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    Is your baby’s
future keepIng you up at nIght? ■ If you are planning to retire or to move on to 

other business ventures, BDC can provide long-term 

financing  and invaluable expertise to help ease the 

transition of your business. ■  Whether you’re passing 

the company on to a family member or internal 

staff, or selling it to an external buyer, BDC offers a 

solution that fits your exact needs.  ■  BDC FInanCIng

can provide you with the funds needed to cover asset 

or share purchase costs as well as transaction fees, 

secured by tangible or intangible (i.e. goodwill) 

assets. ■  What’s more, BDC ConsultIng can help 

you define, develop and implement a plan aimed at 

ensuring the growth, success and development of your 

business.  ■  BDC Financing and Consulting solutions: 

just one of the many ways we can help you get a 

better night’s sleep. sweet dreams. 
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CEO’S CORNER

Succession in some ways is the most 
overdone topic in family business, yet 
we ignore it at our peril. We also have to 
realize that the clock continues to move, 
bringing a whole new generation into the 
CAFE family that may not be aware, edu-
cated or—dare I say it— jaded around 
the whole idea of succession learning. 
If you then look at our target market for 
building the impact of the association, it 
is the issue being given greatest promi-
nence because of the simple fact that 
demographics make it the most pressing 
issue for the next few years.

As the body of work on succession con-
tinues to grow, we need to be open, to 
keep what we already know receptive 
to new insights and methods. Our hope 
is always that those who are part of 
the CAFE family will both live the best 
practices and be ambassadors of them 
to other families in business within  
your networks. 

As this magazine arrives, we will be 
about to depart to Halifax for the 2008 
symposium. I am excited about what I 
will learn, as much from the families who 
will be there as the speakers and work-
shop hosts.  If you’re not yet registered 
there may still be some tickets available 
but you will have to act now to be part of 
a unique conference designed with you 
in mind.

Lawrence Barns, CEO

It’s never easy to switch your hat from 
that of teacher to pupil, especially 
when the relationship has become 

ingrained in a particular pattern. Even 
more difficulty arises when, as a parent, 
you begin to recognize that your children 
have become your teachers as they grow 
into young adults. It is of course much 
easier when we are learning something 
we never really knew. For example, my 
kids have a passion for music that I hon-
estly have never had. Recording process-
es, multi-tracks, amps, cabs and the like 
are a new world for me and, as such, I 
am happy to be guided by their knowl-
edge. Would I be so willing if the lessons 
involved business or, even worse, my 
driving habits? 

Lifelong learning is a commitment that 
many of us have adopted as simply part 
of becoming all that we want to be both 
professionally and personally. For me, 
one of the challenges this presents is the 
difficult practice of re-examining things 
that I felt I’ve already mastered—we all 
know we are immaculate drivers who are 
above any need for insight from someone 
else, agreed? Yet it is by re-visiting what 
we already know, or think we know, that 
can gain a new and powerful insight into 
something we take for granted. 

In this issue we are revisiting the issues 
of succession in two articles, and I admit 
I had to alter my viewpoint to go there. 
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Sharing Success
Butler Byers: Building on Community

The second in our series of busi-
ness family profiles from the 
Chapter winners of the Grant 

Thornton awards for excellence takes 
us to Saskatoon, as we look at a com-
pany that has been around for over a 
century: Butler Byers. 

After 100 years, Butler Byers Insurance 
Ltd. is one of the largest family-owned 
insurance brokers in Western Canada. 
It provides a full range of products and 
services, from standard home, auto, 
business and life to large manufactur-
ing firms, employee benefits and hail 
insurance. It is still run by the Byers 
family, with Ivan’s grandson Drew as 
President. The fourth generation is 
represented by Drew’s son Scott, who 
manages Butler Byers Hail Insurance; 
daughter Kerri, who works in the per-
sonal insurance division; son Brett 
who works part-time for the company; 
and youngest daughter Amanda, who 
works summers in the hail business. 
Drew’s sister Joan and his wife Karen 
are shareholders, and it gives the Byers 
family a lot of pride to work and build 
the business together. 

