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Don Tapscott 
and David Ticoll 
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new age of
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transparency

NAKED 
POWER
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MORE TECH JOBS

THE E-BOOK INDUSTRY

AUTO INNOVATIONS
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Are we 
COMPETITIVE?

Canadian productivity is lagging.  
Is more technology the answer?Ju
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SOCIAL NETWORKING 
CELLPHONE STYLE
How to leave e-notes 
for others to find

70%  OF WEB SITES 
ARE HACKABLE
Feeling lucky today?
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NEW DIGS
Where to plant  
corporate roots
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you’ll never see
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Green tech
Real progress, or just another greenwash?

Create green
How existing systems 
save big money

Waste not
Recycling all our old tech

Plug in, drive away
Will we finally be driving 
on electricity?
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I’m productive
anywhere
But my back is killing me

Backbone’s 10th
We celebrate a 
decade of publishing

Investing in tech
The market looks good
for savvy investors

Build a better
electric car
One man’s quest 
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Piecing together 
Canada’s digital 
economy
The feds asked  
for input.  
We responded

� �National digital report card
� �E-government update
� �Small businesses
   falling behind

September 2010 $4.95
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FAST 50
CANADIAN TECHNOLOGY

Deloitte’s annual celebration of growth,  
innovation and entrepreneurship
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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 

Building a
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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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On l i ne  cha t  r ooms  can  expose  k i ds  t o  
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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“Backbone chooses content and topics that are at the cutting edge of today’s changing IT 

space. As an IT recruiting firm this information provides enormous value as it enhances 

our efforts to foresee trends in the industry and identify future needs for our clients. This 

supports our organization’s endeavours to take a proactive approach.” 

 Frank McCrea, President

 Procom Consultants Group 

“Backbone magazine, as a leading business journal, helps the City of Mississauga reach one of its 

most significant key clusters: the information and communications technology sector (ICT). With 

more than 4,000 ICT companies in Mississauga, Backbone helps us connect with leaders in this 

significant knowledge sector.” 

 Marie K. Fitzpatrick-Hall, ABC, Marketing Consultant 

 City of Mississauga

“In my mind Backbone is Canada’s leading broad-based business magazine focused on technology. 

Its editorial focus provides business leaders with information and links to resources they need 

to help make crucial decisions in today’s global and fast-moving business world. The additional 

supplement opportunities provide us with an even more powerful method to reach our target 

audience. I look forward to building on our successful relationship with Backbone magazine and 

exploring new and innovative opportunities to showcase EDS capabilities and strength in the 

Canadian business and IT markets.” 

 Pam Price, Communication Director, Canada 

 EDS Global Communications

“I just wanted to let you know that I think Backbone magazine is terrific...The articles inform 

readers of current issues while providing understandable background information, definitions and 

links which further explain the concepts, meeting the needs of readers of all knowledge levels.”

 Carolyn Rouse

 Cap Gemini Ernst & Young Canada, Toronto

“Backbone looks at trends, profiles and the latest developments in gadgets and e-business from 

a refreshing Canadian perspective. The magazine consistently delivers insightful stories with 

context, providing news and analysis that’s useful and paints the big picture of technology today.”

 Will Willis, Account Coordinator

 Ketchum PR

“Backbone magazine fills a void in the Canadian business magazine publishing industry. Its 

editorial focus on e-commerce, B2B and technology provides business leaders with the information 

they need to help them make decisions in today’s global, fast-paced environment. Backbone’s 

thorough editorial content, written by Canadian journalists, delivers on that front.”

 Anne McKeon, Senior Communications Manager

 Marketing Communications Group, Microsoft Canada

“CORE has found Backbone to be an excellent fit for the messages we are trying to communicate 

about our organization. The editorial content is high quality and has a business focus that appeals 

to executives. Backbone also reliably reaches our target audience.”

 John Simke, President

 Canadian Centre for Outsourcing Research and Education (CORE)

“The Canadian Digital Media Network is dedicated to encouraging job creation and increasing 

global competitiveness by linking Canada’s leading digital media centres with industry, 

government and academia. Backbone magazine provides a channel for us to connect with those 

organizations and thought leaders who make a difference, thanks to its focus on technology 

innovation and its dedicated audience of executive readership.”

 Kevin Tuer, Managing Director,

 Canadian Digital Media Network

“We find Backbone to be a great fit in targeting businesses who wish to enhance their online 

presence. In our 2009 ad campaign with Backbone, we co-developed special advertorial 

supplements promoting our “search marketing” business unit.  As we carefully  test and monitor all 

our advertising, we found the response rate from these ads to be one of our 2009 marketing success 

stories and look forward to working together with Backbone again in 2010.”

 Max Tremblay, Director of Marketing, 

 Yahoo! Canada
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Features and Sections

Backbone delivers regular coverage in the following areas: 

Canada’s SMBs: The commercial lifeblood of Canada flows through our small and 
medium businesses, yet a large segment of companies in this space have yet to 
fully explore the benefits of technology. Backbone regularly profiles SMBs that are 
driving revenue through innovation. 

Green Trends: Environmental concerns are top of mind for businesses and 
individuals, and as we work to clean up our planet, technology is set to play an 
increasingly central role. 

Digital Life: Better living through consumer technology.

Mobile Technology: From portable data and gaming devices to fleet tracking 
applications and mobile blogs, wireless technology is updating the way we function 
and have fun. 

The Automotive Industry: Technology is making cars safer, more entertaining 
and more functional. Backbone tells readers what’s coming up before they get 
behind the wheel. 

Investing: A lot of money can be made in the high-tech sector, but savvy investors 
need insight into both new technologies and the emerging markets that surround 
them. Backbone offers up insights from financial experts and tech entrepreneurs. 

Tek Gadgets: We all love electronic devices and there are always new gadgets to 
love. Each issue we look at the latest in imaging and sound technology, portable 
computing, voice and data devices, and gaming and productivity hardware. If it can 
make your home or office experience more efficient or fun, it will be in Backbone. 

Tech Innovation: Helping execs rethink the way they do business.    

Big Ideas: Opinions on the future of tomorrow’s business. 

Globe Trotter: Moving beyond our backyard. 

New Developments: Insight into the latest and greatest business tools. 

E-Trends: The future of business and lifestyle innovations. 

Profiles: The people behind the news announcements in our industry. 

Life Wire: Lifestyles of the highly digital and savvy tech enthusiast.

CIO View: Opinions from the CIO’s desk. 

For more details go to www.backbonemag.com/MediaKit 
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Barrie, Ontario – Alfred Hambsch shuffles quickly 
through his sprawling 30,000-square-foot electron-
ics recycling facility, rattling a narrative explanation 
of the robust machinery towering above as it greedily 
crushes circuit boards, plastic, wiring and other technol-
ogy cast-offs. 

