
Backbone's mission
Backbone is a business magazine that examines how technology is used to accelerate Canadian 

business. We keep our readers up to date on new ideas, trends and innovations in the technology  

world, and deliver information that is relevant and useful for the day-to-day operation of Canadian 

companies of all sizes. 

In addition to our core focus on practical business insights, Backbone also delivers timely and interesting 

lifestyle stories. In many cases, as technology changes your business, it also changes your lifestyle. 

Backbone also enhances the audience’s experience through alternate media platforms (found below), 

and provides our clients with many new and effective ways to showcase their products and services.

Backbone’s Web site

BackboneTV - Web casts 

Bulk subscription alliances

Industry association alliances

Contests and surveys

Blogs and RSS feeds

Custom supplements

Web 2.0 capabilities

Event sponsorships

Digital magazines

Industry portals

Gadget reviews

Awards shows

Tech careers

Round tables

eNewsletters

Twitter Feed

LinkedIn Group
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Definition

Wiki: (from Wikipedia) a Web site that allows visitors to add, remove, edit and 

change content, typically without the need for registration. It also allows for 

linking among any number of pages. This ease of interaction and operation 

makes a wiki an effective tool for mass collaborative authoring. The term wiki 

also can refer to the collaborative software itself (wiki engine) that facilitates the 

operation of such a site. 

C OV E R  S T O R Y

Wiki workplace
Unleash ing  the  power  o f  human cap i ta l

B Y  D O N  T A P S C O T T  A N D  A N T H O N Y  D .  W I L L I A M S

Electronics retailer Best Buy continues to crush its competition. 
Already North America’s largest consumer electronics seller, the 
profitable company plans to open more than 100 new stores this 
year, while ailing competitors such as Circuit City are shutting 
locations. A primary reason for Best Buy’s success is CEO Brad 
Anderson’s campaign to “unleash the power of human capital” 
within the company by relying on its store managers and front-
line employees to know best how to satisfy customers.

Until recently, the company’s selling strategies relied heavily 
on market researchers at head office pondering the entrails of sales 
and demographic data. Today the company believes store manag-
ers and associates know customer habits, wants and frustrations 
more intimately than market research statistics could ever reveal. 

Best Buy management now looks for innovation at the store level, 
asking general managers to fine-tune the company’s broad-brush 
thinking for the local market. To stimulate their thinking, store 
managers go online to brainstorm and swap experiences with one 
another. In the retail realm, this is radical. But management credits 
the new strategy for enabling Best Buy to beat its competitors in the 
intensely competitive consumer electronics marketplace.

Just as new information and communication technologies are 
transforming media, culture and the economy, they are also re-
shaping the way many companies and employees function. New 
social computing tools such as wikis, blogs and digital brain-

storms put unprecedented communications power in the hands 
of employees. The result is a revolution in what leading-edge com -
panies expect when they ask employees to collaborate.

As a result, the nature of work is changing. It is increasingly 
team-based and collaborative, cutting across the organizational 
silos and bureaucratic structures of the 20th century corporation. 
Effective employees have more social skills, are smarter at using 
technology and are more mobile. Many employees are given more 
autonomy to decide how and where they want to work. A growing 
number of firms are decentralizing their decision-making func-
tion, communicating in a peer-to-peer fashion and embracing new 
social computing technologies that empower employees to commu -
nicate easily and openly with people inside and outside the firm.

C o l l a b o r a t i o n  2 . 0
Only five years ago, many business executives heaved a sigh of 
relief when the dot-coms crashed, thinking the threat from the 
Internet had evaporated. The dot-com boom was predicated on a 
nascent technology that had, in 1995, relatively limited economic 
reach. And as with most big innovations throughout history, there 
was a speculative bubble and crash. But the next stage — the one 
we’re entering now — is when the technology comes of age and 
new business models come to fruition. 

There are many names for this: Web 2.0, the living Web, 
the Hypernet, the active Web, the read/write Web. Call it what 
you like — this ain’t your big sister’s Internet. The old Web was 
about sites, clicks and “eyeballs.” In some ways it resembled the 
old broadcast media more than today’s new collaborative Web. 
As users and computing power multiply and easy-to-use tools 
proliferate, the Internet is evolving into a global, living networked 
computer that everyone can program. 