The Byers family is also quick to ac-
knowledge the contribution of its key 
staff shareholders Barry Slowski (Con-
troller) and John Shanks (VP Admin) in 
building the business. This accomplish-
ment is even more remarkable given 
the economic upheavals in Western 
Canada over the years. During the first 
years, the firm’s principals — Jim Butler, 
Newt and Ivan Byers — used their com-
bined business acumen to establish 
the firm as a leader in real estate and 
insurance. Services and products have 
evolved through the years, from selling 
binder twine to offering a form of work-
ers’ compensation. They were among 
the first to offer hail insurance to farm-
ers in 1913. By 1917, Butler Byers sold 
$1 million in hail insurance premiums in 
Saskatchewan. By 2007, that figure had 
grown to $10.6 million across all three  
prairie provinces.

One of the first things that strikes you 
about Butler Byers is that they are dedi-
cated, connected to and excited by be-
ing part of the community they serve. 
The firm has not only grown with the 
city—the Byers family and staff has in-
vested their time and talents to make 
an impact on quality of life. In 1911, the 
firm’s founders, Jim Butler and Newt 
Byers, opened Saskatoon’s first movie 
house, the Daylight Theatre Co Ltd. 
and the Byers continued to operate the 
business for over 70 years. Jack Byers 
chaired the Kinsmen Concert series 
from 1957–1972. The concerts were 
held in the old Capital Theatre, built 
by Butler Byers in 1929 in partnership 
with Famous Players.

Additionally, three generations of 
Byers—Ivan, Jack and Drew—were 
members of the Saskatoon Rotary Club. 
Jack was also a member of the Saska-
toon Kinsmen Club, Saskatchewan Arts 

The Byers family – Standing (l to r): Brett, Amanda and Karen Byers. 
 Seated (l to r): Scott and Drew Byers, Kerri Tiede.

E S T A B L I S H E D  1 9 1 8

Harry S. Binks
M.B.A., C.I.P., C.C.I.B., C.R.M.

President

Binks Insurance Brokers Limited
270-955 Green Valley Crescent,

Ottawa, Ontario  Canada  K2C 3V4
Tel.: (613) 226-1350  Fax: (613) 226-7029

E-mail: h.binks@binks.ca
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having to take on the reigns that guid-
ed him along the path to president of  
the firm. 

The next handover is some way off, but 
given their involvement in CAFE from its 
inception in Saskatoon, Drew and Scott 
are making sure that the groundwork is 
laid early for that process. While they 
are the most involved, they understand 
many family members have an interest 
and need to be part of the process that 
builds a blueprint to the firm’s future. 
The family has recently started a family 
council to open the lines of communica-
tion that they know are vital to healthy 
business families.

“The most vital learning from my CAFE 
personal advisory group (PAG) is the 
need for open communication,”  com-
ments Drew. “It is something the group 
has modeled for me and as a result, I 

Board, Saskatoon Centennial Auditori-
um Foundation, Saskatoon Prairieland 
Exhibition Board and more. His many 
contributions were recognized with a 
1982 Century Saskatoon Award of Ap-
preciation and an 1999 induction into 
the SABEX Hall of Fame. Drew was one 
of the founding members of CAFE Sas-
katoon, has been active in Crime Stop-
pers and the YMCA and is currently a 
director with Teen Challenge Canada.

Before joining the business as young 
men, both Drew and Scott started on 
similar paths, each building their own 
skills, gaining education and looking to 
a well-rounded view of life before land-
ing at the family firm. Despite the his-
tory of the firm, neither one felt pres-
sured to become involved. 

Scott remembers when things changed 
for him. “I was doing summer work in 
a bakery to help with university,” he 
notes. “Then one summer, I worked on 
the Hail Insurance business and found 
it was a vibrant part of the business that 
I found exciting.” It will probably come 
as no surprise then that the majority 
of Scott’s time is currently spent in the 
hail side of the business. He has, how-
ever, added the skills and knowledge to 
understand the full range of insurance 
products that the company offers. 

