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is dependent upon people. People who
can think on their feet, who are empowered and who possess critical decision-making
abilities. 

Often as we grow our firms, we don’t always think about growing our employees at
the same rate. (Why is this? We upgrade our hardware every day. Why not do the same
for our people—who, I might add, are far greater assets and far harder to replace.) But
we should. We must.

As risk becomes more prevalent and more complex than ever before in our industry,
we must prepare our staff to be able to handle such challenges and manage the pres-
sures associated with them. Coaching and mentoring your young employees is one way

of energizing them and training them to become the leaders of
your company tomorrow.

People often confuse coaching and mentoring as the same
things. They’re not. Coaching tends to be shorter in duration, more
structured and focused on specific areas for development. Al-
though a coach normally doesn’t have the direct experience in-
volved in a learner’s job, he or she helps the learner achieve
specific, immediate goals.

Mentoring, on the other hand, is a much longer-term, less struc-
tured process that takes a broader view of the development of the
mentee. With mentoring, the focus is on career and personal devel-
opment. Mentors tend to be more experienced and better qualified
than mentees. They are senior people within the organization who
can open doors to otherwise out-of-reach opportunities.

No matter what approach you choose, the value and importance
of such approaches cannot be overstated. It’s been said before, but
it’s worth saying again: our industry is about to run headlong into a
human resource challenge of unprecedented proportions. In the
next 10 years, tens of thousands of workers will retire from our in-
dustry. And while that presents a significant problem in terms of
finding qualified workers to replace those retirees, let’s not also lose
sight of the knowledge that leaves our workforce with those people. 

Those who have worked in our industry for 20 or more years
have more than just experience. They have the understanding nec-
essary to do jobs that someone without their years of practice may
not. By involving those people in your company’s coaching and
mentoring program, you harness the expertise of these people and
encourage them to pass on their intelligence to the next generation
of workers.

Many who mentor and coach take pride in passing on their
knowledge to young people. Grab that opportunity. Encourage your more senior workers
to educate your juniors and prepare them to handle the challenges that this industry
will throw at them. Our business environment depends on it.

MESSAGE FROM THE CHAIR

TODAY’S BUSINESS ENVIRONMENT 

By Colin Goheen, GVCA Chair

Make mentoring a part of your HR strategy
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knows that I am a
passionate and tireless promoter of the Gold Seal certifi-
cation program. It’s a mark of professionalism, expertise
and commitment that is unique to the construction in-
dustry and which thousands of people across this coun-
try share and countless more acknowledge and
recognize. Developed by the industry for the industry,
Gold Seal is recognized across Canada
as the standard for excellence in con-
struction.

I’m here to tell you why Gold Seal
should become your company’s natural
choice for employee development and
recognition. Incorporating Gold Seal
into your HR strategy just makes sense.
This is not a flavour of the month pro-
gram. It is a proven system backed up
by a wide variety of education courses,
and recognized across Canada. By inte-
grating Gold Seal into your corporate
culture, your organization wins on three
levels. Let me explain.

It helps with recruitment. By request-
ing that new employees carry the Gold
Seal designation, your company shows
its appreciation of professionalism in
the industry. It also identifies itself to po-
tential employees as a company that is
serious about professional develop-
ment.

It helps with retention. By incorporating Gold Seal cer-
tification as part of your workers’ career development
paths, your company shows that it understands the value
of a skilled workforce. It also shows a desire to reward the
professionalism and accomplishments of key staff mem-
bers, and builds a culture of peer encouragement where
others support those trying to achieve Gold Seal certifi-
cation.

It helps with recognition. Those who carry the Gold
Seal designation are known for quality, achievement and
competence in our industry. They are also known by buy-
ers of construction to meet high standards for excel-
lence. Additionally, the companies who employ these
people are seen to be supporters of the industry’s most
respected certification program.

So how can your company build Gold Seal into its HR
strategy? I’ve got some thoughts on that, too.

Begin at the top. The leaders of companies that are se-
rious about Gold Seal should demonstrate their commit-
ment to the program by obtaining their own
certifications and becoming Gold Seal sponsors. Set an
example and challenge others.

Build it into your performance manage-
ment system. Make Gold Seal a waypoint
on an employee’s career progression map.
Sign them up as Gold Seal interns, for ex-
ample, and they’ll have five years to accu-
mulate the skills and knowledge they
need to obtain certification. Show them
that the training and education they re-
ceive every day is driving them toward the
goal of Gold Seal—and beyond.

Personalize the program. Gold Seal isn’t
just one designation. It’s many. Bring your
employees into their proper certification
streams and reap the rewards of employ-
ing a workforce with a multitude of Gold
Seal designations.

Reward certification. Obtaining Gold
Seal is no easy task. Recognize employees
who succeed and watch them glow with
pride.

Talk to GVCA. We have specialists on
staff who  are extremely knowledgeable

about Gold Seal and we can help you identify the
courses and seminars that will be of most benefit to you
and your team.

In this day and age, it’s hard to keep good employees.
Those that are good expect big things from their employ-
ers: recognition and opportunities for education. Those
companies that continually demonstrate capacity to re-
ward and grow employees are those backed by long his-
tories of hiring and retaining the best people.

My advice to anyone considering Gold Seal, either as
a personal achievement or a corporate policy is “don’t
delay”. It’s the top standard of professional development
in our industry today and it’s an essential tool for helping
you and your company position itself as a leading light.

MESSAGE FROM THE PRESIDENT

Make Gold Seal your competitive HR advantage

ANYONE WHO KNOWS ME

By Martha George, GVCA President
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kevan.thompson@cowangroup.ca

www.cowangroup.ca/gvca-11

Announcing 
the GVCA HR in 
Construction Group

Construction is a unique industry with particular
human resources challenges that no other business
faces. How you manage people affects more than just
the way your employees work in your office and on
your jobsites. It also affects finances, safety and busi-
ness development.

Sadly, many companies still don’t give HR the at-
tention it deserves. They staff HR roles as an after-
thought rather than with qualified people. They
borrow policies and programs from the Internet, and
they use outdated strategies to attract and retain work-
ers.

If your company is guilty of any of these HR sins—
or simply would like to hear how other like-minded
professionals address their HR issues—the GCVA’s
new HR in Construction Group is for you! Scheduled
for launch this fall, the group will meet regularly to
hear from guest speakers about HR-related issues, dis-
cuss common problems and solutions, and develop
HR tools and processes that are uniquely suited to the
needs of construction companies in our region.

If you’re interested in joining the GVCA’s HR in
Construction Group—and if you have any suggestions
as to things you’d like to see covered in our meet-
ings—contact Martha George (mgeorge@gvca.org).
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Kraemer Woodcraft Ltd.
www.kraemerwoodcraft.com

Since 1951

11 Henry Street West, St. Jacobs, ON N0B 2N0       Tel: 519-664-2221     Fax: 519-664-2105

Specializing in Retail,

Commercial & 

Institutional

Millwork & Displays

• Custom Millwork & Counters 

• Slatwall & Grid Accessories

• Metal Shelving Systems

• Store Planning & Design

The Store Fixture Company That Does It All

60th
anniversary

Over 25 years specializing in

the overhead door sales & 

service for the commercial, 

institutional and 

industrial sectors.

K-W DOOR INSTALLATIONS INC.
8 Trillium Park Place, Kitchener, ON
T: 519-742-3667    F: 519-570-1977
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?What can you do 
to attract and retain 

your top talent
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you know how impor-
tant it is to recruit reward and retain top talent. Doing so
can help ensure business continuity, protect the knowl-
edge you have accumulated within your organization and
may help you make effective succession planning deci-
sions when the time comes. The loss of a key employee
can be very expensive to an organization, so give some
thought to how you can motivate key employees and keep
them focused on the company’s priorities.