Software such as wikis and blogs are proving popular in the 
corporate world because they help employees work with more 
people, in more regions of the world, with less hassle and more 
enjoyment than earlier generations of workplace technology. The 
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What a difference 19 years can make, es-
pecially when those years bridge a tran-
sition from analogue to digital data. In 
1983, the Interactive Unit of the British 
Broadcasting Corp. (formed to explore the 
new world of digital multimedia) decided 
to create an interactive electronic ver-
sion of the original Domesday Book. King 
William I had compiled the book, the first 
broad survey of English life, in 1086. The 
BBC engaged schools around the country 
to explore and document 12,000 blocks 
of land. It collected thousands of photo, 
text and video entries and stored them 
in part analogue and part digital format 
on Philips Laserdiscs—12-inch monsters 
that were one of the first optical storage 
media available.

But in 2002, the U.K.’s National 
Archives began to worry about how to 
preserve the project. The BBC Micro 

computer (the platform for which the 
user interface had been written) was rap-
idly becoming obsolete; the user interface 
was proprietary and written in the BCPL 
computer language, and Laserdiscs were 
essentially dead, meaning players were 
becoming less available. Without play-
ers, it would be impossible to transfer the 
data to a new machine. If conditions had 
degraded this badly in just those years, 
who knows how readable the project files 
would be in 20 years, or 50? The data 
produced by the project could soon be-
come unreadable.

O l d  b e f o r e  i t s  t i m e
We are producing more data than ever 
before. The School of Information 
Management and Systems at UC Berkeley 
estimated the world produced approxi-
mately five exabytes of new information 

in 2002, or about 800MB per person. In 
1999, the figure was between one and two 
exabytes. Preservation of that data is of 
considerable concern to archivists, who 
worry we are entering a digital dark age. 

“The biggest problem with digital 
data preservation is people don’t think it’s 
a problem. 

“But then if you ask them whether 
they can access their first digital files, 
they say no and don’t connect the two 
questions,” said Alexander Rose, ex-
ecutive director of the Long Now 
Foundation, an organization promot-
ing long-term thinking. “People have 
said that the computer age is moving so 
quickly that it isn’t even required to know 
its own history. It’s one of the few things 
we’ve seen that does that.”

People only begin to realize the ex-
tent of the problem when negative stories 

C OV E R  S T O R Y

A NEW DARK AGE
What  happens  when 
our  da ta  i s  no  longer 

r eadab le? 

 • MARCH/APRIL 2005 MARCH/APRIL 2005 • 

B Y  P E T E R  W O L C H A K

BACKBONE: It seems that IP, which is 
an old technology, has really exploded 
onto the scene in the last few years. Is it 
possible to look at IP and identify one 
overarching trend or development that is 
especially significant?
MATTHEWS: Yes, and that is, there is 

no one killer app. When you think about 
new networking paradigms, which is 
what broadband really brought, you real-
ize two things. The first is the ubiquity 
of low-cost broadband, low-cost tech-
niques that give you massive amounts 
of bandwidth. Then you add to that the 

ubiquitous nature of IP — an always on, 
always connected environment — and 
you have an incredible change in the 
nature of networks worldwide.

In fact, IP, and in particular broad-
band, creates a killer environment for solu-
tions and applications. But a killer app is 

    TERRY 
MATTHEWS

THE CEO OF MITEL,  AND SO MANY OTHER COMPANIES, 
HAS A LOT TO SAY,  BUT IT COMES DOWN TO THIS:  

TAKE A LOOK AT IP.  NOW

Trying to keep up 

If you are ever offered the chance to interview Terry Matthews, 
here are two pieces of advice. First, accept the offer. Chatting with 
Matthews is an adventure. He has a mercurial sense of topic, jump-
ing from one idea or breakthrough to the next as he flips through an 
extensive bank of business and tech experiences. 

Second, don’t begin your first question with “In researching your 
career and your company…” because he will quite rightly interrupt 
you and ask, “Which company?”

Now, you’ve done your homework and you know Matthews has 
founded many firms over the years, so you reply, “Good question; all 
of them but mostly Mitel.”

And he says: “So, you left out Newbridge Networks and March 
Networks and Newport Networks and Solace Systems and Sandvine 
and Convedia and NewHeights Software and Encore Networks and, 
well, a few more.”