Drew says that the process of succes-
sion that put him at the helm was also 
a very natural process that came about 
during a restructuring of the compa-
nies. At that time buying out his father 
was a natural process with no real 
drama attached to it. Again, no surprise 
for a young man who was captured as 
a teenager in staff photographs back 
when his Grandfather was still active 
in the business. It was Drew’s desire 
to own the business and not a sense of 

feel able to be more open in communi-
cating with my family.” 

“It helps me to know we are neither 
alone nor unique,” adds Scott. “The 
CAFE community in Saskatoon contains 
lots of great people who we can talk to 
and gain experience from.”

Both Scott and Drew know that open-
ing the communication lines now will 
help as succession comes in to sharper 
focus in the coming years. However, it 
is clear that this family understands the 
challenges, and has the rich tradition 
and history of the firm to draw from to 
leave the company in excellent shape 
for the next 100 years.  The city of Sas-
katoon is no doubt very pleased to have 
one of its great corporate citizens in 
such capable hands.  

BUSINESS SUCCESS FOR LIFE™

For a free report on “The Lack of Success
in Succession Planning” please contact:

Phil Symchych CA, MBA 
phil@symchychconsulting.com

 Regina 306.569.9111
Saskatoon 306.343.9111

Toll Free 866.537.9111

Succession Planning | Financing
Business Transition | Strategy

Phil Symchych Serving Family Businesses across Canada.
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Succession Strategy  

“It seems surprising in the age of Oprah and Springer, where people will spill the intimate details of 
their lives on national television, to find that communication is still a major impediment to harmony 
and balance for many business families…. Whatever the reason, that 1960s cliché, ‘a failure to com-
municate,’ is probably the biggest stumbling block family businesses face.”
(Lynch, A., All in the Family Inc., 2001)  

Managing the All-Important Family Component

too important not to make it one of, if not 
the major component of the succession 
process. The family component brings 
with it a number of unique management 
challenges as well as opportunities. The 
ability of a multigenerational family busi-
ness to effectively deal with these unique 
management challenges and opportuni-
ties can play a pivotal role in its short and 
long-term success.

As a result of the ongoing research and 
the experience gained from family busi-

So what is going wrong with 
family businesses and the  
succession process?

Surely, the owners of family businesses 
cannot be held solely responsible for 
these alarming statistics. Far too much 
attention continues to be paid to the 
technical component of succession (tax 
minimization, estate freezes, family 
trusts, buy-sell agreements, wealth man-
agement, etc.) with far too little attention 
being paid to the people or non-technical 
component (family communication, fami-
ly expectations, family values, family com-
petencies, family dynamics, etc.) of the  
succession process. 

Some family businesses successfully 
manage their management and owner-
ship succession plans while preserving 
family and business harmony. There is 
no reason others cannot achieve similar 
outcomes. There are well-established ap-
proaches to family business succession 
planning that can help enhance results. 

1) Family Business Is Different and 
That Can Be a Good Thing
Family businesses are different and what 
makes them different is the family com-
ponent. History has proven that the in-
fluence of the family (active and non-ac-
tive family members) on the business is 

ness practitioners, a number of well-
established family business succession 
strategies have emerged to help family 
businesses effectively manage their fam-
ily component. Family businesses may 
need to modify and, in some cases, dis-
card conventional business thinking in 
favour of customized strategies, in order 
to incorporate/accommodate their fami-
ly component. If a family business can ef-
fectively manage its family component, it 
has the opportunity to not only enhance 

Who Says  
the Family Business  
Won’t Make It  
to the Next Generation?
By Grant Walsh

Management
Succession

Ownership
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Management Processes
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•Assessed Options 

• Informed Decision Making 

•Comfort Levels 

KPMG’s Centre for Family Business 

KPMG’s Centre for Family Business
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guide the ownership succession can pro-
vide much of the comfort required for a  
successful succession.