Employees are increasingly conscious of the need to
provide for their retirement. Employer sponsored savings
plans are one of the most important aspects of retirement
planning and can help you ensure that your employees
enjoy a financially secure retirement.

There are a few ways in which you can structure these
plans. Two common options are group retirement savings
plans and registered pension plans. There are also en-
hanced retirement savings strategies available that provide
for even more options and can be more tax effective. Sup-
plemental executive retirement plans (SERPs) have no
contribution limits and can be used for those that already
have maximized key pension benefits. Another enhanced
alternative is the individual pension plan (IPP). These
plans offer creditor protection and typically suit the own-
ers or key partners in a business. Each strategy provides
for different benefits for the employee/employer and
should be discussed with your financial advisor.

Registered pension plans
These are employer sponsored plans. In general, em-

ployer and employee contributions are tax deductible and
the income earned within the plan grows tax deferred.

Defined benefit (DB) pension plans

The union pensions are typically defined benefit
pension plans. These plans specify an age at which an
employee may start to receive retirement income. This
type of plan is an obligation to the employer. The em-
ployer incurs the risk that the investment return ex-
pectations are not met, and promises a fixed benefit
to the employee at retirement.

Defined contribution (DC) pension plans

Defined Contribution plans can be less costly to
the employer, depending upon the ratio of em-
ployee/employer contribution. The value to the em-
ployee of the plan upon retirement is variable, and the
employee bears the risk that investment return expec-
tations are not met.

Group retirement savings plan (group RRSP)
These plans operate like retirement savings plans and

may be more cost effective and easier to administer than
pension plans. Employers will typically contribute to these
plans along with the employee, but they do not have to.
Convenience can be added by having the funds with-
drawn pre-tax for employees’ contributions to their plan. 

Supplemental executive retirement plans (SERPs)
One of the most common forms of a SERP is the retire-

ment compensation arrangement (RCA). This type of plan
helps to bridge the gap between maximum pension avail-
able under a company pension and what a higher income
employee would otherwise receive for compensation. It
can also be a way to help you retain your most valuable
employees and encourage long-term loyalty. These types
of plans have no contribution limits (provided contribu-
tions are reasonable) and no investment restrictions. Em-
ployees may also benefit from certain investment
strategies involving life insurance. This can provide supple-
mental tax-exempt investment income and may yield bet-
ter results than alternative investments.

Individual pension plans (IPPs)
An IPP is a registered DB plan sponsored by an em-

ployer for one individual and potentially that individual’s
spouse if the spouse also works for the company. It is an
RSP alternative that enables your company to make larger
annual contributions as compared to an RSP, that are tax
deductible to your company.

In summary, financial compensation often attracts your
key employees, non-financial benefits often help you re-
tain them. Sufficient tools and time to do the job are es-
sential to employee satisfaction while training and career
development helps to keep them motivated. Aim to foster
a social environment where a sense of team exists and
demonstrate your commitment by ensuring that work/life
balance can be achieved. 

This article is supplied by Erica Tennenbaum, Vice President,
Investment Advisor with RBC Dominion Securities Inc. Member-

Canadian Investor Protection Fund. Erica can be reached at
Erica.tennenbaum@rbc.com or 519-621-1307.

This article is for information purposes only. 
Please consult with a professional advisor before 

taking any action based on information in this article.

AS A BUSINESS OWNER, 
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Randstad
Canada, a leading Canadian
staffing agency, takes the pulse
of important human resource
issues in Canada. To do this,
Randstad Canada commis-
sions a study performed
by ICMA International and
produces a report that details
trends in job satisfaction, em-
ployer branding and visibility.
The result is the now annual
Randstad Award  — an hon-
our presented to the Cana-
dian employer who the
survey’s respondents find the
most attractive to work for.

Construction as an indus-
try features prominently in the
Randstad Award and espe-
cially so in 2013. Our industry
was voted among the three
most desirable to work for, for
a variety of factors.

With permission from
Randstad Canada, we present
an infographic that shows
some of the key trends that
motivate employees, keep
them in their existing jobs and
drive them to find new ones.
Perhaps you might take some
insight from these trends. And
if you’re interested in seeing
the full report as well as a list
of Canada’s top employers,
visit www.randstadaward.ca.

The Randstad Award: a snapshot of    

EVERY YEAR
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   human resources trends in Canada today
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firm provides staffing solutions to companies from particular industries. 
Compared to a generalist recruiter, a specialist knows your industry and understands its particular human 
resource demands as well as the goals and aspirations of the people who work in that industry. 

Here are five ways a specialist recruitment firm can add value to your 
organization and assist with your next key hire.

They work within and understand your industry.
Many construction companies may not think of it this way but
consultants working for a specialist recruitment firm actually

work in the same industry as they do they just serve a different
purpose. They belong to the same associations, they attend the same net-
working events, and they are speaking with clients and candidates within
the sector they specialize in on a daily basis. Some consultants may actually
come from a technical background or direct from the industry they spe-
cialize. You can’t beat connections such as that, and you can’t find that level
of insider knowledge anywhere else.

They recruit proactively.
By meeting with and understanding a client’s business, culture

and personalities, specialist recruiters can identify and qualify can-
didates more proactively. Since a specialist recruiter is always speak-

ing to new candidates, her or she is effectively always recruiting for
your organization—whether you have an active position or not. 

Proactive recruitment can add tremendous value because
speed is always a factor. If you had someone
proactively working for your company
from a recruitment perspective, the
time taken to hire that desperately
needed site superintendent to
run the project you were just
awarded is greatly reduced.

If you’re planning a new hire, or simply want to see who’s looking 
for a job out there, try bringing a specialist recruitment firm on board.

How a specialist recruiter 

adds value

A SPECIALIST RECRUITMENT 
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They know the hidden candidate market
Specialist recruiters use all sources available to
them to find candidates. One such source to

which most companies don’t have access is a
group known as passive candidates. Since consult-

ants are speaking to potential candidates daily, they speak
to certain candidates who are looking for very specific po-
sitions only, yet are otherwise content in their current po-
sitions. The recruitment consultant is likely the only one
that would know this information and in turn would know
who and when to call.

Consultants in the industry are well networked. Ninety
percent or more of the people they speak to are working
within the industry. In a lot of cases passive candidates are
much more likely to speak to a recruiter confidentially
than approach an organization they compete with on their
own.

They’ll do marketing and advertising for you.
If a recruitment firm is doing its job properly, it
partners with your company by selling the posi-
tion, the culture and the organization to potential

candidates. This becomes a marketing tool for com-
panies to use to attract good candidates to your organiza-
tion.

Advertising is expensive, bottom line. Depending on the
location and the quantity of advertisements a company
wants to distribute, the costs can add up in a hurry. Recruit-
ment firms advertise on your behalf through social media,
associations and applicable job boards as part of their
services.

They follow a detailed recruitment process.
Specialist recruiters help define the specific 
position and responsibilities and then:

• source and screen candidates for things such 
as skill-sets, employment histories, educational 
backgrounds, career objectives, expectations and 
motivations for looking at new opportunities,

• conduct thorough interviews with all potential 
candidates,

• complete reference checks on the candidates,

• arrange and facilitate meetings,

• provide constant feedback to both parties 
throughout the process,

• offer preparation and negotiations between 
both parties,

• closing candidates on the opportunities, and 

• offer aftercare process for up to six months after 
the candidate starts to facilitate communication 
and feedback.

