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entrePreneUrs 
First 
All The righT SignS  
—
Joel Pinel endured refusals, 
disappointments and failures before finally 
hitting on a business that would reward his 
drive and ambition. Pinel’s idea to take that 
business to the next level won him the  
2013 BdC Young entrepreneur award.

04 
UP Front 
—
Are you reAPing The  
Full BeneFiTS oF your  
Tech inveSTmenTS?

mAnAgemenT TiP:  
The numBerS gAme 

Time mAnAgemenT SecreTS 

PiTch PerFecT: hoW To  
imPreSS A Foreign cuSTomer

 19 
in his own words 
cATering To A SoPhiSTicATeD 
clienTele  
—
More than 100 years after his great  
grandfather founded a general store in 
Montreal, the business is still in the hands 
of BernArD SAureTTe Jr.’s family. But 
everything has changed. he has reinvented  
it as a high-end caterer, serving 650 events  
per year and more than 120 corporate clients.

08
CoVer storY 
online SAleS Surge  
— 
a focused approach to online sales is 
paying big dividends for business partners 
Murray wall and Lynn soucie and their 
BeDDingTon’S BeD AnD BATh chain 
of stores. Learn how your business can make 
the most of the e-commerce revolution.

 12 
FeatUre storY 
mADe in cAnADA 
—
FlAir FleXiBle PAcKAging has 
grown from a small operation in the home 
of President Young so into an international 
player in plastic food packaging. Flair is the 
kind of company that’s creating a surprisingly 
bright future for Canadian manufacturing.
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A neW KinD oF mAnuFAcTurer  
TAKeS on The WorlD  BY DON mACDONALD

CANADA’S MANUFACTURING SECTOR IS  
REBOUNDING AFTER A DIFFICULT DECADE. 
YOUNG SO’S FLAIR FLEXIBLE PACKAGING IS  
THE KIND OF INTERNATIONALLY COMPETITIVE 
COMPANY THAT HAS A BRIGHT FUTURE IN  
TODAY’S GLOBAL ECONOMY.

fEATuRE

mADe in  
cAnADA
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younG So
President  /  FLair FLeXiBLe PaCKaging

  that’s why Flair Flexible Packaging employs 
seven professional packaging engineers and 
has spent more than $1.5 million on a r&d 
laboratory at its Calgary plant. Last year,  
Flair sold more than 15,000 tonnes of flexible 
packaging—bags and pouches—to food 
companies, including such giants as  
hershey’s, smucker Foods and jack Links.
  “we are essentially an engineering firm,” 
says Young so, President of Flair Flexible 
Packaging. “we offer global packaging  
technology to customers in north america 
and south america.” 
  in the early 1990s, so was working  
for a Calgary food broker when he noticed  
a growing and under-served market for 
multi-layer flexible plastic packaging. in 1992, 
he began Flair in his Calgary home with just 
one employee, importing film and bags for 
food packaging from south Korea. 
  By 2012, sales had hit $80 million, double 
their 2008 level. Flair now employs 150, 
including 90 in Calgary. two years ago, the 
company opened a new manufacturing plant 
in houston, texas, to supply its growing  
business in Latin america. it also has  
distribution centres in wisconsin and  
washington state, as well as an operation  
in south Korea responsible for quality  
control for products made for Flair.
  so, who emigrated from south Korea 
with his family when he was 13, recognized 
early on that the Canadian market couldn’t 
provide enough growth for Flair over the 
long run. that’s why he opened the  
distribution centre in Vancouver, washington, 
the year after he started the company.
  Flair, a client of BdC Financing, is an  
outstanding example of a new breed of  
Canadian manufacturers—companies that  
are linked to global supply chains and able  
to compete in international markets based  
on their innovative products.
  BdC Chief economist Pierre Cléroux 
says Canadian manufacturing is far from a 
sunset sector. in fact, he says, the future is 

any supermarkets have more than 
40,000 items on their shelves, each 
vying for shoppers’ attention and 

dollars. the competition is such that 90%  
of all new food products in the U.s. will fail  
in the first year, according to nielsen.
  so it’s important for food packaging to 
entice consumers with vibrant, inviting images. 
But it has to do much more than that. it also 
has to keep what’s inside the package safe and 
tasty through rigorous distribution processes 
and a lengthy shelf life.
  to do the job, today’s packaging requires 
a sophisticated mix of design, chemistry and 
printing to meet the exacting demands of 
food companies. 

bright for companies that have survived  
a painful decade of adjustment and are  
now ready to benefit from powerful trends  
favouring Canadian manufacturers.
  in the early 2000s, the manufacturing  
sector was rocked by the rapid appreciation 
of the Canadian dollar, which made its 
products more expensive for foreign buyers. 
then, it was dealt another blow by the 
financial crisis and recession that began in 
2008 and was particularly serious in the U.s., 
Canada’s no. 1 export market.
  By last year, manufacturing represented 
just 11% of Canada’s economic output,  
down from 17% in 2002. employment had 
dropped to 1.8 million workers in 2012  
from 2.3 million in 2002.
  the good news is that survivors have 
emerged leaner and better equipped to 
compete, Cléroux says. But it’s not just  
the companies that have changed. he has  
identified four trends in the world economy 
that are creating new opportunities for  
Canadian manufacturers.