5) Putting it all together
By addressing the family component 
in each of the key areas outlined in the 
new family business succession planning 
model, sufficient comfort can be pro-
vided to the parties involved to help the 
transition to take place in a timely and 
orderly fashion. The level of detail re-
quired to plan an effective transition may 
at times seem overwhelming. However, 
if a family business commits to applying 
several of the family business best prac-
tices outlined in KPMG’s Family Business 
Succession: Managing the All-Important 
Family Component, they stand a very 
good chance to beat the family business 
succession odds. 

the use of existing best business practic-
es, but also enhance the unique benefits 
provided by its family component. Those 
who have successfully done this tend to 
dominate their markets and continue for 
many generations. 

2)  A New Family Business  
Succession Model: Managing  
the Family Component
The new family business succession 
model focuses on the all-important fam-
ily component during the succession 
process. It outlines management and 
ownership succession activities that in-
volve family members with the goal to 
help family members make informed 
decisions about their individual and col-
lective futures in the family business. The 
succession activities also focus on pro-
viding sufficient comfort to the current 
and future owners of the family business 
to help the succession process to unfold 
in a manner that is better suited to the 
family members.

3) Management Succession: Integrat-
ing the Family Component into the 
Management Succession Process
Management succession and the need to 
formalize management processes is an 
essential stage in the transition of a fam-
ily business. The family component can 
have a determining impact on the abil-
ity of the family business to transition 
its management and formalize its man-
agement processes and, as such, family 
businesses can look to incorporate this 
dynamic into the succession process. 
Opening communication channels and 
establishing guiding principles to help 
steer the succession process are exam-
ples of several leading practices that can 
be adopted.

4) Ownership Succession: Integrat-
ing the Family Component into the 
Ownership Succession Process
Similar to the management succession 
activities, establishing the family’s com-
munication activities is the key element 
for a successful ownership transition. 
Integrating the family members into the 
ownership succession process and es-
tablishing the family business rules to 

Grant Walsh is the Director of KPMG’s 
Centre for Family Business.  To receive a 

complimentary copy of the 65-page  
Succession Planning Booklet, go to:  

www.kpmg.ca/enterprise/successionplanning.

The views and opinions expressed herein 
are those of the author and do not necessar-
ily represent the views and opinions of KPMG 
LLP. The information contained herein is of a 
general nature and is not intended to address 
the circumstances of any particular individual 
or entity. Although we endeavor to provide ac-
curate and timely information, there can be no 
guarantee that such information is accurate as 
of the date it is received or that it will continue 
to be accurate in the future. No one should act 
on such information without appropriate pro-
fessional advice after a thorough examination 
of the particular situation. 

© 2008 KPMG LLP, a Canadian limited liability 
partnership and a member firm of the KPMG 

network of independent member firms 
affiliated with KPMG International, a Swiss 

cooperative. All rights reserved.
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In 2007, we sold our family busi-
ness—gone was our ownership of 
Symplastics Limited, the manufac-

turing business founded by my father 
in 1973. After all the years of risk tak-
ing, hard work and passion, the busi-
ness was no longer in our family’s 
control—our family brand, our legacy 
was dead. Or perhaps not.

On a sunny July morning in 2007, six 
months after working for the new 
owners, I drove out of the parking lot 
from the business that I had run for 
almost ten years for one last time. The 
journey home that morning felt oddly 
exhilarating. There was no lamenting 

the business as lost but instead a gut 
feeling that something new and ex-
traordinary was about to begin—the 
first hint that our family business was 
still very much alive. With our family 
relationships intact and our capital 
preserved, our business could rein-
vent itself like it had done a previous 
generation ago when my grandfather 
sold Synergistics Industries, the pub-
licly traded chemical company he 
started in 1957. 

I had no idea that evidence of our 
family business legacy would emerge 
only two weeks later when I sat down 
and typed the first word of a 43,000-

Protecting  
Family Business Wealth

Understanding 
              Your Beginning, 
                                 Middle and End

By Tom Deans

word manuscript that would become 
the best-selling book, Every Family’s 
Business. Only through the process 
of writing did I realize that as found-
ers and sellers, our approach to suc-
cession planning was different than 
the experience of so many other fam-
ily businesses. Our approach differed 
from those more inclined to preserve 
their legacy by passing their busi-
ness to the next generation either 
through its discounted sale or through  
its gifting.