The next time you’re in the market to fill a vacant posi-
tion—or even if you’d just like to keep a line in the water
to dangle in front of prospective new hires—talk to a spe-
cialist recruiter. They can add all kinds of value to your hir-
ing process.

This article was written by Brad Dunlop, principal, design and
construction with PMC Specialist Recruitment Solutions. Brad can

be reached at 416-216-4630 or bdunlop@pmcrecruitment.ca.
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If you’ve ever hired an employee who just wasn’t a good fit
for your company, our experts have some advice for you.
(Here’s a hint: the employee may not be entirely to blame.)

Make your next hire 

the right one

Keith Martin of H.M. Advisors cautions
employers to refine their processes to
ensure they hire the best people.
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His credentials were
good. But when he got settled into the office, he was any-
thing but a good fit.”

Sound familiar? Most of us have been in the situation
where we’ve hired the wrong employee. The person who,
for whatever reason, just didn’t fit into our corporate cul-
ture or who just plain didn’t seem to know what he or she
was doing from the outset.

Let’s be frank for a moment: hiring a new employee—
whether that’s the right person or the wrong one—is dis-
ruptive. Even the best-fitting new hires require time to learn
their jobs, time that other employees have to spend bring-
ing him or her up to speed on the way things are done
around the office. And when a new employee needs more
of a helping hand than usual, or submits work that has to
be checked and re-checked for accuracy and complete-
ness, more than just time is wasted.

Hiring right starts well before you hire
The job of hiring the right employee starts at the hiring

stage. That’s obvious. But consider for a moment that the
burden of making sure a potential employee is a good fit
for your company actually rests with you. Patricia Cutler
of HireSmart HR, an Ottawa-based construction recruiting
specialist, advises companies to build set procedures for

hiring new employees and apply such methods to every
new hire.

“The process begins with a detailed job description that
clearly lists the skills and experience required by candi-
dates,” she says. “From there, you need to develop an inter-
view guide for every job that includes specialized
questions that identify candidates’ strengths and weak-
nesses, and build teams of interviewers for every job that
include people from HR as well as from the particular de-
partments in which you’re hiring.”

Keith Martin of H.M. Advisors, a Cambridge-based busi-
ness advisory, and himself the former CFO of a construc-
tion company, agrees. He says he sees too many
companies that are unfamiliar with how to hire correctly.
These companies fall into the trap of not planning their
hiring processes well enough and asking entirely the
wrong questions at interview time.

“Too many interviewers don’t realize or forget that the
purpose of an interview is to get to know a candidate,” he
says. “If you’re asking yes/no questions during an interview,
stop. If you’re selling the strengths of your company, stop. If
you’re asking about a candidate’s qualifications, stop. Make
an interview into a conversation. Make it relaxing so the
candidate’s personality can show through. Get him or her
to talk openly and freely about himself or herself. And
while you’re doing these things, keep asking yourself

“HE INTERVIEWED WELL.
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whether this is someone you’ll want to work
with and someone who will fit well with the
rest of the team.”

Martin offers some other suggestions for
screening people at the resume and cover let-
ter stage. He suggests you raise a red flag if you
see someone with long experience working at
one company, for example. Adaptability is an
important quality for anyone starting a new
job and someone with a long history of work-
ing for the same company in the same office
may not easily be able to shift approaches,
even if the role he or she is pursuing in your
company is the same. Similarly, Martin warns
against jumpers: people who work jobs for
short periods of time before moving on to
other opportunities.

Some other strategies you may wish to con-
sider:

Invite a candidate to join you for lunch or
a round of golf. Time spent in a social setting
will relax the individual and get him or her to
open up.

Use psychological testing. Although these
tests aren’t perfect, they can give you a sense
of a person’s personality traits. What’s more, if
you’re able to compare a candidate’s results
with tests that you’ve done on other employ-
ees, you may be able to scientifically deter-
mine if someone’s a good fit.

Define your own corporate culture. It’s easy
to say that your company has a fantastic cor-
porate culture, but how can you measure a
candidate’s attitudes against something that’s
not well defined? Know your own corporate
culture before you judge others against it.

After the contract’s signed…
Once you make an offer to a new em-

ployee and he or she accepts, don’t assume
the job’s done. The hard work may have only
just begun. The processes you use to bring a
new employee on board are critical.  Orienta-
tion and training not only help new employ-
ees to get to know your company’s culture
and particular way of working, but also your
other employees.

Martin and Cutler both suggest that if
there’s time to do so, you should implement
job shadowing.

“It’s one of the best ways a new employee
can get to know his or her colleagues and get
familiar with your company’s culture,” says
Cutler.

CONTINUES ON PAGE 20

Patricia Cutler of HireSmart HR recommends employers do
10 things to vet potential hires.

Build detailed job descriptions of every position in
your company. Make sure each lists the minimum skills
and expertise a candidate must have to be considered
for such positions.

Draft an interview guide for every job, with specialized
questions designed to reveal a candidate’s strengths
and weaknesses in that particular role.

Plan to hold two to three interviews with top
candidates (more if you’re hiring senior staff). Have
different managers sit in on each interview.

Run tests. Technical tests can help reveal candidates’
abilities; character assessments reveal personality
traits. Use results to help new employees succeed by
identifying motivators and preferred styles of work.

Check references carefully. Although they’re full of
flaws, reference checks can at least help you confirm
basic information about a candidate, such as
education and work history. You may also consider
going a step further by requesting credit and criminal-
record checks.

Present a clear, detailed, written job offer. Include the
role and responsibilities of the job, the probationary
period, the terms for letting employees go, the
timeframe for employee-review meetings and
compensation terms.

Train them up. Your on-boarding processes should
include a welcoming routine, comprehensive training
and ongoing support from a mentor or a coach.

Offer job shadowing. Once the new employee is on
board, job shadowing can help him or her learn the
ropes quicker and will tell you if you’ve made the right
decision.

Meet regularly during the probationary period.
Supervisors should meet with the new worker often to
identify, document and discuss strengths and areas for
improvement.

Decide. Key managers should meet prior to the end of
the employee’s probationary period to determine if
the worker is a good fit.

things you
need to do 
to create 
the BEST
hiring process
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Canadian Open-Shop Association COSA is a member driven, non-profit, na-
tional association representing open-shop (non-union) companies in 
construction, manufacturing and retail.

Open-shop employers represent the largest class of employers in Canada 
and have the largest work force available to them.

COSA seeks to assist and provide valuable resource solutions to open-shop em-
ployers so that they can continue to thrive and employ Canadians.

COSA is committed to support its member companies and employees by:

Providing a world-class group benefit plan: Open Benefit Plan
Assisting with an exceptional staffing and human resource centre: Solutions 365
Educating on provincial and federal legislation impacting the open shop sector
Representing the open-shop principles and values

Phone: 1-855-879-7545 ext. 104   Fax: 1-855-329-7545   info@canadianopenshop.ca

www.canadianopenshop.ca
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If you find one or two hires aren’t good fits, it’s not the
end of the world. Of course, it’s costly and time consuming
to re-start such processes, but it happens to every business
on occasion. On the other hand, if you find you’re consis-
tently missing the mark with regard to new hires, it may be
time to re-examine your systems. Start with your interview-
ing techniques and make sure they’re driving at the kinds
of ideas you need to explore in interviews: people’s per-
sonalities rather than their qualifications.

Your problem could also lie within your orientation sys-
tem. It may be broken. Worse, it may not exist at all. Study
carefully to ensure it meets the needs of new hires and it
is as comprehensive as possible.

If all else fails…
“Hire slow and fire fast,” says Cutler. “It’s not kind to say

so, but the less time and money you invest in a bad hire,
the fewer resources you waste.”

