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Message from the Dean
Spotlight on performance
AS A BUSINESS SCHOOL, the word “performance” can mean quarterly results 
and how an organization meets its goals. But it can also describe how we 
choose to present ourselves to the world, how we articulate our ideas and how 
we communicate our passions. In this issue of the magazine, we open the door 
to these broader interpretations for a unique set of stories about Gustavson 
graduates, students and faculty, all of whom perform in some capacity.

Many of these individuals are accustomed to the limelight: they appear 
on stages in Victoria and across the world. They step into the spotlight to 

showcase their expertise, elicit reaction 
through music or mystify watchers 
with magic. Some design the stages and 
choose the camera shots, while others are 
responsible for making sure the crowd 
shows up. 

Our business students cultivate public 
speaking and communication skills through 
case competitions, group work and pitches. 
The RBC Case Competition — a cornerstone 
of the Gustavson BCom program for 15 
years — is a perfect example of applied 
performance at the student level. In this 
issue, we celebrate the anniversary of our 
partnership with RBC, and all that our 
students have gained from the competition. 

Another long-time champion of our students was feted at the school on 
April 28. David Black, founder of Black Press Inc., has been a dedicated 
supporter of the business school for almost three decades. He has given 
of his time, serving on our board of directors, providing extensive student 
mentorship and advocating on our behalf. David’s transformational financial 
contribution through the Black Press Scholarship has made a significant 
difference in the lives of over 280 students.  Look for more about him in the 
fall 2019 issue of Business Class.

As we reflect on some of the stories from our alumni and our broader 
community, we see that both how we perform and what we perform matter. 
Gustavson students are passionate and inspired about their work and 
their lives, and what they take out into the world upon graduation. I am 
encouraged by their achievements, and grateful for the community support 
and committed faculty and staff at Gustavson who make it all possible. 

Dr. Saul Klein
Dean, Peter B. Gustavson School of Business
deansaul@uvic.ca
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2019 Gustavson Brand Trust Index results are in! Who surged upward, who 
dropped fast and who came out on top? Find out which brands are most 
trusted by Canadian consumers at www.uvic.ca/gustavson/brandtrust.
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POLL TIME
What was the best story 
this issue? What page did 
you flip right by? Business 
Class wants to know. Head 
to surveymonkey.ca/r/
BusinessClass2019 to tell 
us what you think.

Most trusted 
overall:  
Mountain  
Equipment Co-op

Biggest drop  
this year:  
Facebook  
(-29 points)  
and Huawei  
(-31 points)

Biggest rise  
this year:  
The Real Canadian 
Superstore  
(+12 points)

She’s a 
Trailblazer
On May 22, Sue Paish became Gustavson’s 16th 
Distinguished Entrepreneur of the Year Award 

recipient. Paish, who 
has been a leader for 
growth and innovation 
across the business, 
technology, medical 
and legal sectors 
for the past three 
decades, is currently 
the CEO of Canada’s 
Digital Technology 
Supercluster. In 
this capacity, Paish 
has helped bring 

together companies of all sizes, post-secondary 
institutions, research organizations and non-
profits, to fund ambitious, collaborative 
technology leadership projects. 

2019  
Distinguished  
Alumni Award

Scott Butler, BCom 
’98, knew since 
grade four that his 
long-term goal was 
to own his own 
business. Today, 
Butler is the proud 
owner of real estate 
development firm 
Highstreet Ventures 
and the recipient of 

Gustavson’s 2019 Distinguished Alumni Award. 
Since Butler and his wife Melissa founded 

Highstreet in 2005, the focus has been on energy 
efficiency, with early investments in triple pane 
windows, better envelope insulation and solar 
panels. The company recently made an ambitious 
goal to achieve net zero (when buildings produce 
as much energy as they use, balancing energy 
needs) well before the government legislates it.