You’ve just had an important aspect of this man handed to you, 
and that is: Matthews has helmed a hell of a lot of companies.

Indeed, he is arguably Canada’s premier tech entrepreneur. He is 
the chairman of Mitel Networks, which provides IP (Internet Protocol) 
solutions and offers voice, video and data convergence products. 
Mitel has customers in more than 50 countries and employs about 
2,000 people around the world. He is also CEO of March Networks, 
which provides IP multimedia applications. Prior to launching Mitel, 
Matthews was the CEO and chairman of Newbridge Networks, which 
was bought by France’s Alcatel in 2000. 

And in addition to the company list above, he launched VC firm 
Celtic House and is a knight of the British Empire.

With all that going on, a talk with Matthews is a bumpy ride with 
a lot of stops and interesting scenery.
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dange rous  p reda to r s .  Bu t  how  b i g  i s  t he 
t h r ea t ,  and  i s  mo re  t echno l ogy  t he  answer?
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Clockwise from top: Robinson Kelly of Clay Tablet,  
Scott Snowden of Trioro and Ezra Silverton of 9th Sphere

Water economy
C lean  te ch  makes  a  sp la sh  in  t he  g loba l  wate r  c r i s i s 

B Y  H A I L E Y  E I S E N

Looking out at yet more wet winter weather, it is hard to believe that 
water is in fact one of the planet’s scarcest resources. “The fact is, 
99.23 per cent of the water on earth is not usable by humans unless 
something is done to it first,” said Dr. Mark Shannon, director of the 
U.S. National Science Foundation Science and Technology Center for 
Advanced Materials for the Purification of Water Systems. “And, the 
remaining 0.77 per cent is currently being contaminated.” 

With the global supply of water far outstripped by its demand, even 
Canada, with its abundant water resources, is now beginning to expe-
rience a shortage of available clean water. “We are living on a water 
planet but we can’t use that water,” Shannon said. 

“The current situation,” said David Henderson, managing director 
of XPV Capital, “is being impacted directly by six unstoppable global 
trends: population growth, urbanization, industrialization, infrastruc-
ture failure and climate change.” The fact that all industrialization 
processes require vast amounts of water, paired with an unsustainable 
water infrastructure that is necessary to service growing populations in 
urban environments and the realized negative hydrological effects of a 
changing climate, result in a bleak future, he said. 

“We are at the beginning of some really challenging times and there 
are two ways forward—we either ignore it, or we invest in technolo-
gies and innovations and find new approaches to adapting these solu-
tions,” said Henderson, whose investment capital company partners 
with entrepreneurs in emerging water companies. 

Though these issues are not new, the current global push toward 
environmental awareness, coupled with the rising cost and declining 
access to clean water, has resulted in an increased awareness that 
researchers welcome. 

When Shannon began examining the science and technology of 
water purification in 1997, he faced extensive criticism. “People told 
me that water purification was a done deal and an old science,” said 
the Illinois-based professor. But recognizing the need for science and 
technology in what he predicted would be the greatest problem of 
the next few decades, Shannon continued his research and pushed for 
the necessary funding. “Though we’re the only group in the United 
States looking at the science of water purification, compared with 
many examining political solutions like resource management, we 
strongly believe that technological solutions can aide a lot of these 
problems.” 
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PRESENTATION

“New torments and new tormented souls I see around me wher-
ever I move, and howsoever I turn, and wherever I gaze.”

In Inferno, the Medieval Italian poet Dante Alighieri took 
readers on a harrowing journey through hell. The route included 
nine circles, but if Dante had been writing in the current century, 
he might have added a tenth: an over-heated, under-ventilated 
dark room filled with uncomfortable chairs facing a screen on 
which gibberish rendered in micro-type is projected while a dis-
embodied voice drones and mumbles for eternity. Those thrown 
into this terrible place would be forced, beforehand, to consume 
vast quantities of carbohydrate-rich food, then warned that they 
must stay awake no matter what.

Sound familiar? It should: anybody who has worked in an 
office has attended (endured) many presentations—from internal 
meetings to conference keynotes.

Of course, it is possible for business presentations to be 
delightfully crafted and brilliantly delivered. Unfortunately, most 
aren’t, and range from dull to deadly. Honest readers may even 
admit that they have been guilty of delivering a few of these.