Alison Gaspar, an HR specialist with Eastforest Homes
Ltd., has much the same opinion.

“You If you’ve hired the wrong person, the worst thing
you can do is drag out the experience,” she says. “It’s hard
on your work environment, on employee morale and
workplace culture. Don’t wait until the last minute to deal
with the problem.”

Luckily, if things simply aren’t working out, employers
can fall back on probationary periods to terminate new
employees outright. It’s not always easy to do so—and in-
deed many companies will put up with wrong hiring de-
cisions for long periods of time before going to the trouble,
risk and expense of terminating an employee—but the
fact of the matter is that your business will suffer if you
keep a bad hire for too long. Down the road, that wrong
decision can add up to lost customers, botched jobs, dents
in your reputation, and poor employee morale.

No one said hiring new employees was easy. It’s not. But
the next time you decide your company needs to fill a va-
cancy, understand that you as an employer play as impor-
tant a role in the hiring process as the candidates
themselves.

info@grandrivercontracting.com

HANEY TRADING
7 Grand Ave. Kitchener, ON

519-744-3597

TRAILER RENTALS, OFFICE TRAILERS 
& STORAGE CONTAINERS.
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By Angela Pause

great hire is probably already
part of your extended network—your LinkedIn network that is.
Michael Lutzmann, marketing manager of Georgian Bay Fire &
Safety Ltd., is at home in the world of social media and network-
ing. He began using the online professional networking service
last year when he was searching for a sales representative for
his company. 

“We posted a job on LinkedIn for a sales rep in March and
we had 37 solid applicants reply,” said Lutzmann. “From there
we had 10 phone interviews, got it down to four in-person
interviews and hired one of them. The quality was just ex-
cellent. We could have easily hired all four people. Com-
pared to newspaper advertising or online job boards, this
was superior.”

Launched in California in 2003, LinkedIn is the
world’s largest professional networking site. It has be-
come a go-to resource for professional recruiters,
human resources managers and job seekers alike.
Today there are more than 225 million LinkedIn users
worldwide; 7 million of them are in Canada. Although
the primary goal of the site is to establish networks
(or connections), it was also designed to become a
place to seek and post career and business oppor-
tunities. Today only a fraction of the users on
LinkedIn are actively seeking new careers, but many
millions more have published a version of their re-
sume online to establish credibility and grow their
networks. 

Social media: 
connecting with 

QUALITY
candidates online

THESE DAYS, YOUR NEXT 
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Active versus passive candidates
At Walter Fedy, HR manager Victoria Campbell has used

LinkedIn for three years to find candidates for professional
positions within her organization. 

“LinkedIn is a very good tool to help to spread the
word,” she says. “It’s not the only source of our candidates
but for reaching the passive job seeker it has been quite
strong. ”

Passive job seekers are the hidden gems on LinkedIn.
In a 2011 survey of its users, LinkedIn discovered that 80
percent of people on the site who are working profession-
als are open to hearing about other job opportuni-
ties, even if they have started a new job recently.
These “passive job seekers” will, if in the
mood, click on a link to read about a job
posting and may progress to submit-
ting a resume, or contact the em-
ployer. This can be done in less than
15 minutes depending on how the
job posting is organized. 

Campbell’s philosophy is not to
use LinkedIn to approach people
who are already working at an-
other job, but she acknowledges
that when she posts a position avail-
able at her company on the network-
ing site, she will inevitability get resumes
from already employed people who are
passively seeking new opportunities. Those
are fair game if they approach her first, she says. 

Neither Lutzmann nor Campbell regularly use Twitter
to post job openings, but that may change in the future. Ac-
cording to Campbell, “you want to reach people on the
platform they are using.” If Twitter is where your potential
candidates are spending their time, then that’s the best
place to reach them. With the ability to link together Twit-
ter, Facebook and LinkedIn with one update, it’s possible
to reference a single job posting on all three sites. 

Targeted market
For the construction industry, LinkedIn has more value

for positions that are managerial or professional rather
than for sub trades or technicians. Lutzmann found that
advertising for a technician on LinkedIn did not work as
well as when he was looking for sales professional. Online
job boards such as Monster, Indeed, Workopolis and Myjob-
site are heavily used to advertise all levels of construction
jobs, and still form the bulk of active job seekers. But cross
posting on Twitter accounts, Facebook and LinkedIn are
all seen as part of the continuity of looking for good hires. 

In Ayr, Nichole Luis who is HR manager at the HC
Group of Companies, which includes HCTISS,

a new company that recruits health &
safety professionals and sustainability

experts for other organizations, uses
LinkedIn to help build the com-
pany’s database for future job
openings. 

“We feel the biggest benefit to
using social media as a recruiting
tool is the marketing our com-
pany receives through our added

connections,” says Luis. “Once we
are connected to one individual,

his or her connections are able to
see who we are and what we do. Con-

sequently, anybody interested in using us
to market their talents and abilities to com-

panies will contact us directly. This is where the
true value of using social media comes into play.” 

Luis takes full advantage of the ability to connect with
other people who may know of someone who isn’t on
LinkedIn or is not part of their network or groups. More
often than not, someone seeing a company’s job posting
will pass on the information to their own networks, which
increases exposure for the company. 
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Free services—for now
Lutzmann prefers to pay the $300 per job posting

and continues to use a free LinkedIn membership in-
stead of paying the monthly fees (starting at
$26/month) that provide enhanced services. Right now
he doesn’t see the value in purchasing the premium
upgrade, but that may change in the future. Because he
is a frequent and adept user of social media, Lutzman
has built an extensive connection network so many of
his connections see and share his job posting. More im-
portantly, because he has built up a brand presence,
the job postings are seen as both credible and desir-
able. It helps to build a brand presence online so po-
tential candidates can have the insight they need when
deciding to apply. 

A fully branded Facebook Career page is part of the
recruiting arsenal for large corporations worldwide, but
for smaller organizations with not much of a following
it is less important. Yet since most organizations are al-
ways looking for fresh content to post about their com-
pany, advertising a job posting on the Facebook page
makes sense. Potential hires also look to a company’s
Facebook page to see what kind of presence (if any)
the business has online. Keeping a Facebook page cur-
rent, along with any jobs opportunities, helps candi-
dates assess a company’s culture.  

Social media can also leverage the most valuable
source of quality candidates: employee referrals. A
savvy HR manager should use the company’s Face-
book, Twitter or LinkedIn page to let current employees
know that the company is looking to fill a position. An
employee happy with his employer will gladly refer
friends who may (or may not) be looking. Your next
great hire could very be a friend of a present employee.
Social media just makes it easier to get the word out
that your company is in a hiring mode. 

www.petrela.com

NOW AVAILABLE IN 4 X 4
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the GVCA invited members to par-
ticipate in the association’s first-ever salary and bene-
fits survey. The aim of the exercise was to determine
average salary and benefit levels of five key employees
in construction companies: site supervisors, project
managers, project coordinators, estimators and safety
officers. The survey also helped create a more com-
plete profile of GVCA member companies.

Results of the survey are confidential. Only those
who participated in the study were given copies of the
survey’s detailed findings. Broadly, however, the report
shows some interesting trends.

First, of the approximately 700 companies that are
GVCA members, more than 260 gave responses to the
survey. Association president Martha George is pleased
with that figure.

“When you take into consideration the fact that
GVCA as quite a few supplier and associate member
firms that are not structured in the same way as con-
tracting firms, and were therefore not suited to respond
to the survey, you’ll find that a significant proportion of
our contractor members responded.”

