

Maple Leafs rink board ads
zero in on Chinese audience 
MORGAN CAMPBELL 
BUSINESS REPORTER

The rinkboard at the Air Canada Centre for Hero Certified Burgers says the company will "Really love Chinese ice
hockey fans," while MasterCard opted for a simple message: “Hello, China.” 

/

“It’s no secret we’re looking to
grow the company. Tim has
challenged us to think globally.”
DAVE HOPKINSON
MLSE CHIEF COMMERCIAL OFFICER
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The St. Lawrence Seaway, shippers
and Canadian ports are investing
heavily to upgrade their operations
on the anticipation that an improv-
ing North American economy will
continue to propel demand, despite
the vagaries of Mother Nature that
delayed this year’s start to the ship-
ping season.

The seaway plans to spend $500
million through 2018 in Canada and
the United States, including about
$100 million this year. 

Domestic and ocean carriers are in-
vesting $1 billion on modern, fuel-
efficient vessels.

Money will be spent on lock gates,
rebuilding seaway walls and 
automated gate and bridge opera-
tions. 

It is also extending a “hands-free”
mooring system in place in Beau-
harnois, Que., to three more locks —
St. Lambert, Welland and another
unit in Beauharnois.

Seven additional locks in Canada
and two in the U.S. will eventually get
the system that replaces wires and
ropes with suction cups to hold the
vessels in locks.

The goal is to eventually operate
the seaway from control centres and
automatically put ships through the
locks, said Terence Bowles, CEO of
St. Lawrence Seaway Management
Corp.

“We at the seaway are much more
efficient, so we think that’s really a
major step forward for the marine
industry in terms of providing very,
very competitive service to Canadian
shippers,” he said in an interview
ahead of the seaway’s official open-
ing Friday.

The seaway’s 56th shipping season
got off to its latest start in five years as
harsh winter weather created some
of the worst ice conditions in de-
cades. Canadian Coast Guard ice-
breakers have been working fever-
ishly to clear a path from the Upper
Great Lakes through the end of the
key shipping route.

The seaway officially opened Friday
at the Welland Canal in St. Catha-
rines, Ont., with the Montreal end of
the system launching its season on
Monday. 

That’s six and nine days later than
last year, and the latest opening since
2009.

Bowles said the late start to the
season puts stress on shippers and
customers who count on it for trans-
porting goods.

Among those most anxious are
grain farmers who are eager to begin
shipping last year’s bumper 
crop from a terminal in Thunder
Bay, Ont., to markets in Europe, the
Middle East, Latin America and Afri-
ca.

The head of Canada’s largest Great
Lakes shipping line said he’s optimis-
tic about the season despite early
delays and financial stress caused by
heavy ice cover.

“The early part of the season will be
difficult but we think, looking at the
big picture, there’s a lot of good
things happening that should allow
us to be fully employed,” said Greg
Wight, CEO of Algoma Central Corp.

Bowles said he expects at least 38
million tonnes of goods will move
along the seaway this year, up from
the 37 million tonnes transported in
2013.

“If I look at the economies of the
U.S. and Europe, they’re certainly
improving, the U.S. particularly, so
we’re quite optimistic that business
is going to be better than it was last
year.”

Seaway upgrades
anticipate rise in 
shipping demand
Investment plan is to spend
$500 million through 2018

ROSS MAROWITS
THE CANADIAN PRESS

The biggest surprise was the effect
the camp had on the instructors, the
18 and 19 year olds who led the camps.
At the end of the summer, eight out
of 10 of them said in followup in-
terviews that they planned to start
their own businesses. The sentiment
was, “ ‘I want to be an entrepreneur
now. I’m going to go out and create a
business because I have the skills
now and can see how I would do it,’ ”
Riel said. 

That’s when Rotman and the In-
stitute for Competitiveness and
Prosperity, the camp collaborators,
began to realize the potential, Riel
said. 

Innovation and productivity are
topics that excite and frustrate Cana-
dians economists and experts in
equal measure. The concepts are in-
extricably linked to each other, and
ultimately to our prosperity and
standard of living.

Simply put, productivity is how
much of a product or service can be
produced in a given time period. Pro-
ductivity guru Roger Martin argues
that in the modern economy, the
quantity of what can be produced
isn’t what matters most — it’s the
value that’s critical.

If you’re producing the same thing
as 12 other competitors, guess what
happens to the value? 

“It will be driven down and then
your productivity shows as low pro-
ductivity,” said Martin, who holds
the premier’s chair in productivity
and competitiveness and serves as
academic director at Rotman’s Mar-
tin Prosperity Institute. 

“This is why innovation is so impor-
tant to productivity, which is so im-
portant to prosperity,” Martin said.