But there’s help. Backbone asked experienced public speak-
ers and those who train others in the art of giving presentations 
to offer some advice on what to do and what to avoid, from the 
moment the speaking opportunity presents itself to well after the 
lights have come up and the audience is heading for the coffee and 
donuts. From this, we’ve come up with 10 good ways to avoid pre-
sentation hell. Most of these come down to common sense, and it’s 
no surprise that everybody interviewed had essentially the same 
advice. What is surprising is how common sense is ignored.

1. S a y  “ Ye s ”
Michelle Warren, a Toronto-area business and leadership coach 
and long-time member of the public speaking organization 

Toastmasters, said when offered a chance to speak, people should 
always take it. “It’s going to take you out of your comfort zone 
and it’s going to help you…to become a better communicator,” 
she points out. “That will serve you well as you push forward in 
your career.”

As president and CEO of Keating Technologies, Larry 
Keating is often asked to speak. He said these opportunities are 
always valuable. “You should grab them. They help us sort out our 
thinking and try our ideas in the real world.”

2. K n o w  t h e  a u d i e n c e
Understanding the audience is incredibly important, said Suzanne 
Stevens, president of Ignite Excellence, a Toronto company that 
specializes in communications training. “This is often said, but 
made (to sound) very simple. It’s actually extremely complicated. 
People need to understand there’s often a lot of emotion in various 
audiences: there are reasons people will be with you and reasons 
people will be against you. Speakers often don’t know all of the 
issues of the people in the room. These can be landmines.”

3. K n o w  t h e  s t o r y
Chris Winsor, account director, corporate practice at the Toronto 
office of communications consultancy Hill & Knowlton, urges 
his clients to step away from the slide-building software and ask, 
“What’s the story?” It starts by nailing down the narrative. “And I 
don’t mean, ‘Here’s Q4: here’s what happened,’” he said. “I mean, 
what are the key messages that you’re trying to impart to your 
audience?”

“When they’re building a presentation, very few peo-
ple actually sit down and assemble their thoughts,” added 
Michael O’Connor Clarke, vice-president at Thornley Fallis 
Communications in Toronto. “People should work from an out-

10 tips to ensure your next 
presentation doesn’t suck
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Meet newly minted university graduate, Karen. She’s an hon-
ours student from a fine business school whose second major was 
sociology. She wants a career path in marketing and she volunteers 
at the local women’s shelter.

All in all, a fine job candidate. Let’s sit in on the interview.
“How many hours do you expect me to work a week?” she 

asks, as soon as the pleasantries are exchanged and before the 
interviewer can get a question in.

“The standard work week here is 35 hours a week, although we 
expect our employees to work the hours necessary to get their deliv-
erables completed,” the interviewer stammers, a little put off.

“Hmm, doesn’t sound like a great work/life balance. And 
what’s your environmental policy? Has that effluent spill in South 
Asia been cleaned up to the satisfaction of the UN monitoring 
agency? And closer to home, do you offset your company’s car-
bon footprint created by your shipping and packaging policies, 
corporate travel and the lack of transit accessibility here at your 
headquarters, where I see pretty well everyone drives?”

“Well, it’s free parking…”
“Hmm. And does the company sponsor any social programs 

either locally or internationally?”
“We have a United Way drive every year. Casual Friday, you 

get to wear jeans and donate a $1…”
“You mean there’s a dress code?”
“Well, not a strict one, just no jeans, no sandals, no piercings 

except for earrings…”
It’s not going well. Karen doesn’t look like she’s interested.
Wait: she isn’t interested? Isn’t it the employer who makes 

the decisions?
That was then, this is now. Get ready for the generation revo-

lution. Half of Boomers now working are set to exit the workforce 
by 2015, leaving Gen Xers to move up the ranks as Gen Y enters 
the workforce.

The trouble is, there just aren’t enough of the best and 
brightest to go around, a Conference Board of Canada warned 
in a recently updated report: “By 2015, there will not be enough 

Gen Y insists on “working with, not working for”  
and that is turning the workplace upside down
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Meet the boss: your new employee

“Ten years ago, asking how many hours 
a week you’d be expected to work or how 
long it took to make partner would have 
gotten you laughed out of the interview. 
Now, we expect those questions and we’re 
prepared with the answers.”
          —Brian Grant, Lerners LLP 
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