The succession planning principles 
that have guided three generations 
of our family are distilled in 12 ques-
tions, questions that fundamentally 
put wealth preservation ahead of all 
other considerations, especially fam-
ily employment. The cornerstone of 
our succession planning method in-
volves an assessment of the risks to 
the business and defusing the emo-
tional pull of legacy. Never was the 
notion of longevity of the business a 
compelling succession goal for any 
member of our family. My father’s and 
grandfather’s inherited knowledge 
and experience told them that every 
product and service has a beginning 
middle and end, that the key to busi-
ness is knowing where you are in  
that life cycle. 

For family businesses, this introspec-
tion can be difficult—contemplating 
the sale of a family business brings 
into focus an owner’s own mortality, 
and a sale of his business, for many, is 
tantamount to selling, or selling out, 
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the family. Typically lacking is a meth-
od for family businesses to find the 
end before the end finds them. Family 
businesses are always easy to start, 
yet it is their conclusion, a method for 
planning their finality, that confounds 
most. Even when family businesses 
are sold to the next generation, I find it  
interesting that this event is celebrat-
ed as “continuation” or “succession.” 
Why not celebrate this event as the 
conclusion of its ownership by the 
preceding generation? To do other-
wise is to diminish the risk taking as-
sumed by the succeeding generation 
and to imbue them with what can be 
one of the greatest wealth destroying 
ideas to haunt family businesses—the 
burden of legacy, the burden of pursu-
ing longevity as an end unto itself.

Non-family business leaders are sel-
dom compensated for maintaining 
continuity of ownership; rather, their 
overriding objective is to increase 
shareholder value. The most success-
ful family businesses understand this; 
seldom do they confuse their passion 
for a business with their passion for 
business—a subtle but crucial dis-
tinction required in family businesses 
for the protection of relationships  
and wealth.

But every family in business together 
knows that the very notion of selling 
their business can be a lightning rod 
for emotional turmoil. Selling can feel 
like failure.  And yet nothing should 
be further from the truth. Indeed, for 
families that manage their succes-
sion well, selling a family business is 
the only legitimate succession goal 
worth pursuing, be it a sale to a fam-
ily member, to a competitor, or to a 
financial investor. This simple idea 
of forcing an “end” to ownership is 
the secret to preserving wealth and  
family relationships.

One of our 12 questions was whether 
my father, the controlling shareholder, 
wanted to sell shares and whether  

Protecting  
Family Business Wealth

I wanted to buy. This simple routine 
question led us to a collaborative 
decision to sell to a third party. Mar-
kets can devour family businesses 
blinded by the pursuit of generational  

longevity. Market threats to my fa-
ther’s wealth were the same threats to 
mine. But what compels the succeed-
ing generation to drive the sale of a 
business and put himself out of work? 
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mutual trust and respect are essential 
to successful succession planning. It is 
through the honest declaration of fu-
ture ownership intentions that the gen-
erations in a family business can work 
collaboratively on their plan to protect  
their wealth.

In our family business, it was easy to 
pursue these two different succes-
sion tracks concurrently. With my 
economic interest aligned with my 
father’s, finding the end of our busi-
ness became our goal, my goal. Its 
sale, if not to me, to someone, was 
the desired outcome. Controlling 
an outcome feels good. The legacy 
for us was never a company name 
but rather the capital we preserved  
together—capital that is now  

The answer is straightforward, and it’s 
precisely what the leadership of non-
family businesses put in place to pre-
serve their own shareholder value and  
management continuity.

A key component of any family busi-
ness succession plan is agreeing to a 
compensation formula for the suc-
ceeding generation in the event that 
the controlling shareholder elects to 
sell to a third party. When this impor-
tant step is taken, the succeeding gen-
eration should have an incentive to 
explore acquiring controlling interest 
of the family business at market value, 
while at the same time giving them 
an economic incentive to probe the 
market for its sale. So simple, yet so 
seldom put in practice. Transparency, 

available to be reinvested in a busi-
ness or many businesses that offer 
better returns for the risk. In my book 
I describe selling a family business as 
“creative destruction trumping the 
benign, wealth destroying idea of fam-
ily legacy.” Families that can embrace a 
broader definition of legacy and work 
collaboratively on a plan by adopting 
a method that puts wealth preserva-
tion first, will succeed both in the 
boardroom and around the dining  
room table.