Second, most of the people who responded to the
survey held senior management positions within their
companies. Additionally, the survey gathered a good
mix of responses from across the industry. More than
one-third of responses came from general contracting
companies, while the trades, heavy construction and
multi-unit residential companies were also well repre-
sented.

Third, the survey uncovered detailed information
about average salaries for each of the five key employ-
ees studied. It also revealed data about average
bonuses, benefits and additional value adds (such as
company vehicles and paid expenses) for each role.

Finally, the survey showed detailed breakdowns of
the percentage of GVCA members who employ people
in the five key roles, how many of these people these
companies employ, how much these people are paid
and whether they receive bonuses (and how much).

For example: most GVCA member firms employ two
or fewer site supervisors. About half of those people
work on projects valued at less than $1 million and 80
percent receive bonuses for their work. Similarly, nearly
half of respondents employed one safety coordinator.
And more than half of those people receive bonuses
for their work.

If your company participated in the salary survey
and you would like to obtain a copy of the survey find-
ings, contact Martha George at the GVCA offices.

Survey says…
The GVCA undertook a detailed study of compensation and benefits 
packages paid by members to key employees. The findings of the 
GVCA’s salary survey are now available to companies that participated.

LAST SPRING,
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and bustle of developing a
business and bidding on work and winning work and ac-
tually building projects, some of the finer points of busi-
ness management can get overlooked. Construction
companies are particularly guilty of that omission. Our in-
dustry is so very project driven that sometimes it’s hard to
come out of the trees, survey the landscape and chart a
course out of the forest.

A human resources strategy is one of those elements of
business planning that sometimes falls by the wayside as
we’re planning work on the next project or even thinking
about long-term business development. Alas, for any com-
pany serious about growth and expansion and retaining
employees long term, it’s essential.

So what’s it all about?
As its name suggests, an HR strategy is a plan that will

guide decisions about your company’s future. It’s a docu-
ment that guides your thinking with regard to personnel
growth and expansion and which matches the objectives
of your company now and into the future. At a very basic
level, an HR strategy should include elements of three key
documents your company probably has already:

MISSION AND VISION STATEMENTS, which will help
you identify who you are as a company and where
you want to go.

AN ORGANIZATION CHART, which tells you who you’ll
need on board to get to where you want to go.

JOB DESCRIPTIONS, which identify the specific skills
and experience your people must have.

AMID ALL THE HUSTLE 

The importance 
of an HR 

How’s your HR strategy? You do have one, don’t you? If not, you should. 
It’s a key document that will help you decide who, why and when to hire next.
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The all-important job description
Why do such things matter? Because they help you

focus the hiring process. All too often business owners hire
when they no longer have the time or the expertise to do
all the work themselves. And when they do hire, they do
so out of convenience. How many times does a husband
bring his wife in to look after the business’s books? It’s a
quick and easy hire, and it doesn’t matter that she isn’t a
chartered accountant because QuickBooks is so easy to
use.

“Don’t go there,” warns Patricia Cutler of Hire Smart HR.
“Before you hire anyone, consult your HR strategy. Does
that person fit the skills and experience you need to get
your business to where it needs to go? If the answer is no,
don’t hire. That way lies misery.”

Keith Martin of Cambridge’s H.M. Advisors says job de-
scriptions perform other important functions. First they 

ensure that jobs that are often left behind in construc-
tion—such as marketing, human resources and health and
safety—are accounted for. They also lend credibility to an
organization.

“The more professional engineers and certified project
managers you can bring on board, the more your clients
and peers see that you’re serious about pursuing market
share.”

Lest you think that job descriptions are just for the start-
up company, consider how they can play important roles
in established businesses too. Job descriptions are meas-
uring sticks against which employee performance can be
measured. Every employee wants to grow and advance.
That’s human nature. A job description helps you as an em-
ployer objectively identify how people are performing
against expectations and gives you the opportunity to in-
troduce more training and responsibilities where such
bonuses are warranted.

ACL Steel's Craig Seibel and Lindsay Doerr are the next generation of the company's leaders. Lindsay in particular is closely 
involved with developing, implementing and refining the business's HR strategy.
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ACL Steel makes a habit of reviewing job descriptions
regularly. Human resources manager Lindsay Doerr says
the company is mindful to create descriptions that are well
targeted and to broaden scopes of work as ACL Steel’s
needs change.

“We also use our HR strategy to look down the road and
consider what we’ll need in term of human resources in
the near and medium terms,” she says. “For example, we
have several people who have worked with us for 20 and
30 years and who are approaching retirement. Our HR
strategy needs to consider what we’ll do to replace those
people when they leave us.”

Digging deeper: customization
As your company grows and establishes its brand in the

market, it will want to hire employees to match. A slow,
steady civil engineering company, for example, seldom has
its eyes on the same kind of person as a young and fresh
homebuilder. Build your HR strategy to match your brand
so that you’re presenting and advertising for careers in
places where the people you want to hire will look.

Developing the strategy
Building an HR strategy doesn’t have to be difficult. But

it does have to be a focused process. In the early days of
your business, it may be enough to simply understand your
needs and goals at a high level and to articulate such an
approach with other key staff members. Small and
medium-sized companies in particular will fall back on
creating family-like cultures and finding ways to identify
and retain good employees.

As the company grows and develops, written docu-
ments should be drafted and refined. Think about strate-
gies for each company’s department to further zoom in on
the elements that matter most.

And if you feel you’re in over your head developing
such a plan, Doerr suggests you fall back on support from
a Certified Human Resources Professional. A certified con-
sultant can help you grow and develop resources such as
an HR strategy.

In the end, time spent creating an HR strategy is time
well invested. A clear, well articulated HR strategy can
boost customer satisfaction, product quality, employee re-
tention and team morale, and ultimately raise revenues.
And isn’t that what anyone in business wants?
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Delta Elevator Co Ltd
(519) 745-5789
1-800-265-6348

www.delta-elevator.com
Email: sales@delta-elevator.com

Integrity, Service & Quality Since 1967
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MRL Elevators
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Service & Maintenance
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construction can be a tough busi-
ness. It attracts people from all walks of life who are ex-
pected to join up at a moment’s notice to achieve a
common goal. And on the vast majority of projects, every-
one plays nice in the sandbox. But what happens when
things go wrong? When a misspoken word—or a delib-
erate slur—is hurled across the jobsite or the office in the
heat of the moment? Then you as an employer have a
problem on your hands. In this day and age where peo-
ple’s emotions are treated with far more sensitivity than
they perhaps were a generation ago, it’s not enough to
simply chalk up an intense back-and-forth session to
“boys being boys” and let it go. Deeper action is required.

Respect in the workplace is all about freedom from
bullying, harassment and violence. And while it might not
be a human right as described in the Charter of Rights
and Freedoms, in this province at least, it’s enshrined in
law. In June 2010, the Ontario government passed an
amendment to its Occupational Health and Safety Act
(OHSA) that strengthened protections for workers from
workplace violence and addressed issues of workplace
harassment. Additionally, Bill 168 as it was then known,
offered clear descriptions of the kinds of things that
made up workplace violence and harassment and de-
scribed new duties incumbent on employers to promote
more harmonious workplaces.

on the jobsite (and in the office)

LET’S FACE IT: 

RESPECT 

What you must do (and what you should do)
to create a harmonious workplace.
Eastforest Homes' Joanne Amyot, Alison Gaspar and Megan Sprason understand and promote the idea that respect in the workplace begins at the top. That's why 

the company sets and reviews its policies and programs relating to Bill 168 regularly, and makes sure everyone lives up to such high professional standards.
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Ellaline Davies is the presi-
dent of Safety Works Consult-
ing Inc. and the GVCA’s Safety
Group facilitator. One of the
modules she facilitates at the
Safety Group focuses on the
OHSA’s new anti-workplace vi-
olence and harassment re-
quirements. She encourages
employers to get the required
policies and programs in place
to ensure companies are pro-
tected in the event that harass-
ment or violence occurs on
the worksite.