“This one,” he yells in his German-accented English 
over the noise of the hammer mill, “is breaking apart 
the circuit boards. And here is the centrifuge, which has 
a blade in it to strip apart the metal from the plastic. 

“And here,” stopping for breath at the foot of a five-
storey bright green behemoth of silver pipes and tanks, 
“is where we make the diesel from the plastic.” 

It’s a dirty job but someone’s got to do it, and 
Hambsch is no shrinking violet in the world of e-waste. 
Larger than life, he’s a man on a mission, wearing his 
passion for his business—the quest to save the planet 
from itself—on his sleeve. 

“My goal,” he said, throwing his arms up, hands 
open to indicate the piles of discarded computers, tele-
visions and other electronics piled up around him, “is 
for zero landfill. This is a resource. Why mine it from the 
ground when you can recover it here?” 

Indeed, waste not, want not, or in Hambsch’s case, 
e-waste not, want not. In all this garbage is a bounty 
of gold, silver, lead, copper and aluminum. 

B Y  I A N  H A R V E Y

Saving the world,
one computer at a time 
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There is a wealth of gold, silver, 
lead, copper and aluminum trapped 
in discarded circuit boards, casings, 
keyboards, memor y chips, processors 
and cathode ray tubes

B Y  A N D R E W  R I D E O U T

As the average consumer has become more confident with the ins and outs of making online purchases, it is now 
standard fare to use the Web to make travel plans. But while actually booking a trip is straightforward, getting 
the best information and price can be a bit of a quest. For example, you can pay $800 for a flight at one site and 
then find another that has the same seat for $425. 

All of the travel sites sell the same flights, cruises, rentals cars and hotel rooms, so they must work to dif-
ferentiate themselves and attract customers. That means you can play off the strengths of each site as you shop 
around. Certain travel sites are excellent places to purchase flights, yet have a limited or overpriced selection of 
hotels. Some sites offer myriad destinations, but everything must be booked separately. Still others specialize 
in vacations that start next Thursday, as opposed to four months down the line. And cultivating niche 
markets has become more important than ever. There are sites specializing in eco-friendly 
travel, exotic destinations or booze-fuelled weekends for university students. 

One example of this is Kiwicollection.com (reviewed here), which 
focuses on high-end destinations and packages. “When we 
launched the company five years ago, we 

>
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The Web is taking over the travel industry, 
and good deals are out there

When your travel agent 
speaks only HTML

Betting on the iPad? B o o k m a k e r . c o m  h a s  s e t  t h e  o d d s  o n  t h e 
b e s t - s e l l i n g  t a b l e t s  o f  2 0 1 0 .  P l a c e  y o u r  b e t s 

Amazon Kindle
+300

Barnes & Noble 
Nook +275

Sony Reader
+400

Irex Iliad
+500

Fujitsu Flepia
+550

Dell Mini 5
+400

Apple iPad
+200

Microsoft/HP Slate
+350

The +/- indicates the return on your wager. For example, betting on the least likely candidate would earn the most money, should it win.
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He tweets, literally, about bird sightings, and blogs about online 
public service and social justice initiatives. 

At a recent keynote speech for the Mortgage Brokers 
Association of Canada in Vancouver, he spoke in a soft, subdued 
tone, unbefitting the giant success of his eponymous company. 
But Craig Newmark, the 56-year-old founder of craigslist, has 
come under fire this year, which might account, in part, for his 
understated demeanor. 

In April, the well known classified ads site was linked to a 
Boston murder case in which a 23-year-old male, since dubbed 
the craigslist killer, was charged with the death of a masseuse he 
met through the site’s Erotic Services section. It’s an association 
that clearly dismayed Newmark, who has preached about posi-
tive change through social media. This has been a large part of 
his focus since ceding the role of CEO at craigslist in 2000 to Jim 
Buckmaster, but it has been somewhat overshadowed by this turn 
of events. “People are overwhelmingly trusting and good,” he said 
during his speech in Vancouver, his only reference to the case due 
to a legal media gag. “There aren’t many bad guys in 50 million 
[visitors per month the site currently receives].”

Nonetheless, the incident sparked not only scores of critical 
media reactions to the site, but also the threat of criminal investi-
gation. This resulted in some forced changes to craigslist, namely 
the removal of its Erotic Services section in the U.S., now replaced 
with a section for legal adult service providers in which all ads cost 
$10 and are vetted prior to posting. 

It’s not a terrible compromise for a site that promotes an 
open culture of participation. But some critics of the site, many 
of whom have called it the world’s largest porn marketplace, 

don’t see the move as enough of a change in the face of online 
security issues. 

Buckmaster insists craigslist ads are safer than print classi-
fieds, citing a Wikipedia entry entitled “Lonely Hearts Killer,” 
which lists known classified ads-based murder cases. “craigslist 
users have posted more than 1.15 billion classified ads to date,” 
wrote Buckmaster on craigslist’s blog, “easily 1000x the combined 
total ever posted to the print publications involved in all of these 
‘print ad murders.’”

Newmark maintains that craigslist has always worked closely 
with authorities to deter crime, and recently reinforced the impor-
tance of online security on his personal blog with an entry point-
ing to a craigslist PSA on safety as well as to the site’s safety 
guidelines. In his current customer service role with the company, 
Newmark spends “regular hours every day” battling spam and 
resolving customer issues.

R i s e  o f  a  c l a s s i f i e d s  g i a n t
Despite the recent bad press, craigslist remains the ninth most 
trafficked site in the U.S. and the 24th in the world, according to 
Alexa data. It receives 22 billion page views per month and has 
570 city sites in more than 50 countries. 

Newmark started craigslist in 1995 after working at IBM for 
17 years. “I saw a lot of people helping each other on the ’net and I 
wanted to give back, so I started e-mailing notices of events using a 
listserve,” he said. “I wanted to call it SF events, but my friends told 
me I had to build a brand. In 1999 I made it into a real company.”

Newmark is modest about his success and attributes it to 
focusing on doing one thing well. “We do well, as a business 

Craig
Cra ig  Newmark  env i s ions  a  soc ia l  Web  where 
communi t i e s  ga the r  to  he lp  one  anothe r .  A t  l eas t , 
tha t ’ s  what  he ’ s  c rea ted  in  c ra igs l i s t
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Classifying

Consider clouds, just for a moment. They are light and intangible. 

They can come out of nowhere, and can bend and morph their 

shape in the blink of an eye. 

A lot of what makes up the description of a traditional cloud 

also applies to cloud computing. And that’s largely its appeal.