With my lineage punctuated with 
family business founders and sellers, 
my grandfather’s and father’s busi-
ness legacies feel very much alive in 
my business today. My business feels 
oddly like a third-generation family 
business with that familiar drive to 
create and preserve wealth. I look for-
ward to passing my family’s legacy of 
entrepreneurship and capital into the 
trusting and respectful hands of my 
children one day, making it four in a 
row.  But this transfer will only take 
place after we answer the 12 ques-
tions together and everyone agrees 
my business, our family business, is 
always for sale. The experience and 
knowledge offered to the next genera-
tion to create and preserve wealth is 
the only sustainable legacy that can be 
gifted. Ask a Rothschild, a Desmerais 
or a Munk and they will tell you that 
knowing when to exit a business is as 
important as knowing when to invest 
in one. The pursuit of legacy—nar-
rowly defined as the longevity of a 
business—is fool’s gold.  

Tom Deans Ph.D. is  
President of Détente Financial Corp, 

the author of Every Family’s Busi-
ness, and speaker on high net worth 

management strategies. He lives in the 
Hockley Valley, Ontario.  

www.ProtectingFamilyBusinessWealth.com
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Have you ever wondered why some family enterprises 
are more successful than others in the same markets? 
An ever-growing body of academic research has ana-

lyzed the competitive advantage to businesses of adopting 
“high performance” human resources management (HRM) 
strategies and practices. The effective implementation of 
such practices has been linked to business profitability, 
growth and longevity. 

The key HRM drivers of positive business results include im-
provements in employee attraction and retention, reduced 
transactional costs and higher employee commitment and 
productivity. These factors then translate into consistently 
superior product and service quality and, ultimately, en-
hanced brand recognition and customer loyalty. Underlying 
all of the potential advantages to be gained from effective 
people management is the vital motivational link created 
by the employer achieving genuine alignment of individual 
employee goals and values and those of the business. More 
broadly still, the high performance human resources man-
agement paradigm treats the costs of HRM initiatives as in-
vestments in human capital and strives, through the use of 
HRM metrics, to measure and improve the returns derived 
from these investments by businesses adopting them. 

The special challenges  
of HRM in the family enterprise
Ideally, the family basis of family enterprise offers a funda-
mental competitive advantage to these firms in terms of the 
inherently cooperative and supportive nature of the family-
run business. But while the family context potentially pro-
vides support for the firm’s growth and resiliency, it may also 
prove to be a factor limiting professionalization of critical 
business functions, such as human resources management, 
in the family firm, with negative effects on enterprise per-
formance. One risk is that family norms and patterns may be 
allowed—perhaps unwittingly—to override sound business 
decision making in various aspects of HRM such as hiring, 
performance management and compensation. A particular 

issue here is managing differences in treatment of family and 
non-family employees. The challenge is to maximize the con-
tributions to business results offered by adopting high per-
formance HRM policies and practices while respecting family 
values, norms and legacies. What is needed is a conversation 
between family enterprise and professional HRM that pro-
vides sustenance for both.

HRM policies & practices  
for the family enterprise
Human resources management encompasses a variety of 
activities at all organizational levels, ranging from strate-
gic planning and leadership at the executive level to benefit 
administration or disciplinary action at the level of the indi-
vidual employee. Five areas of HRM are at once primary driv-
ers of employee commitment and business results and are 
most susceptible to distortion or compromise at the hands 
of overlapping family considerations. The first area is that of 
employee recruitment and selection. It serves business inter-
ests to enlarge applicant pools and then be more selective in 
hiring. Both factors may be blunted by hiring policies that al-
low family connections to override talent and qualifications 
considerations. Similarly, key human capital investments in 
the form of training and development practices may be in-
adequately justified or narrowly focused to reward family 
members, possibly reducing the expected rate of return on 
such investments. Compensation practices that similarly lack 
a clear linkage to performance and contribution measures 
may actually become de-motivating conditions in the firm, 
particularly to the extent they create significant inequities 
between family and non-family employees. 