“Obviously employers have
a legal obligation to do these
things, but they also have a
moral reason to do so,” she
says. “How can you address a
potentially serious issue such
as harassment in the work-
place properly without having
procedures in place to investi-
gate and discipline? These
days, the notion of an accept-
able comment is no longer a
universal idea. You as an em-
ployer cannot afford to ignore
anything that could be con-
strued as harassment.”

Obligations under Bill 168
don’t have to be onerous. Ac-
cording to the Ministry of
Labour, a policy and program
should touch on four ele-
ments: recognizing harass-
ment, assessing it, controlling it
and follow up through moni-
toring and evaluation.

Frank Carere is a senior part-
ner with Madorin, Snyder LLP, a
Kitchener-based, GVCA-mem-
ber law firm that specializes in
a number of disciplines, in-
cluding construction law and
labour and employment law.
He advises that employers take
the time to properly build their
own policies and programs as
opposed to modifying tem-
plates from the Internet that
may be far too onerous for
their needs.
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He also suggests that the policies and programs re-
quired under Bill 168 can actually be more of a help than
a hindrance to companies. For one, he says, they force
companies to follow step-by-step procedures to identifying
and resolving conflicts in the workplace. For another, it’s
far easier for an employer to support the decision to dis-
cipline an employee if the policies and programs required
by Bill 168 are followed and documented.

“The amendments Bill 168 makes to the Occupational
Health and Safety Act oblige employers to set fair and rea-
sonable penalties for harassment and violence in the
workplace,” he says. “Once you get to the bottom of an
issue by investigating all the facts, you’ve got grounds to
discipline an employee for violations of the OHSA all the
way up to termination for cause.”

Of course, termination or other forms of formal disci-
pline don’t always have to be the solutions to such inci-
dents. One-time occurrences might easily be solved with
a sincere apology from the aggressor, an acceptance by
the victim and ongoing monitoring by the employer.
Chronic or more serious issues may require outside inter-
vention by a professional mediator.

Building a culture of respect
Comprehensive as Bill 168 is, your goal as an employer

should be to work to prevent incidents of harassment and
violence from occurring in the first place, rather than de-
fending against them as and when they happen. And at
least two GVCA member firms routinely preach such a
proactive approach.

ACL Steel, for example, has built its anti-harassment and
anti-violence policies and programs into its new-employee
orientation sessions and its regular shop safety talks. The
aim, says human resources manager Lindsay Doerr, is to
communicate as clearly as possible to employees the com-
pany’s expectations of its workers, and what its workers
can expect from the company.

“We start by making sure everyone stands on common
ground,” she says. “That’s why we begin with employee ori-
entation and remind people of our policies during our
safety talks. And then we build on those ideas. By support-
ing workers with help from their peers or from outside re-
sources if they have problems, or by surveying employees
regularly about what makes them stressed at work, or by
building a climate of being your brother’s keeper and look-
ing out for one another if you see or hear something’s
wrong.”

For ACL Steel, the policies and programs required to
promote health and safety—including those about harass-
ment and violence—can’t just sit on a shelf once they’re
drafted. They’ve got to be revisited and refined if the com-
pany is to continue to offer an exceptional, safe and trou-
ble-free place to work.

Alison Gaspar is a human resources specialist with East-
forest Homes Ltd. She also believes that a climate of re-
spect in the workplace begins with the company itself.

“When it comes to developing the corporate culture in
any business, leadership comes from the top,” she says. “Ex-
ecutives set expectations and decide the nature of the
companies they run. A commitment to create a positive
work environment begins with its leaders and permeates
down through the organization.”

As one of the region’s larger homebuilders, Eastforest
has the resources to develop its own policies and pro-
grams relating to Bill 168 in house. The company maintains
one set of training modules for its workers and another for
supervisors and management. And just as ACL Steel does,
Eastforest keeps such documents current and communi-
cates their messages to employees regularly.

Conclusion
Building a culture of respect on the jobsite and in the

workplace is about more than following laws and drafting
policies. It’s about building an environment where people
genuinely care for one another and where differences of
opinions are respected. That’s not always an easy thing to
do, but it’s not impossible either.
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CFFB helps families 
get the most 
out of their businesses
The Centre for Family Business is an association dedicated to helping family
businesses manage their way through the everyday challenges of running 
companies and the particular challenges of working with relatives.

Left to right: Scott Higgins, Neil Aitchison, Joe Bartolo, Jeff Shantz, Mike Laurie and Brad Knowles 
are part of the team that sets the strategy direction of Melloul-Blamey.
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that construction is an industry
made up of family businesses. A
typical profile of a successful
family company starts with a
grandfather or a great grandfa-
ther who launches a modest
company. The business slowly
grows and changes as the
founder hands the company
down to his sons and daughters
who later pass on the business to
their children. 

The story of generations of
family members growing up in
and around a business is hardly
original, but anyone who has
worked in a family-run company
will tell you the challenges these
companies face sometimes are.
More than one family has fallen
apart—or grown stronger—as a
result of the ways it managed the
dynamics between siblings, par-
ents, children and in-laws in the
office as well as at home. Left to
fester, small issues that might
have been easy to handle if they
came from someone outside the
family can become huge prob-
lems, particularly when ques-
tions arise about one family
member’s commitment to the
business and access to his or her
share of the family legacy.

Happily, resources are avail-
able to help family businesses
manage their way through the
particular challenges that come
from working with loved ones. Enter the Centre for Family
Business (CFFB), a Waterloo-based association that for the
past 16 years has made its mission to support, educate and
energize family businesses.

“Each of our monthly breakfast meetings begins with a
story from one of our members,” says executive director
Dave Schnarr. “He or she is asked to say a few words about
the company’s struggles, successes and challenges, and
why it joined CFFB. The idea is to stimulate discussion
among the whole group about developments, to share
ideas and take away learning experiences from one an-
other.”

Today, 65 family-run companies from across the Grand
River Valley are members of CFFB. Member businesses
range in size from 10 employees to 500 and span the
broadest section of industries imaginable: manufacturing,
accounting, transport, agriculture, insurance, funeral serv-

ices—and yes, construction. Most members attend CFFB’s
monthly breakfast meetings to hear family business stories
and get advice from seminars run by local business ex-
perts.

“Some of our recent topics have touched on ideas
about how to attract new customers in the Google era and
how to communicate more effectively,” says Schnarr. “We
try to offer as much currency and insight as we can with
these seminars to ensure our members come away with
insightful ideas about how to grow their businesses.”

Roundtables: where the rubber hits the road
Useful as the seminars and member presentations are,

however, the real benefit for some to being a CFFB mem-
ber is the opportunity to participate in roundtable groups.
Separated from CFFB’s regular breakfast meetings, the as-
sociation’s six roundtable groups meet independent of

Jeff Heimpel and Jeff Shantz are both regular attendees of CFFB meetings
and roundtable sessions, and value the insight they take from those events.

THERE’S NO DENYING 
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rsarchitects.carsarchitects.ca

one another to delve deeper into the issues of signifi-
cance for their particular members.

Criteria for forming and joining a roundtable group
are strict. Usually no group has more than 10 members
and no two companies from the same industry may
share a group. Such an approach enables members to
speak freely not just about the particular challenges
their companies face, but also their plans for growth
and development. In so doing, members hope to ob-
tain input from their group colleagues to refine ideas.