Scott Butler (left) and Saul Klein.
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by Stacey McLachlan

LIAM MCDONALD, BCOM ’15, was 14 years old in 2007 
when he saw Spamalot on Broadway during a trip to 
New York with his family. And while he didn’t fully 

get what was going on, he knew he wanted in on it. 
“I was way too young to grasp all the jokes, but the 

audience was dying with laughter, and I thought, ‘I wanna 
do that,’” says McDonald, who now works as director of 
product and sales at Giftbit, a rewards platform that allows 
people to buy, send and control digital gift cards.

McDonald spent the rest of that family vacation banging 
rocks together in imitation of the famous Monty Python 
bit and driving his family crazy. But just a few years later, 
he was on stage himself, playing Thenardier in his Calgary 
performing arts school’s production of Les Misérables. 
(Applying for this specialty school was the result of a bit of 
teenage bravado: “A girl I had a crush on told me she was 
auditioning for a dance program there and I panicked and 
told her I was applying to the school, too,” he laughs.)

He loved the theatre, but as he got ready to graduate, 
pursuing a career in the entertainment business just didn’t 
seem viable, so McDonald set his sights on a vaguely related 

THERE’S NO BIZ
Like Show Biz

field: “My drama teacher told me being a lawyer is the best-
paid acting gig out there,” says McDonald. He headed west 
for Victoria and Gustavson. 

Over the course of his studies, his focus turned from 
law into entrepreneurship and an interest in the city’s tech 
scene, but he couldn’t fully shake his drive to perform. 

“I couldn’t really stop trying to make people laugh,” he 
says. 

As a student, he aced presentation assignments. As a 
community leader in residence, he produced YouTube 
videos, and proved himself to be a resourceful problem-
solver in the process (when no one showed up for a shoot 
about how to speak to professors, he simply played all the 
parts himself). As a co-op student at Target, he learned 
the chain was shutting down its Canadian operations 
and convinced his co-workers to film themselves singing 
“Closing Time” while wandering the empty box store. The 
resulting video went viral and landed him a CNN interview.

So when he went to see a show at Victoria’s McPherson 
Playhouse between semesters and came across an audition 
call for his old favourite, Spamalot, it didn’t seem like a 
big leap to get back on stage. Though he was rusty and a 
little intimidated by the close-knit theatre scene, McDonald 

mustered up the courage to audition—and got the part.
Since then, McDonald has become a regular in local 

productions, earning rave reviews with his work in roles 
like Mark Cohen in Rent.

The world of theatre might not seem like an obvious 
place to flex one’s business school muscles, but McDonald 
actually finds himself regularly tapping into lessons from 

his Gustavson days. 
“When you do a show, you’re partaking in a mini start-up 

in a way: you’re getting together and trying to make a thing 
in six months with deadlines and limited funding. For me, 
there really is no business like show business.” 

Although technically offstage from nine to five, 
McDonald is also making waves in Victoria’s tech scene 
with his day job. At Giftbit, he applies his theatre expertise 
to the business world. “There’s an advantage in being able to 
think on your feet and to empathize with others. You learn 
so much about people in acting as you step into the shoes of 
characters. And the ability to understand other perspectives 
goes miles in business.”

In the future, McDonald hopes to enter a director or 
producer role, where the similarities between boardroom 
and stage will become even clearer: the leadership skills, 
strategic thinking and management of the business world 
all lend themselves directly to the management side of the 
theatre, too. And while his time at Gustavson is over, his 
education continues. 

“I learn something new every time I go to work and every 
time I do a show,” he says. “I think both those things inform 
and complement each other in a big way.” n

Liam McDonald brings 
an entrepreneurial  spir it 
to Victoria’s  theatre scene

“The audience was 
dying with laughter, 
and I thought,  
‘I wanna do that.’”

- Liam McDonald
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 Liam McDonald onstage for a 
2018 performance of Urinetown 

at Langham Court Theatre.
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If you’re part of the 40 per cent of Canada’s population 
who will be immigrants or the children of immigrants by 
2050, you might identify with more than one culture. For 
example, you may see yourself as Chinese-Canadian, Arab-
Canadian or Brazilian-Canadian. 