For the last few years, individuals have completed a lot of their 

work in a browser window, while accessing and storing their data 

online. But until fairly recently, cloud computing was not considered 

a viable large-scale business solution. This is changing, even though 

challenges still exist. 

W h o ’ s  c l o u d i n g  t h e i r  a p p s ?

“As with so many new Internet-borne technologies today, consum-

ers are leading,” said Carmi Levy, senior vice president of strategic 

consulting with London, Ont.-based AR Communications. 

According to Levy, studies show that almost 70 per cent of North 

Americans already use Web-based services such as e-mail, photo 

sharing and productivity applications on a regular basis. Big players 

in the space right now include Google and Amazon. And though 

consumers are still the biggest group of users, businesses aren’t 

far behind, he said. Gartner Research projects the continued rise of 

cloud computing’s influence, stating the term will soon likely become 

as pervasive as “e-computing” and other former buzzwords.

“These trends inevitably find their way through the back door 

into enterprises of all sizes in all sectors,” Levy said. “Large enter-

prises such as the automakers and consumer products firms are all 

using cloud-based services to support increasingly mobile, discon-

nected workforces without the attendant increases in IT complexity.”

Levy added that small and mid-sized companies are also real-

izing the benefits of services-based technologies, using them to 

deploy capabilities formerly available only to larger organizations. 

“Now, often all it takes is a phone call or a Web-based sign-up 

process to open the door to anyone.”

H e l p  i n  a  s l o w  e c o n o m y

Support of mobile workers and the ability to scale up or down on 

the fly are only a small part of what makes cloud computing attrac-

tive. One of the biggest draws is cost savings, a prospect never 

more attractive than during an economic recession.

“To me, the cloud is a no-brainer,” said Loren Hicks, a Toronto-

based independent management consultant. “The more interesting 

question is why anyone is defending fat desktops for most work-

ers, outside specialized applications. Those costs are staggering. 

Organizations will have to move to a cloud because the ROI is too 

good to miss in a recession.” 

Hicks cautioned, however, that the public cloud may not be 

secure enough for really sensitive corporate data, and that compa-

nies need to be strategic in what they decide to push there.

O n - t h e - f l y  a c c e s s

Hicks and Levy are both avid users of cloud computing. Hicks travels 

extensively and uses Google to access e-mail and store spread-

sheets for work. Levy said he likes how cloud-based upgrades get 

managed on the fly “without an IT albatross on my back” and how 

the services scale to his mobile devices when working on the road.

“When you’re sitting in a client’s office and need answers fast, 

it’s much easier to tap into your cloud-based data repository from 

a BlackBerry or an iPhone than it is to fiddle with SSL (security) 

settings on your home office server,” Levy said. “It’s advanced 

technology for those of us not interested in becoming engineers.”

James Cullin, the coordinator of the Multimedia Program at 

Humber College in Toronto, also said he “could not function” digi-

Downs i z ing  resources  and  mov ing  more  p rocesses  to  the  c loud  i s  a t t rac t i ve  to  

bus inesses  in  these  t igh t  economic  t imes ,  bu t  i s  i t  r i gh t  fo r  your  company? 
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H O T  T E C H

The wisdom 
of the cloud
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Backbone's Editorial 
Advisory Board

Our Advisory Board is comprised of some of Canada’s leading thinkers. This team was brought 
together to examine the relationship between technology and business. The Board’s first 
objective was to be part of a round table discussion on the state of Canada’s digital economy. This 
meeting resulted in a white paper, which Backbone created and which was presented to Industry 
Canada’s Minister of Industry Tony Clement. Backbone’s Digital Economy Acceleration Committee. 
The Board’s second objective is to be part of Backbone’s New-Business Innovation Campaign 
which will assist smart new businesses in getting off the ground with seed capital, mentoring, 
business services, products and advice in Backbone magazine and online for one full year.
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1 Bruce Chin, Senior Manager, Deloitte Canada

2 Ken Coates, Canadian Digital Media Network; Dean of Arts, University of Waterloo 

3 Jeff Lorenz, Vice President of Sales and Marketing, Primus Canada

4 Paul Day, Vice-President, Information and Communications Technology,
 Export Development Corporation 

5 Rodney Dobson, Senior Vice-President, ADP Employer Services International

6 Martin Featherston, President, Brother Canada

7 Wayne Gudbranson, President and CEO, Branham Group 

8 Mukesh Gupta, Head of Operations, Tata Consultancy Services

9 David Jacobson, Director, Emerging Technologies, PriceWaterhouseCoopers

10 Dave MacKay, President, Ceridian Canada

11 Ron Shuttleworth, Technology Analyst, M Partners & Managing Director, Razor Capital Partners

12 Lou Milrad, Chair and CEO, Greater Toronto Marketing Alliance; Associate Counsel, Miller Thomson 

13 François Morin, Senior Director, Business Communications, Bell Canada

14 Dragan Nerandzic, Chief Technology Officer, Ericsson Canada

15 Christopher Dulney, Partner, Canadian National Technology Leader, PricewaterhouseCoopers

16 John Ruffolo, Chief Executive Officer, OMERS Ventures / Co-CEO, Inkef Capital

17 Catherine Swift, President and CEO, Canadian Federation of Independent Business

18 Kevin Tuer, Managing Director, Canadian Digital Media Network

19 John Weigelt, National Technology Officer, Microsoft Canada 

20 Peter Wolchak, Editor, Backbone
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PM
 41000015

Piecing together 
Canada’s digital 
economy
The feds asked  
for input.  
We responded

� �National digital report card
� �E-government update
� �Small businesses
   falling behind

September 2010 $4.95

PLUS:

Industry Minister Tony Clement
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Backbone’s digital-economy 
submission to the federal 
government
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T H E  D I G I TA L  E C O N O M Y

On May 10 the federal govern-
ment asked for input on its digi-
tal-economy strategy. That’s good 
news: Canada has no formal plan 
for ensuring we are a player in the 
developing worldwide digital econ-
omy. That’s one reason we have 
been falling behind: in 2007, Canada 
ranked 11th among 21 Organisation 
for Economic Co-operation and 
Development countries in total eco-
nomic investment in ICT, down from 
10th in 2005 and 9th in 2004.

Those numbers were quoted in 
the government’s consultation paper 
(available at digitaleconomy.gc.ca), 

so it is aware of the issue. Of course, 
this has been a concern for previous 
governments yet there has been little 
actual progress. 

But the call for input is a legiti-
mate step, and we applaud the 
government and welcomed the 
opportunity to contribute our views.