Central to maximizing employee contribution and develop-
ment is an effective performance management process. This 
is also an area of HRM that may be distorted or limited by 
family priorities with the effect of actually reducing morale 
and performance as a consequence of perceptions of favou-
ritism on the part of non-family employees. Finally, a key ele-
ment of high performance HRM is employee involvement and  
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ownership. Policies and practices in this area are crucial driv-
ers of employee motivation and commitment and yet may be 
completely vacated by the closeness of the family circle.

Potential payoffs  
to adopting effective HRM approaches
Investing in proper recruitment and selection procedures 
helps ensure that applicants who best fit with the business 
needs of the enterprise are hired, with benefits in the form 
of more focused talent acquisition, higher employee engage-
ment and reduced turnover. In addition, these practices 
must ensure that family members hired are, in fact, qualified 
for and suited to positions in the family enterprise. Simi-
larly, ensuring that investments in human capital are made 
across the workforce—rather than being reserved for fam-
ily members—will help ensure that all employees are pre-
pared to grow and improve. Such investments are also key 
in meeting the challenge of employee retention by improv-
ing career paths and motivation. Compensation and reward 
systems must be viewed as crucially linked to the motivation 
and contribution of all employees. To the extent rewards are 
seen as highly dependent on family status rather than actual 
contribution, the general sense of fairness and rationality 
in the management of people in the organization may be  
seriously eroded. 

A sense of fairness in the organization is vital to cohesion and 
commitment within the workforce and is also shaped by the 
management of employee performance. While clear expecta-
tions of all employees must be established and consistently 
maintained to promote employee contribution, the failure 
to do so also undermines employees’ perception of organi-
zational integrity and may even tarnish their sense of pride 
in the enterprise. Finally, the notion of non-family employ-

ees being significantly engaged in business and operational 
decisions may appear to conflict with the virtues of family-
held enterprise. Nonetheless, varying methods and degrees 
of employee involvement and ownership have a powerful, 
demonstrated impact on key motivational drivers and indi-
cators of business success. All of these factors and relation-
ships must be managed effectively to maximize returns to 
investments in the family firm, profitability and long-term  
business success.

The UBC –  
business families centre  
research on HRM practices  
of family enterprises
The Business Families Centre at the University of British Co-
lumbia has provided initial funding for the author to launch 
research into the prevalence of the high-performance HRM 
practices summarized above as well as the impact adoption 
of such practices has on the fortunes of Canadian family en-
terprises. The study will examine the breadth and depth of 
HRM practices as elements of business strategy and seek to 
sharpen our understanding of the interplay between fam-
ily values and business needs. The first stage of the project 
will be a national survey of Canadian family businesses as 
to their HRM practices and business results in recent years. 
This work will then provide the basis for direct consultations 
and seminars to test survey findings and hypotheses regard-
ing the interplay of family enterprise needs and values and 
those of the business. For more information or to participate 
in the study, please contact:

Professor Tom Knight 
Sauder School of Business 
The University of British Columbia 
2053 Main Mall 
Vancouver, B.C. V6T 1Z2 
knight@sauder.ubc.ca 

Dr. Thomas Knight has more than 30 years of experience as 
an educator, consultant and facilitator in managerial and 

leadership practice. His specific areas of expertise include la-
bour-management relations, negotiations, conflict resolution, 
leading change and situation-based leadership. An Associate 
Professor of Human Resources at the Sauder School of Busi-
ness, he publishes widely and has won numerous awards for 

excellence in education.