And that’s a problem for Canada in
general and Toronto in particular.

A landmark study by the Organiza-
tion for Economic Co-operation and
Development released in 2012
showed that Toronto’s productivity
growth lagged behind Montreal,
Vancouver, San Francisco, Los Ange-
les, Dallas, New York and Chicago by
a wide margin from 2000 to 2010.

During that decade, Toronto’s pro-
ductivity actually declined by about 5
per cent.

What’s at stake is “our future pros-
perity,” Carol Wilding said, head of
the Toronto Region Board of Trade.
“If we don’t boost our productivity
we can’t maintain growth, or growth
in living standards.”

According to the OECD, Toronto’s

economic activity contributes more
than 18 per cent of Canada’s overall
GDP — more than double the per-
centage that New York, Los Angeles
or San Francisco contributes to the
gross domestic product of the U.S. 

Economists say there may be a host
of reasons for Toronto’s poor show-
ing in the productivity study. For in-
stance, Toronto’s construction sec-
tor boomed during the early years of
the century. That’s an industry that
tends to have a lower rate of produc-
tivity, in part because it relies on
manual labour and very little of it can
be mechanized.

Economists also point out that the
Great Recession reduced the size of
the city’s manufacturing sector,
which tends to be among the most
productive.

And make no mistake, Toronto’s
economy is still an attractive one,
especially on the international stage.
A KPMG study released last week
found that Toronto ranks a respect-
able 15th among 107 cities around the
world on when it comes to how
much it costs businesses to set up
shop here.

Still, economists have warned for
decades that Canada has a problem
with innovation — and, by extension,
productivity.

Martin believes that from the 1960s
through the 1980s, the country’s pro-
ductivity suffered because compa-
nies held onto too much labour and
had free run of domestic markets
because government-imposed tar-
iffs protected them from foreign

competition.
The overhang of those decades, as

Martin calls it, “trained an entire
manufacturing and services sector to
say the smartest, profit-maximizing
thing to do is wait for something to
get proven outside the border and
then copy it behind a massive tariff
wall,” he said. 

In the free trade decades that fol-
lowed, Canadian companies got
leaner and better at competing in-
ternationally, but the cultural atti-
tude persists, Martin said.

“I believe Canadian companies
work hard but they don’t have the
same interest, zest, or enthusiasm
for doing something fundamentally
differently from everyone else.
That’s not true for all companies, but
for most, that’s a scary proposition.
Innovation is expensive and risky
compared to waiting until some-
thing else does it.”

Today, that resistance is bumping
up against a global supply chain
where technological innovation up-
ends entire industries with lighten-
ing speed and firms in places such as
India and China have proven that
they can make the same goods and
services as North American and Eu-
ropean companies at a much lower
cost.

“If innovation is your weakness,
chances are your productivity is not
going to look so hot,” Martin said.

The Toronto Region Board of Trade
worked with the Institute for Com-
petiveness and Prosperity to develop
initiatives to boost the region’s com-

petitiveness, and by extension its
prosperity. It argues that the region
needs a cohesive economic vision, a
focus on industry clusters such as
financial services, IT, processed food,
education, and life sciences — sec-
tors that showcase the region’s
strengths — as well as upgrades to
infrastructure and transportation.
The recommendations were re-
leased this week. 

The goal is to increase productivity
by 10 per cent by 2025.

“It’s a stretch target but something
that really needs to be tackled,” said
Jamison Steeve, executive director
of both the Martin Prosperity In-
stitute and the Institute for Compe-
tiveness and Prosperity.

Some productivity issues seem
frustratingly simple, Steeve said. For
instance, “a lot of our companies in
the city and in the province have
basically the same computer hard-
ware as in the U.S. but we have worse
software. That leads to a productivity
gap,” he explained.

“We also have on emphasis on
small business when we should get
our businesses to grow and trade
more with foreign jurisdictions, par-
ticularly outside the United States,
so they become medium and larger
companies. We see that in Toronto in
spades.”

Addressing those deep-seated in-
novation issues is where the Big Ide-
as camp comes in. About 500 chil-
dren took part in the camps, which
were held at the University of Toron-
to, York University, McMaster Uni-

versity and the University of Ottawa,
and through select community
groups. 

“While the camp was a very power-
ful experience, we think the right
place for this kind of approach is in
our public schools,” Riel said.

Riel’s group is now working on de-
veloping a curriculum that can be
used in schools across Ontario.
They’re looking for teachers who are
interested in test piloting those
workshops.

“The power of these tools is you can
use them to create a business but we
think they make you more innova-
tive and effective in any job you
choose,” Riel said. 

“The hope is this is a tool kit we can
share with all kids that will set them
up to think differently about what
innovation is and to fundamentally
believe that it’s a tool within their
grasp. It’s not magical or mysterious.”