As a bicultural person, there are absolutely ways in 
which you can use your unique skills to help you perform at 
work. Gustavson professor David Thomas, Echo Liao (IESE 
Business School), and I decided to find out how.* We ran 
three studies with a total of 1,196 participants to find out 
how bicultural employees contribute to their workplaces. 

We discovered that many bicultural people keep one foot 
in each of their cultures, giving them special knowledge 
that lets them think differently than people with one culture 
(“monoculturals,” in our lingo).

Here are a few work activities in which bicultural 
employees tend to perform especially well.

COMMUNICATION BONUS
Most obviously, many biculturals know more than one 

language, so are able to help with casual translation inside or 
outside the workplace. 

Beyond language skills, bicultural employees are often 
skilled at adapting to cross-cultural situations. They’ve 
grown up learning how to change their behaviours to fit 
different cultural environments.

For example, a Chinese-German person will probably be 
able to switch between communicating directly (common in 
Germany) and speaking more indirectly (common in China), 
depending on the audience. If you have this skill, you can 
rely on it to help you perform within global teams or when 
working with global clients.

SOLVING COMPLEX INTERNATIONAL PROBLEMS
Compared to monoculturals, who have only one 

cultural lens as a reference, biculturals can often analyze 
international issues at a deeper level.

For example, a French-Irish-Cambodian team member 
was working for L’Oréal on the development of skin care 
products for the French market. He saw the opportunity 
to combine wrinkle-reducing features with tinted makeup, 
something his French colleagues had not considered.** 

A S K  A  P R O F

A Question of Cultural  
Diversity at Work                                      
As a bicultural person, how can I use my 
unique skills to help me perform at work? 
by Dr. Stacey Fitzsimmons

He was able to combine his insider knowledge of both 
Cambodian and French beauty products to create a 
successful new product.

If you’re bicultural, try to use your cultural lenses to think 
differently about your next work project. You might discover 
that you can draw on your cultural identities to build 
creative new solutions.

CONNECTING PEOPLE
In one multinational technology company, bicultural 

individuals helped software development teams overcome 
serious challenges that threatened their projects.*** 
These teams had members in the US, Germany and India. 
When delicate communication was necessary, bicultural 
individuals excelled at connecting their teammates across 
cultures.

If you can see that you have work or friend connections 
that cross cultural boundaries, you might be able to use 
your connections to change the social network at your 
organization. You can help to connect people who would not 
otherwise be connected.

THE DOWNSIDE: PSYCHOLOGICAL WELLBEING
Despite the advantages of being bicultural, there are also 

challenges. Bicultural employees often say it’s hard to answer 
the question: “Who am I?” For many, it’s difficult to make 
sense of conflicting sets of values, norms, assumptions and 
expected behaviours from their different cultures.

The silver lining to this challenge is that the process 
of thinking deeply about how to make sense of your own 
cultures can help you become even better at integrating 
multiple perspectives to solve international problems.

WHAT DOES IT MEAN FOR YOU?
Organizations everywhere are facing a labour force and 

a customer base that is increasingly culturally diverse. 
Working effectively across cultures is now a fundamental 
requirement for today’s business people. As a bicultural 
individual, you can use your multiple identities to excel. n

“WELCOME to Offkey, a Membran Labs podcast 
about music professionals, for non-music-
professionals. I’m your host, Linh Sa Arnold.” 

So began fourth-year Gustavson student Linh Sa Arnold 
every week during her winter 2019 co-op term with 
Membran Labs. Although she had sought out a position in 
the creative industry, she was still a bit surprised to find 
herself on the business end of a studio mic for the first time 
last January. 

“Even though I’ve played music my whole life, I 
still didn’t know anything about the industry. 
I was the type of music fan that the podcast 
was aimed at. I was learning every time 
we did an interview,” says Arnold. 

Dino Celotti, BCom ’06, is head 
of the Canadian branch of Membran 
Entertainment Group, a European music 
distributor that provides marketing, 
distribution and promotion services to 
artists and labels around the world. 

Says Celotti of Offkey: “The goal was 
to generate exposure for local music and 
musicians, while also showing that there are 
other interesting and exciting roles in the music 
industry that don’t require you to be an artful songwriter or 
masterful performer.”