To craft our submission we turned 
to our Editorial Advisory Board, 20 
senior Canadian executives at large 
companies, research institutions and 
advocacy organizations. We formed 
the group earlier this year to help 
guide the magazine and keep us 
on top of business and technology 

developments. The digital-economy 
call for input was an ideal project for 
us to tackle. 

We held individual interviews 
with board members, gathered for 
a brainstorming session and fine-
tuned the final submission.

Dozens of Canadians submitted 
papers. Our report is unique, how-
ever, as it represents the expertise 
of many individuals from a variety 
of industries; it is not the position of 
any one company or person.

What follows is a summary; the 
full version is available on the gov-
ernment’s site at http://ow.ly/2eDuq. 

We recommend action in five areas: 
� education and skills development
� fostering innovation through financial incentives
� fostering innovation through incubators and centres of excellence
� increased visibility on the international stage, and
� government procurement.

For each we have included specific recommendations for cost-
effective actions we believe will benefit all Canadians.

1. Education and skills development
Digital technologies are changing every aspect of our lives, and 
changing the nature of work in all sectors—even those that have 
not traditionally been thought of as “high tech.” At the core of this 
revolution are the skilled people who create and use technologies.

Technology and science courses are not being effectively 
marketed to students in high school, much less in grade school. 

Enrolment in these courses is dropping and there is a fundamental 
disconnect between the technology-enabled lifestyle enjoyed by 
youth and their opinion of science and technology as career choices.

Meanwhile, Canadian technology companies warn that thou-
sands of highly paid vacancies simply cannot be filled. We rec-
ommend:

Establish Tech Week: Technology and science programs 
are competing with other disciplines for students. And as in all 
competitive arenas, marketing is the key. One possibility is a 
national Tech Week promotion, involving classroom visits, adver-
tising, Web sites, recruitment drives and other measures.

Provide incentives to qualifying foreign students: While 
Canada already encourages immigration within specific skill-
sets, we should adopt a more aggressive recruitment mindset. 
Incentives could include changes to immigration laws to make it 
even easier for students to remain here.

2. Fostering innovation  
through financial incentives
Innovation is the keystone to any digital society. It drives success 
by generating new technology products and services.

Financial incentives are a proven and effective method of 
supporting developing companies and fostering innovation. 
However, the board noted there are literally hundreds of such 
programs. Innovators must currently devote significant resources 
to identifying incentives and determining whether they qualify to 
apply. Even once this is done, innovators find that applying to the 
programs is often complex and time consuming. We recommend:

A tax holiday: Compared to the current regime of incen-
tive programs, a bold and well-defined tax incentive—such as a 
corporate tax holiday for innovative new companies—would be 
easy to access and administer, especially for smaller companies.

Provide grants for innovation: While numerous govern-
ment grants exist, these typically require matching funding, and 

this can be difficult if not impossible to come by. Overall, tax 
breaks are only useful when a company has revenue to tax. The 
reality is many new start-ups do not generate enough taxable rev-
enue, and therefore receive limited benefit from such a scheme. 
For these companies, straightforward and accessible grants would 
provide access to much-needed funding.

Create incentives for sales and marketing innovation: 
While Canadian companies often demonstrate skills in prod-
uct innovation, they regularly lack the sales and marketing 
expertise required to commercialize their products. Incentives 
that target sales and marketing would greatly benefit emerging 
companies.

A grand initiative to attract global attention: Other 
jurisdictions have employed high-profile programs to entice 
global companies. A five-year moratorium on corporate tax for 
new companies or R&D initiatives, as mentioned above, would 

The  feds  asked  fo r  inpu t .  We responded wi th  a  
submis s ion  s igned by  19 o f  th i s  coun t r y ’s  l ead ing  th inker s

B Y  T R E V O R  M A R S H A L L  A N D  P E T E R  W O L C H A K

S t r e ng t h en ing  Canada’s  d ig i t a l  e conomy
Practical steps toward Canada’s future, a submission from the Backbone Editorial Advisory Board



Target Audience

Backbone targets educated, influential, forward-thinking and affluent business 
decision-makers, executives who strive to keep up to date with important 
technology trends for both their business and personal use. 

Backbone Reader Demographics
College / University education: 78%

Senior-level Managers:  64%

Household Income: (<75K): 17%

 (>75K): 66%

                               (Unknown): 18%

Average age: 45 years

Readership Profile
■ Backbone is the primary print media source for business/technology information 
■ 3 readers per issue on average
■ 91% would recommend Backbone magazine to business acquaintances, associates, relatives 

 and friends
■ 43% are likely to contact a company profiled in Backbone magazine

Consumer Profile
■  34% are planning to buy or lease a vehicle within the coming year
■ 24% are planning to buy or lease a computer within the coming year
■  49% are planning to buy or lease a laptop computer within the coming year
■ 39% are planning to upgrade to a smartphone in the next 12 months
■  Tech Gadgets and Gear is the #1 category for reader interest within the magazine 

 (Hot Trends #2, Business Technology #3)

Business Profile
■  85% are business decision makers in their place of work
■  52% are involved in computer purchase decision making
■  20% work within the technology industry
■  58% work in small businesses (1-49 employees)
■  15% work in medium-size businesses (50-500 employees)
■  25% work in large businesses (500+ employees)

Internet Profile
■  95% comparison shop for a product online (the highest category within the survey)
■ 93% purchase a product or service directly online
■  92% conduct online banking or other transactions with their bank or financial institution
■ 85% click on a Web site advertisement 
■  58% track investment portfolios online
■  63% consider themselves very skilled Internet users

Source: Ipsos-Reid / Backbone Readership Study 2008
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Online Rates

Backbonemag.com receives a tremendous amount of traffic arising from 
promotions in the 102,000 copies of its print edition,  as well as through hundreds of 
associations, trade shows, clients, etc. We also have thousands of pages of online 
editorial content which are optimized for search engines to ensure we reach our targeted 
audience. 

Enhance your exposure though our Web site in the following cost-effective ways:

Mechanical formats supported

Web site banners
Format: Leaderboard/super banner: 728 x 90 px: JPG, GIF (static or animated), SWF (30 frames per second 
using images of 72dpi, all URLs to be embedded in file). Headline banner: 468 x 60 px: JPG, GIF (static or 
animated). Side column: 135 x 135, 135 x 270, or 135 x 395 px: JPG, GIF (static or animated).

eNewsletter banners
Format: JPG, GIF (static). Size (pixels): 468 x 60

Mobile site banners
Format: Static in order of preference: JPG, GIF or PNG. Size (pixels): 600 x 74

Videos/Podcasts
SWF: 30 frames per second using images of 72dpi tracking URL to be embedded in file.