Jeff Shantz, vice-president of project development
with Melloul-Blamey Construction, is an enthusiastic
roundtable participant. He has been since he joined
CFFB seven years ago. He appreciates the fact that the
group meetings are well structured and entirely fo-
cused on discussing business-development issues
raised by like-minded professionals.

“The purpose of our group’s program is to offer a
path to self-discovery,” he says. “Everyone here gets and
gives their honest, unbiased and utterly confidential
opinions on issues that affect the personal and profes-
sional lives of their group peers. We stick to that man-
date firmly and the eight of us who are members of
this roundtable group take real value from the time we
put in.”

Although not a member of the Melloul family by
bloodlines, Shantz is welcomed at CFFB for the senior
role he plays in the company. And as a business part-
ner, he’s just as keen on seeing the company reach its
full potential as any of his peers who share the family
name.

Clare Martin of Country Lane Builders and Home-
stead Woodworks is another GVCA member who at-
tends CFFB meetings. Martin joined CFFB eight years
ago on the recommendation of a client. Although he’s
not involved with the roundtable groups, he attends
the association’s monthly meetings and appreciates
the opportunity to gain insight from other members’
business stories.

“Our business is growing and moving through tran-
sitions, just like all the other members are,” he says. “It’s
helpful to me to take ideas from other members and
give back my own opinions, especially as our busi-
nesses start to consider the ways we’ll manage the
transition from the second generation of Martins to the
third.”

A unique local offering
Membership in CFFB is open to any business with

two or more family members who are working to-
gether or have previously worked together.

“Nowhere else can businesses in Southwestern On-
tario receive such specific, targeted and effective train-
ing,” says Schnarr. “CFFB gives family businesses the
tools they need to build healthy families and stronger
businesses in a competitive landscape.”
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www.knells.ca

wiegandsales@bellnet.ca

If your firm hasn’t already
booked an advertisement

with GVCA Journal
what are you waiting for?

BOOK TODAY!
Tel: 519-622-4822 ext. 27

The Official Publication of the 
Grand Valley Construction Association
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when Roy Steed and Denis
Evans founded their structures and heavy civil engineer-
ing company, Steed and Evans Limited (S&E), it would
seem natural as the engineers grew their business and
their families, their offspring would be groomed for suc-
cession. After all, this was how many construction-related
businesses operated at the time. Both Roy and Denis had
worked for family businesses before and they knew that
no matter how hard they worked, or how good they were,
the sons of these business owners were assured to take
over the companies, merit aside.

They didn’t want that for their own company. They
wanted the best people working with them, regardless of
bloodlines. They agreed both in principle and practice,
not to hire family for any job greater than a summer gig
between school years. It was a bold business decision in
those heady post-war boom years, one that would set the
tone for a series of carefully orchestrated and well exe-
cuted succession plans.

In 2013, the third generation of Steed and Evans em-

ployees are now at the helm, and the philosophy of en-
suring that ownership would always be with people who
had grown up with the business continues, says Malcolm
Matheson, president since 2004. 

The company always had an enlightened manage-
ment style. In the 1970s, Roy and Denis introduced a fully
vested pension plan for all salaried staff, which was an
innovative move at the time. Several years later, a profit-
sharing plan was implemented, increasing the employ-
ees’ sense of ownership, which would further boost
productivity and employee commitment. 

All about good people
Proving that good people are what makes any busi-

ness successful, Roy and Denis implemented their first
succession plan in 1989 when they offered a stock op-
tions plan to eight management employees. Four people
were offered shares quickly; another four more over a 10-
year period. Sharing risk and reward was a great incentive
for success. 

Steed and Evans Limited:

After 60 years in business, there’s a lot of pride on display at Steed and Evans Ltd. Angela Pause tells us why.

SIXTY YEARS AGO,

A people-first organization

60
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And there was reward. Roy and Denis were ambitious,
savvy civil engineers (University of Toronto ‘49 and ‘50)
who would go on to be inducted into the Ontario Road
Building Hall of Fame 55 years after starting their business.
When they began in 1953 they were building bridges, but
in the 1960s a series of acquisitions in Niagara and Dart-
mouth, Nova Scotia diversified them into a road construc-
tion, aggregates and hot-mix asphalt organization. By 1967,
a pivotal winter maintenance contract moved them from
a seasonal business to one that would allow them to be-
come one of the industry’s biggest players. At one point,
an area maintenance contract (AMC) with the Ministry of
Transportation saw them performing summer mainte-
nance, patrolling of the highways and winter plowing and
salting of 1,200 kilometers of highways from Strathroy to
Georgetown and Fergus to Port Dover. 

But everything changes. In 2012, S&E lost their bid to
renew the Ministry of Transportation 12-year contract, and
shut down their AMC division. Matheson and his team
have responded to this new business challenge by trans-
forming the former AMC division into the new Traffic Serv-
ices Division, which supplies the necessary equipment for
road closures during maintenance and construction. 

One-stop shopping is an advantage
Matheson says the loss of the AMC was significant and

a tight economy has lead to new challenges. But, he says,
S&E has a competitive advantage in that it offers cus-
tomers one-stop shopping. It has a broad range of in-
house capabilities that competitors don’t. He points to the
Ira Needles Boardwalk project, where S&E completed sig-
nificant work for the owners who saw the benefit of a sin-
gle point of contact instead of multiple project managers
from variety of trades. S&E is no stranger to adapting to
changing conditions. When a business no longer becomes
profitable, S&E moves on. Today Steed and Evans Limited
is comprised of a healthy mix of businesses including
Kitchener and Niagara construction (complete and re-
construction of city streets, roads and highways including
sewer and watermain installation) as well as Heidelberg
Aggregate, Heidelberg Asphalt, Cambridge Asphalt, Kitch-
ener Asphalt, Cross Country Concrete and the Witmer Pit. 

S&E is set to begin the $24-million grade separation 
project at Weber and Victoria, which is expected to be a
two-year long stint. The light rail transit project in Kitchener-
Waterloo will see plenty more work for S&E as under-
ground utilities will have to be shifted during construction.

60
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Growing up in the business
Matheson, who participated in a planned seven-year

long buyout in 1996, along with Brian Barrett and Walter
Nudyk, has been with the company since 1981. In that
buyout, they purchased the construction, materials and
road maintenance business and retained the name Steed
and Evans Limited. Roy and Denis, with their newly
named Steed & Evans Holdings Inc, retained the other
businesses including the Peninsula Lakes Golf Course. In
2006, Barrett withdrew from day-to-day operations, giving
way for the third planned succession that now included
Paul Sousa and Jim Hurst, along with Matheson. “We have
guys who grew up in the business, now owning the busi-
ness,” says Matheson. The tradition of not employing fam-
ily except for summer employment continues. 

Health and safety expertise
One of the driving forces behind Steed and Evans suc-

cess was the deliberate and concentrated effort on hav-
ing the industry’s highest level of health and safety
standards, says Matheson. From the very start, keeping
workers safe was the company’s number one goal. In
1963, Roy Steed was elected president of the then Con-
struction Safety Association of Ontario. To this day, every
single incident report is examined by Matheson and the
vice president, where it is tracked and examined for
trends that can be addressed. 

“Safety is a top down initiative, and always has been
here,” said Matheson. “Safety costs money, which we gladly
invest. It’s not any one thing to keep people safe, it’s a lot
of little things that add up.” To stay at the forefront of
health and safety,  S&E has joined the Certificate of

60
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Recognition program, an initiative brought to Ontario by the
Infrastructure Health & Safety Association and which sets
high standards and regular audits for health and safety sys-
tems and performance. The company’s investment in safety
is regularly acknowledged with a steady stream of safety
awards from the industry. 