Calgary:  236-40 Ave., NE Calgary, AB T2E 2M7
 Ph: (403)276-5587 Fax: (403)277-8090
Edmonton: 10032 79 Ave., Edmonton, AB T6E 1R5
 Ph: (780)433-2596 Fax: (780)433-2040
Regina:  275, 1055 Park St., Regina, SK S4N 5H4
 Ph: (306)525-6422 Fax: (306)525-6433
          Richmond:          #105 - 14271 Knox Way,                         Richmond,                         B.C. V6V 2Z4 
 Ph: (604)278-1719 Fax: (604)278-2804
Prince George:  2272 Nicholson St. S., Prince George, B.C. V2N 1V8
 Ph: (250)563-1719 Fax: (250)563-1788

www.butlersurvey.com
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CAFE Ottawa 
Celebrates Milestone

founding members shared their experiences, including orga-
nizing the first CAFE Ottawa event in November 1987, with 
over 70 people in attendance for a black tie dinner.

John Pigott, founding chair of the Ottawa Chapter, addressed 
the group midway through the evening. John touched on his 
family’s experience with CAFE and you could see heads nod-
ding in the room with every comment made.

Among many special memories from the evening was a 
photo essay prepared by second vice president, Eileen 
Hennemann. Eileen researched and selected many CAFE 
photos collected over the years and created a special  
photo presentation.

On November 28, 2007, CAFE Ottawa founding mem-
bers, current members and friends celebrated the 
20th anniversary of the Ottawa Chapter with a beau-

tiful gala at Tudor Hall. Over 120 people gathered for a 
special celebration marking 20 years of networking, peer 
advisory, social events, educational programming and  
lifelong friendships.

Following opening remarks by CAFE’s president François Bru-
net, a special champagne toast was made by past-president 
Grete Hale, marking the beginning of the dinner service. 

One of the special components to the agenda included the op-
portunity for open dialogue called “story telling” whereby 
members told special stories of their CAFE experience. Several 

CAFE Ottawa vice president, Deborah Mohr Caldwell of Goldie Mohr 
Ltd., and president, François Brunet of D.E. Systems

Meredith Thatcher of Carroll Thatcher Planning Group, Al Malo, John 
Pigott of Morrison Lamothe
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As John stated in his speech, CAFE members are indeed contrib-
utors. An event such as this requires many of those contributors, 
and a special thank-you is extended to Lorraine Lavery as the  
key organizer. 

Elizabeth Graham of the Tony Graham Automotive Group and Grete 
Hale of Morrison Lamothe

Gala event director Lorraine Lavery of The Millar Corporation and 
Eileen Hennemann of Deep Partners Brand Design

“Helping Business Owners Retire 
Within or Without their Business” TM

Creating strategic solutions and 
investment management for the 

business owner.

Chris Kerrigan, CIM, FCSI, Ch.P. 
416-231-6312

chris.kerrigan@rbc.com
www.kerriganadvisory.ca

1-888-817-9777
3250 Bloor 
Street West, 
Suite 705
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East Tower 
Toronto, ON         
M8X 2X9

ORR DEVELOPMENT (1980) CORP.

1525 West Broadway Avenue
Vancouver, BC  V6J 1W6

Phone: 604-731-8261  Fax: 604-731-3175

Commercial & Residential Real Estate Owners
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The Succession Fund™ buys shares in private 
companies to support shareholder realignments and 

succession transactions. If you want to help your 
partner take some “chips off the table.”

contact Larry Klar at 416-867-8090
or klar@argosypartners.com

time to buy out
your partner?

The Succession Fund™ gives family business owners a 
way to sell shares and achieve partial or complete liquidity. 
We support shareholder realignments, succession 
transactions, and any situation where shareholders 
want to take “chips off the table.” Contact Larry Klar 
at 416 867-8090 or klar@argosypartners.com

got liquidity?  need it? 
the succession fund can help
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You need an exit strategy from your private company. And we can
help you create it. Because we see things the way you do. In fact,
KPMG Enterprise was formed to deal with the specific issues private
companies face. No wonder more private companies rely on our
proven expertise than any other adviser. So call us. It’s time.
www.kpmg.ca/enterprise

Your Private Company Adviser

KPMG ENTERPRISE.
In the business of helping private companies
like yours develop an exit strategy.
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