Who reads backbonemag.com?
Backbone targets educated,  influential and affluent business decision makers. These are early adopters,
forward-thinking executives, middle managers, consultants or industry professionals who strive to keep 
up to date with important trends for their business and personal use.
Further reader statistics
■ 45 years old on average
■ 95% comparison shop for a product online
■ 93% purchase a product or service online
■ 92% conduct online banking or other transactions with their bank or financial institution
■ 85% click on a Web site advertisement
■ 58% track an investment portfolio online
■ 34% are planning to buy or lease a vehicle within the coming year
■ 24% plan to buy or lease a computer within the next year

How does backbonemag.com generate its traffic? 
■ News feeds/RSS, Twitter 
■ Every story in a Backbone print edition links back to the Web site 
■ 10 years of optimized magazine and Web content = approx. 7,100 pages of online content
■ Content links and alliances with Sympatico/MSN, Grand & Toy, KPMG as well as numerous trade 

 and technology associations
■ Regular updates of the following Web site content:

 Twitter
 Blog 
 Articles 
 News/Snapshots 

Gadgets
Events 
Press releases 
Careers 

Online directories
Book reviews
Top lists
Searchable archives 

Polls/Surveys 
Technology reviews 
Special 
supplements 

Industry links 
Online video 
production and 
sponsorship 

Online advertising options

Super banner $1475 per month rotating 3x max 728 x 90 pixels

Side column/mini tower
$1250
$2,050
$2,850

run of site
run of site
run of site

135 x 135 pixels
135 x 270 pixels
135 x 395 pixels

Portal sponsorship Ask for details Ask for details Ask for details

eNewsletter $975 per mailing 2x max per month 468 x 60 pixels

Career posting
$45 for 2 months

$150 per year
1 posting 

package of 5 postings

Press releases
$25 per 3 months

$100 per year
1 posting 

package of 5 postings

Backbone content exchange Call for details existing or customized Multiple or one offs
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Canada  i s  no t  s tack ing  up  a l l  tha t  we l l  

i n  g loba l  resea rch  and  deve lopment ,  

bu t  the re  a re  some br igh t  spo ts

B Y  D A N N Y  B R A D B U R Y

research 
race

The

How much research & development?

R&D share of GDP in the G8, 2004
0 1.0% 2.0 % 3.0 %

Source: OECD Main science and technology indicators 2006
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������ 2.0%
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2.0 %

Canada’s gross expenditure on R&D as a share of GDP,
1980 to 2006

0 

1995
Source: OECD science and technology indicators 2008

19851981 1990 2000 2006

John F. Kennedy set a precedent for research and develop-
ment when he declared in 1960 that America would put a 
man on the moon by the end of the decade. Prior to that, 
the U.S. also won the race to develop the atomic bomb, an 

invention with mixed blessings but which did pave the way 
for nuclear energy production. It seems, however, that gov-
ernments rarely undertake these grandiose R&D schemes 
any more. And when the Organisation for Economic 

B AC K S PAC E

Ever get a weird look from a coworker and wonder 

what’s going on there? If you spent Monday morn-

ing bragging over e-mail about the wild weekend 

you just had, that may be the cause right there.

According to a 2007 American Management 

Association survey, 43 per cent of companies moni-

tor employee e-mail; 73 per cent of those use soft-

ware scanning technology and 40 per cent assign a 

person to comb through electronic messages. A full 

28 per cent fired employees for e-mail misuse.

The numbers in Canada are about the same: 30 

per cent of respondents in a recent Yahoo! Canada 

poll say they know someone who has been disci-

plined for sending inappropriate e-mail.

But apparently most of us are willing to 

risk that. While the majority (89 per cent) of 

Canadians are aware employers have the legal 

right to archive and monitor employee e-mail, 

Canadians still send an average of 2.6 personal 

messages from their work e-mail addresses 

every day, and seven per cent admit to sending 

10 or more. 

So if you find yourself at work and unable 

to wait until later to send out that photo of you 

at the bar with all those empty shot glasses, ask 

yourself one question: “Do I feel lucky? Well, do 

ya, punk?”
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Al l  content  is  a lso on our Web s i te :
www.backbonemag.com/magazine

Security 
numbers
From a recent McAfee report on American and 

Canadian small and medium businesses.

32% of SMBs have been attacked by 

cyber criminals more than four times in the last 

three years

26% per cent took at least a week to 

recover

44% think cyber crime is only an issue 

for larger organizations

52% believe they are not known well 

enough to be targetted 

46% believe they are not a source of 

profit for cyber criminals

42% dedicate just one hour per week to 

proactive IT security

21% acknowledge an attack could put 

them out of business

The full report is at:

www.mcafee.com/doessizematter.

APPLE WINS ON MOVIES, TOO

Apple took over music retailing a while ago; 
the company only cemented its position by 
selling its five billionth song in June. Old 
news.

Newer news is that Apple is now also 
the number one online movie store on 
the planet. The company is now renting or 
selling more than 50,000 movies every day. 
Apple signed up 20th Century Fox, The Walt 
Disney Studios, Warner Bros., Paramount, 
Universal Studios Home Entertainment, 
Sony Pictures Entertainment, Metro-
Goldwyn-Mayer (MGM) and Lionsgate, and 
if there’s a viable competitor out there we 
can’t see it.

GOT KIDS? CHECK OUT FIREWALL!

Parents concerned about cyber bullying 
and online privacy may want to point their 
six to nine year olds to TVOKids.com to 
check out Firewall! The new educational 
game briefs kids on safety issues including 
privacy and identity, cyber bullying and the 
trustworthiness of Web information, plus 
rules about computer usage.

The game takes place in a comic-book 
world in which kids protect the computer 
at the Super Citizens’ headquarters by 
answering true or false questions about 
online safety.