At Membran, Arnold was tasked with finding new ways 
to market and raise awareness for the company. She soon 
had the idea for Offkey, a podcast devoted to exploring the 
music industry in BC. For Arnold, this was an entirely new 
venture. 

“I’m generally a pretty introverted person, so this was 
definitely not something I ever saw myself doing,” she 

ON PITCH 
with 

Offkey

“I’m generally a 
pretty introverted 

person, so this 
was definitely not 

something I ever saw 
myself doing.”

says. The podcast features Arnold’s conversations with 
musicians and industry leaders and spotlights BC’s thriving 
music scene. It combines Arnold’s business background and 
Membran’s musical knowledge and connections. Offkey 
has now completed a 15-episode first season, and Arnold is 
getting comfortable with the process. “I’m enjoying it now. 
Even though I didn’t expect to, I’ve grown pretty attached to 
this project.”

Part of this attachment is due to her sense of social 
responsibility, and how her work at Membran has allowed 
her to stay aligned with that interest. 

“Something really important from the get-go 
was that we were getting a diverse group of 

people here,” she says. “Giving people 
from minority and marginalized groups 

a platform is super important, and 
we want the guest to illustrate the 
diversity that we’re lucky to have in 
BC, which unfortunately is flat out 
underrepresented in media.” 

In order to do this, Arnold reached 
out to women and people of colour 

in the industry, from musicians to 
executives. “It’s been great to talk to and 

learn from some of the women at the top who 
are running these businesses,” she says.  

The podcast has proven successful. “Linh Sa has 
helped us achieve quick wins, like being featured in Apple 
Podcasts’ New and Noteworthy within our first month of 
launch,” Celotti says. 

For Celotti, having Arnold lead the project has been 
about more than supporting his alma mater. “Students bring 
a fresh and clear perspective to our projects. They do things 
differently, and ask questions that cause us to consider our 
existing approach.” n
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* Fitzsimmons, S. R., Liao, Y., & Thomas, D. C. (2017). From crossing cultures to straddling them: An empirical examination of outcomes for multicultural employees. Journal of International Business Studies, 48: 63-89.   ** Hong, H.-J. & Doz, 
Y (2013). L’Oréal Masters Multiculturalism, Harvard Business Review, 91(6): 114-18   *** Cramton, C. D. & Hinds, P. J. (2014). An embedded model of cultural adaptation in global teams. Organization Science, 25(4): 1056-81.

Dr. Stacey Fitzsimmons is an associate professor at Gustavson. 
Do you have a question for a Gustavson professor that you’d like to see featured in a 

future issue of Business Class? Email it to bizedit@uvic.ca for consideration.

Ph
ot

o:
 C

ou
rt

es
y 

of
 L

in
h 

Sa
 A

rn
ol

d

Ph
ot

o:
 U

Vi
c 

Ph
ot

o 
Se

rv
ic

es

Podcast opens doors 
into the music world
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- Linh Sa Arnold

by Carlos Chicas Berti
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by Natalie Bruckner 

S TANDING on top of Whistler mountain, Stefanie 
Grieser, BCom ‘12, straps on her skis and launches 
herself down the mountain, carving her mark in the 

fresh snow. The Colorado-native knows that out here, on 
nature’s stage, everyone is equal. Mother Nature doesn’t 
discriminate: your ability, skill and experience define you.

It seemed a “no brainer” then that Grieser, co-creator 
of the public speaking workshop Shine Bootcamp, would 
take her learnings from the wild and apply them to her 
professional life to create a level playing field in the public 
speaking realm.

“I wouldn’t classify myself as a professional public 
speaker; not many women do,” says Grieser, who launched 
the speaker bootcamp three years ago. “Women can be 
thought-leaders and still lack the confidence to raise their 
hands to speak. When it comes to conferences, there is 
a gender imbalance, and the bootcamp was launched to 
address that.”