S&E also has a deeply ingrained philanthropic culture,
and is a generous contributor to the community. They are sig-
nificant participants in the Ride For Dad (to raise money for
prostate cancer research) and support many other charita-
ble organizations such as Lutherwood. In 2012, S&E con-
tributed $150,000 to Conestoga College’s new Construction
Materials Testing Lab. Matheson says the company has a long-
standing relationship with the college. Many of S&E’s salaried
employees and managers are graduates, or even students. 

Contributing to the industry is part of the corporate cul-
ture. In 1961 Roy Steed served as president of the Ontario

Road Builders Association (ORBA), making him the
youngest president ORBA’s history. Twenty-three years later,
Denis Evans was elected president of the association, as later
would both Brian Barrett and Jim Hurst. The management
team at S&E continues with their intense involvement with
the industry sitting on numerous boards and program advi-
sory councils. 

But what Matheson says makes Steed and Evans so suc-
cessful is that everyone working there (approximately 220
full time equivalent employees, with more than 400 on the
payroll) has a deep pride in his or her workmanship. 

“Company pride is not something you can mandate. You
have to build it, and it’s a lot of little things that do it,” he says.
Steed and Evans regularly hosts visits to its Heidelberg Ag-
gregate site from local elementary schools as part of the cur-
riculum. “The kids love it,” he says. It’s obvious that Matheson
does, too.

60
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of last fall’s educational tour to Berlin,
the GVCA wasted no time arranging a second excursion. Planned for
November 2014, the association invites members to join them on an 
architectural tour of Dubai and Abu Dhabi.

FRESH OFF THE SUCCESS 

DubaiThe GVCA’s going to 
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still being finalized at this
point, the tour will last approximately seven days. The group
will arrive in Dubai and spend a day acclimatizing themselves
not only to the time zone, but also the local customs. At the
beginning of the tour, guests will stay at the Fairmont The
Palm, Dubai. As its name suggests, the hotel is located on the
world famous man-made, palm shaped island situated in the
Arabian Gulf.

The tour begins in earnest on day two with an afternoon
orientation tour of Dubai where guests will drive down the
beach road and pass notable sights such as the Burj Al Arab
(the world famous sailboat-shaped building), the Dubai Port,
the Dubai Mall and the Mall of the Emirates.

The architectural tour continues the following day with a
visit to some of the emirate’s more iconic structures, such as
the Jumeirah Mosque (one of the most famous of its kind in
Dubai) the Burj Khalifa (the tallest building the world) and
the Mall of the Emirates, known for its indoor ski hill. 

On day five, guests will depart Dubai for Abu Dhabi, the
capital of the United Arab Emirates. There, they will have an
opportunity to see some of the most famous and important
buildings in the UAE before arriving at the Bab al Shams
Desert Resort. That night, the hosts will stage a 1,000 Arabian
Nights evening that features belly danc-
ing, Henna painters, live Arabic

bands and a selection of the best local cuisines.
Day six sees a return to the Fairmont The Palm, Dubai and

winds up with a free day where guests are invited to play
golf, enjoy the hotel spa or even go on a desert safari to a
Bedouin camp. The night—and the trip—ends with a
farewell cocktail reception at the hotel.

“Guests are going to see a wonderful mix of everything
Dubai and the UAE has to offer,” says Liliane Leger of IQ Busi-
ness Events, the group that is coordinating the trip on behalf
of GVCA. “Until 25 years ago, this was a very nomadic part of
the world, so expect to see traditional gold and spice markets
and industries such as pearl fishing. And when you balance
Dubai’s traditional elements with its ultra-modern, ultra-rich
industries, you get a truly unique and remarkable experi-
ence.”

Stay tuned for 
further details.

ALTHOUGH DATES ARE 
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AROUNDGVCA

ONLINE EDUCATION 
& SAFETY TRAINING
Introduction to Construction Estimating
*Earn 2 Gold Seal Credits

Introduction to Building Information Modeling (BIM)
*Earn 1 Gold Seal Credit

First Level Supervisor Training Program
*Earn 5 Gold Seal Credits

Communication, Negotiation, Conflict Resolution
*Earn 2 Gold Seal credits

Construction Project Management
*Earn 3 Gold Seal Credits

Construction Law
*Earn 2 Gold Seal Credits

National Construction Safety Awareness
*Earn 2 Gold Seal Credits

Confined Spaces Safety Awareness
*Earn 1 Gold Seal Credit

Pipeline Construction Safety Training

GVCA social calendar — Summer 2013

FALL EDUCATION

October 1  Construction Lien Act Presentation

October 2  Microsoft Project for Construction

October 17  Microsoft Excel for Construction (Novice)

October 29  Human Resources Overview: 

Steering the Organization Away from Trouble

November 7  Social Networking for Construction

4 part Construction Financial Series:

September 18  Making Sense of Financial Information

October 9  Basic Budgeting

November 6  Job Costing

November 27  Managing Changes and Extras
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August 15  
Leaders in Construction Golf Day

August 28 
Women in Construction 

Golf Tournament

September 12
Leaders in Construction 

Technology Seminar & BBQ

September 12
GVCA Open House.

September 25
Ball Construction invites all GVCA

members to attend a special evening

with speaker Dave Farrow Memory

Specialist in celebration of their 90th

Anniversary. Registration is $25 per

person and all proceeds go to 

Conestoga College Building Fund.

Event will be held at Conestoga 

College campus.

September 27-29
GVCA Annual Hockey Tournament 

at Conestoga College Icerink.

October 11 
Oktoberfest Corporate night 

at the Concordia Club.
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erica.tennembaum@rbc.com
www.ericatennenbaum.com
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Journal
Grand Valley’s newest big thing
The GVCA Journal is the official publication of the Grand Valley Construction Association and an important
source of news and information for 1,300 of southwestern Ontario’s most prominent infrastructure buyers,
designers and builders.

A small, yet vital audience
A total of 1,300 copies of each issue of the GVCA Journal are printed and distributed to readers across Central
Ontario. Of that total, approximately 680 recipients are GVCA-member firms. The remaining subscription
base comprises local architects and engineers as well as procurement officers and key decision-makers from
private- and public-sector agencies. The publication is also available online at www.gvca.org

Timely news and information. Valuable insight.
Each issue of the GVCA Journal features insightful articles on news and trends that affect our members every
day. From legislation to bonding and human resources to member profiles, we cover a wide range of topics
to educate and inform. And regular readers know to look for recurring features on finance and the law.

Be seen. Support your association.
By advertising in the GVCA Journal, your firm benefits from direct exposure to buyers and builders in one of
Central Ontario’s fastest growing construction markets. Moreover, your advertising dollars go directly to 
support the GVCA magazine on a cost-recovery basis, and your firm raises its profile in the community.

We are the voice of non-residential construction in Grand River Valley
Founded in 1974, the Grand Valley Construction Association provides resources, information and educational
opportunities for its members in the construction (and related) industries in the counties of Brant, Dufferin,
Grey and Wellington; the districts of Norfolk and Haldiman; and the Regional Municipality of Waterloo.

Combined, the 680 member firms who comprise the Grand Valley Construction Association build more than
90 percent of the $1.5 billion worth of non-residential construction activity in our market.

If your firm hasn’t already booked an advertisement 
with GVCA Journal what are you waiting for?

BOOK TODAY! 
Reserve your space today for as little as $300 per issue.

Tel: 519-622-4822 ext. 27
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www.tricountyfilms.com
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