C o w o r k e r s  a r e  l i k e l y  
r e a d i n g  y o u r  e - m a i l
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Print Rates

RATES (Canadian $, Gross)

National Rates Frequency Discount

1x 3x 6x 9x 12x

Full Page 11,900 11,600 11,300 11,000 10,700

1/2 Page 7,900 7,600  7,300 7,000 6,700

1/3 Page 5,900 5,700 5,500  5,300 5,100

D.P. Spread 22,500 22,000 21,500 21,000 20,500

Covers

IFC Spread 26,500 26,000  25,500 25,000 24,500

IFC 13,900 13,600  13,300 13,000  12,700

OBC 14,900 14,600 14,300 14,000 14,000

Special Positioning +10%

B&W Ads -10%

REGIONAL RATES - Ontario & Eastern Canada 

(75% copies) Frequency Discount

1x 3x 6x 9x 12x

Full Page 8,900  8,700 8,500 8,300   8,100

Regional Rates - Western Canada 

(25% copies) Frequency Discount

1x 3x 6x 9x 12x

Full Page 4,900 4,700 4,500 4,300 4,100

Close Dates
Issue Issue Date Space Close Materials Close

Feb/Mar 2012 Feb 29/2012 Jan 17/2012 Jan 23/2012  

April/May 2012 Apr 24/2012 Mar 15/2012 Mar 23/2012

June 2012 June 25/2012 May 18/2012 May 24/2012

September 2012 Sep 13/2012 Aug 1/2012 Aug 6/2012

Oct/Nov 2012 Oct 25/2012  Sep 13/2012 Sep 19/2012                        

December 2012 Dec 5/2012 Oct 25/2012 Nov 1/2012

Distribution (copies per issue)

100,000 to The Globe and Mail - metropolitan areas and paid subscribers only

2,000-5,000 to corporate distribution alliances (depending on the issue) through such

 organizations as Bell Canada, Grand and Toy, Primus, KPMG, CORE 

 (to everyone’s best tech customers), Air Canada lounges, Industry Canada, 

 tech associations, recruiting firms and consulting firms

2,000-5,000 on newsstands and at trade shows/events

Total average distribution: The last audited issue was December 2010 with 101,152 total 

 qualified copy claim. 

Total readership: 304,000 (according to an Ipsos-Reid survey of 3 readers 

per copy) Backbone magazine distribution is audited by Canadian 

Circulations Audit Bureau (CCAB/BPA Worldwide)
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Distribution

Summary 
Backbone magazine continues to increase its distribution through corporate 
alliances and industry trade shows. The total distribution is broken down as follows:

100,000 to The Globe and Mail: metropolitan areas and paid subscribers only
2,000-5,000 to corporate distribution alliances (depending on the issue) through such
 organizations as Bell Canada, Grand and Toy, Primus, KPMG,  CORE 
 (to everyone’s best tech customers), Air Canada lounges, Industry Canada, 
 tech associations, recruiting firms and consulting firms
2,000-5,000 on newsstands and at trade shows/events

Total average distribution: The last audited issue was June 2011 with 102,274 total 

 qualified copy claim. 

Total readership: 304,000 (according to an Ipsos-Reid survey of 3 readers 

per copy). Backbone magazine distribution is audited by Canadian 

Circulations Audit Bureau (CCAB/BPA Worldwide)

Backbone is distributed at most major technology-related events across Canada—many in 
conjunction with either media sponsorship or booth space. In the past 12 months we have 
distributed Backbone at many of the events listed below.

October 2011
Stocks 2011, Vancouver

Canadian Cleantech Summit, Ottawa

IT.CAN Conference (Fifteenth Annual), Toronto

Merging Media Conference + Masterclass 2011, 
Vancouver

Tech Showcase and Open House, 12th Annual | 
Innovate Calgary, Calgary

Growing a Technology-Based Business | CanWIT 
Women in Technology Forum BC, Vancouver

Digifest, Toronto

SFU Management of Technology MBA program 
information session, Vancouver

EPIC Technology Day, Winnipeg

Freemium - Free-conomics and Monetization | 
VEF, Vancouver

X-Summit 2011, Toronto

iWDMS 2011, Stratford

Start-up success story: How Constant Contact 
evolved into a market leader, Richmond Hill

Building an online lead generation system that 
works | YTA Learning Lab, Richmond Hill

Adastra IM•XI, Toronto

GTEC 2011 | Canada’s Government Technology 
Event, Ottawa

2nd Internal Branding and Employee 
Engagement Canada Conference, Toronto

SecTor 2011, Toronto

Banff Venture Forum 2011, Banff

Cybera Summit 2011: Data for All - Opening Up 
the Cloud, Banff

meshwest Edmonton, Edmonton

IMC Vancouver | Internet Marketing Conference, 
Vancouver

WAVE 2011 Conference, Lake Louise

September 2011
Social Media for Government, Victoria

Itech Summit, Vancouver

Wired Woman 15th Anniversary, Vancouver

Build or Buy: Gaining the Innovation 
Advantage - OpenText returns to the YTA Podium, 
Richmond Hill

Gaining the Innovation Advantage for your Tech 
Business | YTA Learning Lab, Richmond Hill

Itech Summit, Calgary

Outsourcing Strategy and Scoping - Executive 
Education | CORE, Toronto

M Partners Annual Technology and 
Communications Investor Conference, Toronto

Mobile Platforms - How The Market Is Changing | 
VEF, Vancouver

Canadian Wireless Trade Show, Toronto

Strategic Internal Communications: How to Use 
Social Media and Traditional Communications, 
Toronto

August 2011
Grow 2011, Vancouver

July 2011
Apple Expo 2011, Toronto

June 2011
Advanced Media and Public Relations Summit | 
The Canadian Institute,  Toronto 

Casual Chat With Jonathan Ehrlich, Former Head 
of Marketing At Facebook | VEF, Vancouver 

Meet GrowLab - Canada’s Y-Combinator Arrives in 
Vancouver | VEF, Vancouver 

Business Etiquette | CanWIT BC Breakfast Club, 

Event Distribution
Upcoming events can be found on our Web site: www.backbonemag.com/events. 
Sampling of 2010 distribution at events below: 

WIRED WOMAN
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Vancouver 

SC World Congress,  Toronto 

Technology Impact Awards, Vancouver 

IDC Canada Directions 2011: Creating the 
Intelligent Economy,  Toronto 

Social Media: Planning, Implementation 
and Governance | CIO Assoc. of Canada Ont. 
Chap.,  Toronto 

Information Technology Law Spring Forum,  
Toronto 

Social Media Camp Victoria, Victoria 

Networking and Mentoring Series Event | 
CanWIT BC Circle of Wisdom, Vancouver

May 2011
FITC 2011,  Toronto 

e-Health,  Toronto 

Mesh,  Toronto 

CVCA 2011 Annual Conference, Vancouver 

Video Gaming Technologies in British 
Columbia - A Panel Discussion | VEF, 
Vancouver 

Consumer Devices in the Enterprise | CIO 
Association of Canada Ontario Chapter 
Event,  Toronto 

Canadian CommTech Show, Kelowna 

OCE Discovery 11,  Toronto 

CanWIT Women in Technology Breakfast 
Club presents: Business Etiquette, 
Vancouver 

INplay,  Toronto 

Strategic Internal Communications: 
How to Use Social Media and Traditional 
Communications,  Toronto 