  Global value chains  —Companies are  
buying components from around the world. 
“even in China, 40% of their inputs are  
coming from outside China,” Cléroux notes. 

  a new middle class—economic growth 
in developing countries is creating a new  
middle class that will be 1 billion strong  
by 2030. this army of consumers is hungry 
for products and has the money to pay  
for them.

  More technology—Manufacturers  
are using more technology and automation  
to improve processes and products. “You  
see fewer blue-collar workers and more  
computer screens and robots,” Cléroux says.

  a narrowing cost gap—Costs are 
on the rise in China and other developing 
countries. this trend, combined with more 
efficient Canadian factories, means it’s more 
attractive to keep production at home.
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i’M interested in BUiLding  
a shiP that Can saiL throUgh  

anY Kind oF storM.

  now it’s up to manufacturers to take 
advantage of these trends, Cléroux says.  
(see page 15.)
  Cléroux and jayson Myers, President  
of Canadian Manufacturers & exporters, 
agree that manufacturers have already  
learned a lot about how to compete.
  For example, they are offering more 
services to help customers make the most of 
their products. and their operations are not 
only more high-tech but also more flexible, 
allowing them to produce smaller batches  
and offer more variety and customization.
  But change costs money, and that’s where 
many companies are feeling the pinch coming 
out of a difficult decade, Myers says.
  “a lot of companies are asking, ‘where 
are we going to get the financing for the 
investments in technology, equipment and  
innovation?’ and, of course, that’s where 
BdC plays an important role,” Myers says. 
“at the same time, they’ve had to figure out 
how to improve efficiencies and generate  
more cash flow. and that’s where lean 
manufacturing is critical.”
  in Calgary, Flair is positioned to benefit 
from the trends identified by Cléroux. it 
designs packaging for clients all the way from 
plastic composition to graphics. it then sends 
the specifications to south Korea, where  
suppliers are equipped to produce  
sophisticated plastic film and apply high- 
quality images with rotogravure presses.
  Flair brings the film to north america, 
where it cuts and forms it into various styles of 

bags, finishing them with key parts, such as zip 
locks from the U.s., valves from switzerland 
and other attachments from europe.
  “we service all sizes of companies,”  
so says. “But our main target is the mid-sized 
companies that need to improve their  
packaging to compete against larger players.”
  Customer standards are high because 
packaging is an essential part of a food com-
pany’s production and in-store presentation. 
Customers are demanding not only about 
quality but also about delivery, given the  
requirements of just-in-time inventory systems. 

  “our company has spent  
a great deal of money and  
resources keeping to our 
terms, our delivery expecta-
tions,” so says. “we spend 
hundreds of thousands of  
dollars on air shipping just so 
we look after our customers. 
that has been one of the  
critical aspects of building the 
business with customers’ trust.”
  Flair still has lots of growth  
ahead, so says. it’s moving  
into branded packaging,  
starting with a product called  
titanium that’s ideal for  
large rice bags. the bags are  
engineered to have several  

advantages over traditional paper bags,  
making them difficult for competitors to 
match. the company also plans to begin  
producing its own proprietary film for its 
branded products in the near future.
  so also wants to expand further into 
south america, building on momentum  
that’s taken the company as far as Venezuela.
  “i’m a believer that if the concept and the 
platform are strong, the dollars will follow,” he 
says. “i’m interested in building a ship that can 
sail through any kind of storm. For me that’s 
the fun, the sense of accomplishment.” 
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01  Join GloBal Value cHainS 
Think of how an airplane is made—
parts from around the world are 
assembled into a finished product. 
canadian manufacturers should seek 
to supply multinational corporations—
not only in north America but also 
on other continents. on the other 
side, they should buy from top global  
suppliers to make their products 
more competitive.

02  ProDuce More Value 
move from being a maker of parts  
to being an integrator that designs  
and assembles finished products  
or systems. As well, offer more 
services. instead of selling a product, 
sell a system including advice, design, 
installation and maintenance. “instead 
of selling you an air conditioner, i’m 
selling you the service of providing you 
with air conditioning,” says BDc chief 
economist Pierre cléroux.

03  exPlore eMerGinG MarKeTS 
growth rates have slowed in north 
America and europe, and that means 
future growth opportunities for many 
manufacturers will lie in developing 
countries in Asia, latin America and 
elsewhere. There is a burgeoning  
middle class in these regions, creating 
a booming market for goods.

HOW CANADIAN  
mANufACTuRERS CAN 
COmpETE GLOBALLY