Martin is a big booster of the Big
Ideas program — and not just be-
cause it’s based on the course that he
first created for U.S. corporate giant
Procter and Gamble in the
mid-1980s.

Martin says he has met with Onta-
rio Premier Kathleen Wynne, and
said she is enthusiastic about the
idea of bringing it to classrooms. 

Unlike other government policy in
this area, implementing a systematic
way of teaching innovation to 
every child in Ontario would be a
first, Martin said. “I think it’s time to
put the innovation in innovation 
policy.”
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Toronto experienced negative productivity growth between 2000 and 
2010. Here’s how the city compares to other major North American cities.

Slowing down

Prosperity won’t thrive without innovation, experts say
PRODUCTIVITY from B1

Sarina Wong, 13, spent five days learning to think like an entrepreneur at
the Big Ideas camp, a new concept by the Rotman School of Management.

If you’re watching tonight’s Leafs
game and can’t read some of the
signs painted on the rinkboards at
the Air Canada Centre, don’t worry.

Those ads aren’t for you.
Instead, the rinkboard ads written

in Chinese are aimed at the roughly
300,000 Chinese households expec-
ted to tune into Saturday’s game on
CCTV5. Ten sponsors will partici-
pate in the cultural exchange, with
their signs offering varied messages,
from simple greetings to all-out ads.

MasterCard’s ad features the com-
pany’s logo alongside the message
“Hello, China,” while Purolator’s
board hails the company as the “Ca-
nadian Express Pioneer.” Mean-
while, Hero Certified Burgers’ sign
declares the company will “Really
love Chinese ice hockey fans.”

On one level, the ads are a goodwill
gesture designed to mark the end of
the first year of the NHL’s relation-
ship with China’s national broad-
caster. Saturday’s game is the last of
12 Leafs games on CCTV’s regular
season schedule, and Maple Leaf
Sports and Entertainment says Leafs
broadcasts in China reach as many
households as a regional broadcast of
a Leafs game in Canada does.

But the ad is also part of an in-
creasingly aggressive strategy to
transform the Leafs from Canadian
phenomenon into a worldwide

sports brand, a campaign that has
gained momentum since Tim Lei-
weke took over as MLSE president
last summer.

“It’s no secret we’re looking to grow
the company,” says Dave Hopkinson,
MLSE’s chief commercial officer.
“Tim has challenged us to think glob-
ally.”

While the Leafs hope to join clubs
like Manchester United and the New
York Yankees as global sports indus-
try powerhouses, Man U and the
Yankees have attributes the Leafs
lack.

Like recent championship tro-
phies. While it may not bother new
fans overseas that the club hasn’t
won a Stanley Cup since 1967, Ryer-
son University sports marketing
professor Cheri Bradish says win-
ning a championship would win sup-
port in China, or any other country
the Leafs hope to expand the brand.

“Winning is always the best barom-
eter, and the easiest way to accom-
plish (brand growth),” she says.
“Building that out will also include
educating the global market about
hockey. . . . How do you expose mar-

kets to the feel of the game?”
Hopkinson calls the Leafs’ current

efforts to win a Chinese audience “a
toe in the water,” but he expects the
club to dive in as the NHL expands its
presence there, and as Chinese
sports culture embraces the sport as
part of its bid for the 2022 Winter
Olympics.

But interest in hockey in China is so
nascent there’s no way to write the
phrase “ice hockey” in Chinese. So
Hero Burgers’ ad can be also trans-
lated as “Really love Chinese ice-ball
fans.”

But Burlington-based sports mar-
keting consultant Keith McIntyre
says the Leafs are positioned to cap-
italize, placing themselves at the
forefront of Chinese hockey culture,
as the sport grows there. 

“Revenue and growth opportuni-
ties really are maxed out,” he says.
“This truly gives the Leafs a totally
new market and can really increase
the value of the brand because it’s so
accessible through digital technolo-
gy.”

Hopkinson says the prices sponsors
paid for rinkboards this season
didn’t factor in the Chinese TV audi-
ence, mainly because nobody was
sure how many Chinese viewers
would tune in. But next season, he
says, Chinese TV viewership could
figure into sponsorship agreements
that include rinkboard ads, and
nudge the price upward.

Maple Leafs rink board ads
zero in on Chinese audience 
MORGAN CAMPBELL 
BUSINESS REPORTER

The rinkboard at the Air Canada Centre for Hero Certified Burgers says the company will "Really love Chinese ice
hockey fans," while MasterCard opted for a simple message: “Hello, China.” 
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“It’s no secret we’re looking to
grow the company. Tim has
challenged us to think globally.”
DAVE HOPKINSON
MLSE CHIEF COMMERCIAL OFFICER