ProjectWorld | BusinessAnalystWorld,  
Toronto 

Essentials of Outsourcing - Executive 
Education | CORE,  Toronto 

MIIMA Fusion Conference, Vancouver 

Unlock the Power of Information Technology 
| BCNET Conference, Vancouver 

Canada 3.0, Stratford 

The Canadian Telecom Summit,  Toronto

April 2011
Building the Web’s Best Entertainment-
Based Community Site | VEF Connect, 
Vancouver 

CORE 6th Annual Global Sourcing Forum | The 
New Economic Reality,  Toronto 

Search Marketing Expo - SMX,  Toronto 

eMetrics Marketing Optimization Summit,  
Toronto 

Canadian Cleantech Summit, Ottawa 

Technology M and A Panel Discussion - Get 
The Insider’s View Of The Market | VEF, 
Vancouver 

CanWIT Women in Technology Forum 
BC Signature Lunch: Career in Project 

Management, Vancouver 

ORION Summit,  Toronto 

Succession Planning Professional 
Development event | CVCA,  Toronto 

OCRI Awards, Ottawa 

CIO Peer Forum, Vancouver  

Itech Summit,  Toronto 

Itech Summit, Montreal

Social Media for Government: Engage Your 
Employees And Citizens with Latest Web 2.0 
Technologies, Vancouver 

March 2011
Convergence of IT and Health Technologies 
Symposium | BCIT, Vancouver 

Vortex Conference and Competition 2011 | 
Finals,  Toronto

Enterprise Architecture Symposium,  Toronto 

Convergence and Competition: The New 
Reality | inSIGHT,  Toronto 

London Tech Week 2011, London, Ontario 

Group Mastermind Mentoring Circle – 
Group Mentorship Program 2011 | CanWIT, 
Vancouver 

Business Development and Sales in the 
Technology Industry | CanWIT, Vancouver 

A Venture Capital Financing Panel: Web 
Media and IT | VEF, Vancouver 

Effective Midmarket Outsourcing Strategies 
| CORE,  Toronto

February 2011
Vortex Conference and Competition 2011 | 
Round I Competition,  Toronto

Camp d’entraînement sur les Médias Sociaux 
pour professionnels | L’Institut Canadien, 
Montreal

Computation FREE Computer Recycling 
Event,  Toronto

Canadian Internet Forum, Ottawa

Vortex Conference and Competition 2011 | 
Round II Competition,  Toronto

The Great Valuation Debate | CVCA,   Toronto

Improving Corporate Productivity and 
Innovation 2011, Montreal

Cleantech Panel Discussion - How 
To Capitalize On Current Business 
Opportunities | VEF, Vancouver

Privacy and Security Conference and 
Exposition, Victoria

Outsourcing Governance and Relationship 
Management – Executive Education | CORE, 
Calgary

Communications Internes, Montreal

Grow Your Business – Become a Government 
Supplier | Innovation Synergy Centre, 
Markham, Ontario

Canadian Financing Forum 2011, Vancouver

How going green is profitable: Case studies 
and best practices,  Toronto

From Startup to Standout: Seattle’s Kabir 
Shahani, Founder of Appature Inc. | VEF, 
Vancouver

January 2011
Social Media for Government,  Toronto
Advanced Learning Institute,  Toronto

Futurama: The Top 10 Canadian ICT 
Predictions for 2011 | CIO Assoc. of Canada, 
Ont. Chap., Mississauga

CanWIT BC Breakfast Club: Strengths-Based 
Management, Vancouver

How Supplier IT Spending Impacts the Entire 
Value Chain | CIO Assoc. of Canada, Cal. 
Chap., Calgary

An Evening With Alan Juristovski and Milun 
Tesovic, Founders Of MetroLeap Media | VEF, 
Vancouver

Consumer Devices in the Enterprise | CIO 
Association of Canada, Vancouver Chapter, 
Vancouver

GameON: Finance - North America’s Premier 
Business Forum for Digital Games,  Toronto

Vortex Conference and Competition 2011 | 
Boot Camp,  Toronto

Outsourcing Governance and Relationship 
Management – Executive Education | CORE,  
Toronto

Public Sector CIO Forum, Ottawa

December 2010
Canadian Innovation Exchange (CIX) | 3rd 
Annual,  Toronto

Seattle’s Dave Schappell on building a 
successful start-up | VEF, Vancouver

Canadian New Media Awards | 10th 
Anniversary,  Toronto 

CanWIT (formerly CATA WIT) Holiday 
Networking Event, Vancouver

November 2010
The MBA Tour,  Toronto

The MBA Tour, Vancouver

Voices of Experience featuring Janet Wood, 
Judi Hess, Lisa Payne | BCTIA TechForum, 
Vancouver

The MBA Tour, Calgary

nextMEDIA,  Toronto

Becoming an IT Consultant | CATA Women 
in Technology Forum BC Breakfast Club, 
Vancouver

Technology Insights | ComputerWorld 
Canada, Vancouver

Bootup and VEF | Term Sheet Theatre, 
Vancouver

DIG London Game Developers Conference, 
London, Ontario

Canadian Health Informatics Awards Gala 
(6th Annual),  Toronto



Production / Mechanicals

Mechanical requirements
Digital material: PDF/X1a, Illustrator EPS files or Quark/InDesign files together 
with supporting font and high resolution (minimum 300 dpi) graphics files. 
Either Mac or PC files accepted. Please be sure all the trapping is completed; all 
graphics (photos, illustrations, logos) are in EPS or TIFF format (CMYK); all fonts 
included or converted to vector art. The electronic file must be accompanied 
by a proof (eg. colour rainbow, iris, laser). You may send your files on 
removable disk (CD or DVD) or upload to our ftp site. Please contact swalker@
backbonemag.com for the coordinates. 

Production/design elements
The combination of cutting-edge design concepts, high-end paper stock and 
quality photography and illustration gives Backbone its unique look and feel.

Paper stock is a glossy/matte finish with above-average magazine qualities.
This 8-1/4” x 10-3/8” stand-alone publication features an 80-lb. cover with 50(+)-lb. 
inside pages. It is printed using four-colour process throughout.

Printers
Quad Graphics

Delivery
Direct to Globe Distribution Services

Web site banners
Format: Leaderboard/super banner: 728 x 90 px: JPG, GIF (static or animated), SWF (30 frames per 
second using images of 72dpi, all URLs to be embedded in file)
Headline banner: 468 x 60 px: JPG, GIF (static or animated) 
Side column: 135 x 135, 135 x 270, or 135 x 395 px: JPG, GIF (static or animated).
Size (pixels): Leaderboard/super banner 728 x 90, 
                   Side column 135 x 135, 135 x 270, 135 x 395

eNewsletter banners
Format: JPG, GIF (static)
Size (pixels): 468 x 60 

Mobile site banners
Format: Static in order of preference: JPG, GIF or PNG
Size (pixels): 600 x 74

Videos/Podcasts
SWF (30 frames per second using images of 72dpi tracking URL to be embedded in file)

Online

Print 
Ad sizes

Size  Width Depth
1 page trim  8-1/4” 10-3/8”
            safety area 7-1/4”  9-3/8”
            bleed 8-1/2” 10-5/8”

1/2 page (horizontal)      7.25”  4-3/8”
1/3 page (square)  4-9/16”  4-3/8”
1/3 page (vertical)  2-1/8”  9-3/8”
1/9 page formatted ad 2-1/4” 2-7/8”

double page spread 16-1/2” 10-3/8”
            safety area 14-1/2” 9-3/8”
           (1/2” gutter in centre fold)
            bleed 16-3/4” 10-5/8”

Fujitsu. Because 
the mountain 
is there.
At the top of the document imaging 
world, you’ll find Fujitsu scanners.

If a daily mountain of paper is the landscape you 

have to work with, you need reliable equipment 

to conquer it. That’s why more information 

management professionals are choosing 

Fujitsu document imaging scanners.

Powered by Kofax®

Kofax technology helps 

you collect, transform, 

and deliver information 

into your business systems 

to improve efficiency 

and reduce costs.

Fujitsu and the Fujitsu logo are registered trademarks of Fujitsu Limited. Kofax is a registered trademark of Kofax Image Products.

Vorsprung durch Technik www.audi.ca

Beautiful.
 Technically speaking.
When you speak about the beauty of the Audi A5, it’s hard not to mention the 3.2 FSI V6 

 engine with 265 hp and the thrill of quattro® permanent all-wheel drive. Or that it’s the 

first Audi coupe in 15 years, and that the S5 was named AJAC’s Best New Sports Performance

 Car over $50,000. So we’re going to stop speaking, and let you decide for yourself.

European model shown. “Audi”, “A5”, “S5”, “FSI”, “quattro”, “Vorsprung durch Technik”, and the four rings emblem are registered trademarks of AUDI AG. © 2008 Audi Canada.

With our compliments:
Full breakfast buffet ■ High-speed internet ■ In-room movies

Shuttle service to anywhere in the financial core ■ 5,000 sq.ft. fitness centre and pool
Rooftop patio and California hot tubs with an incredible view of the city

416 • 863 • 9000 or call 1• 877• 32 • GRAND
Book online www.grandhoteltoronto.com

Because...life is Grand.

Earn up to 3,500 Aeroplan® Miles per week. Earn 15,000 Aeroplan® Miles per monthly stay. ® Aeroplan is a registered trademark of Aeroplan Limited Partnership.

Now Earn Aeroplan Miles...
at Downtown Toronto’s Finest Boutique Hotel.

The Big Satisfier
Aiming to please, it can adapt to produce 

full-colour banners up to 11-3/4" x 47-1/4".

Full page

DPS

1/2 page

1/3 page

backbonemag.com
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Contacts

PUBLISHER
Steve Dietrich sdietrich@backbonemag.com

EDITORIAL
Editor, Peter Wolchak pwolchak@backbonemag.com

Contributing Editor, Lisa Manfield lmanfield@backbonemag.com

Publishing Assistant, Robin J. Harvey rjharvey@backbonemag.com

Art Director, Shelley Walker swalker@backbonemag.com

Creative Consultant, Gavin Orpen

Production and Prepress, Peter Pasivirta ppasivirta@backbonemag.com

Online Communications Manager, Sue Ansell sansell@backbonemag.com

Contributing Writers: Lisa Manfield, Danny Bradbury, Gail Balfour, Hailey Eisen, Mathieu Yuill, Duncan 

Stewart, Paul Lima, Andrew Terefenko, Mark Lorne, Lawrence Cummer, Trevor Marshall, Ian Harvey, 

Gregory Michetti, Jim Harris, 

Contributing Illustrators: Gavin Orpen, Jon Berkeley, Nate Williams, Darcy Paterson, Jason Raish, 

Matthew Daley, Rob Carter, Matt Vincent, Rachel Lambert, Rose Zgodzinski, Neil Duerden, 

Isabelle Cardinal, Steve Munday, Alan Gonçcalves, Sylvie Bourbonniere, Pablo Pasadas, Enrico Varrasso, 

Christopher Theed, FredRix

Contributing Photographers: Miguel Hortiguela, Scott Ewen, Terry Guscot, Simon Collins, 

Steve Uhraney, Randy Gibson

ADVERTISING SALES
Associate Publisher, Dinah Quattrin, Tel: 416-993-9636  dquattrin@backbonemag.com 

Sales & Marketing Manager, Steve Dietrich, Tel: 604-986-5352  sdietrich@backbonemag.com

Special Supplement Sales Manager, Dennis Oudijk, Tel: 604-986-5362  dennis@backbonemag.com

HEAD OFFICE/CIRCULATION
Publimedia Communications Inc.

Tel: 604-986-5344  

info@backbonemag.com

EDITORIAL OFFICE
1676 Wembury Road, Mississauga, ON L5J 4G3

editor@backbonemag.com

LETTERS OR COMMENTS
Please send letters or comments to: pwolchak@backbonemag.com

Letters may be edited for length and clarity.

SUBSCRIPTIONS
One-year subscription $29.06 (HST incl.) within Canada, $40.95 outside Canada

To subscribe call: 604-986-5344  online: www.backbonemag.com/subscribe

MAILING ADDRESS 
187 Rondoval Crescent, North Vancouver, BC V7N 2W6 

FAX: 604-986-5309

Backbone is a creative endeavour and every issue relies on the energy of a large group of professionals. 

The process starts with a group of highly talented freelance journalists from across Canada. Their work 

is illustrated by an equally talented pool of graphic artists and photographers. This content is put in 

the hands of the magazine’s editors, art director and layout consultants, who shape the editorial into 

its final presentation. Meanwhile, the business development team—from the publisher who formed 

Publimedia more than a decade ago to a national team of sales professionals—ensure our message is 

communicated to the Canadian business community.

Publishing a magazine is akin to managing a large product launch, and then doing it again for the next 

issue. We’re proud of the result and we’re always gratified when readers take the time to tell us how 

much they enjoy the magazine.

Steve Dietrich,
Publisher

Shelley Walker,
Art Director

Lisa Manfield,
Contibuting Editor

Gavin Orpen,
Creative Consultant

Peter Pasivirta,
Production & Prepress

Peter Wolchak,
Editor

Sue Ansell,
Online Communica-
tions Manager

Dinah Quattrin,
Associate Publisher,
Director of Sales
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