According to a 2018 study by software company Bizzabo, 
men make up 68 per cent of speakers at conferences, trade 
shows and marketing events. It wasn’t until Grieser joined 
the software company Unbounce in 2012, after completing 
Gustavson’s entrepreneurship program, that she realized the 
size of the problem. 

“I joined Unbounce when it was a start-up, as their 
second marketer. The company was growing quickly and I 
decided to pitch our CEO on starting our offline marketing 
initiatives and channels. I ended up building out our 
flagship Call To Action Conference from scratch.”

While Grieser says the inaugural conference was a 
success, when she looked back at the speaker line-up 
(consisting of eight male and two female speakers), a 
lightbulb went off. “It just didn’t sit well with me.”

Grieser made it her mission to get more women on stage 
— not a simple task. 

“At first I thought there weren’t enough qualified female 
speakers, but what it came down to was I wasn’t trying hard 
enough to find them.” 

Her own stint at public speaking gave her additional 
insight, and an understanding of the importance of coaching. 

“I did some public speaking at university, but nothing 
beyond that. So when I decided to speak at the Unbounce 
conference in front of 1,000 people, I reached out to one of 

the founders who is a keynote speaker and got him to coach 
me.”

Grieser admits she was nervous and doubted her ability. 
“I didn’t think I was qualified to be on stage with all these 
other professionals.” 

In fact, Grieser ended up with a Top 10 speaker rating at 
the conference.

She went on to write a blog post about her experience 
with diversity at conferences as both a conference organizer 
and speaker, and it went viral. Instead of just talking about 
the problem, however, she wanted to take action, and Shine 
Bootcamp was born.

That first year, Shine received more than 40 applications 
for the 15 slots. Participants were required to attend online 
workshops in the run-up to the three-day bootcamp to be 
sure their presentations were completed. This ensured 
that during the event participants could receive one-on-
one coaching and end up with a polished presentation, 
which could be recorded and used to pitch to other event 
organizers. “It was a big success. The buzz just spread from 
there.”

Despite increasing demand, Grieser wants to grow the 
business modestly, keep the quality of the programs high 
and focus on diversity beyond just women. Shine wants to 
provide a platform for others who are underrepresented and 
aims to make space for the LGBTQIA+ community, persons 
with disabilities and people of colour.

“Perhaps in coming years Shine will become bigger, 
maybe even a franchise,” says Grieser. For now, she sees it as 
a passion project, undertaken alongside her role as director 
of growth at Sphere, a technology start-up that is shaking up 
the coaching space.

Grieser credits her time at UVic for giving her even 
more of a global mindset. “Gustavson truly aligned with 
how I think and how I was raised. I got the chance to study 
in Istanbul, Turkey, as part of the exchange program, and 
work at some big companies during my co-op that made me 
realize my passion lay with start-ups. It offered me a range of 
transferable business skills,” she says.

As for advice for anyone thinking they could never be 
a public speaker, she says, “As long as you have a story 
and are an expert in your field, you can do it. I don’t think 
you ever stop being nervous, but with the right tools and 
support, you will feel the confidence to raise your hand 
alongside everyone else.” ■

STaND SPeAK
SHINE BOOTCAMP GIVES WOMEN A VOICE IN THE PUBLIC SPEAKING REALM

WHEN IT 
COMES TO 
CONFERENCE 
[SPEAKERS],  
THERE IS  
A GENDER 
IMBALANCE,  
AND THE 
BOOTCAMP 
WAS 
LAUNCHED  
TO  
ADDRESS 
THAT.”
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PATRICE  
DONALDS

MITRA  
BARBER

MITRA BARBER, BCom ’14 and lifestyle content 
creator, started Leopard Couture while on 
exchange in Tokyo as a fourth-year BCom.  What 

started as a fun way to stay in touch with family and 
friends and write about her adventures trying new looks 
outside of her West Coast fashion comfort zone, eventually 
began to generate income — but not until three years of 
hard work and effort in content creation and follower 
engagement was invested into her channel. Not that 
Barber’s complaining. “Leopard Couture is a job of passion 
for me. It’s my fuel.”

Reece Sims, BCom ’10, is equally passionate about 
Whiskey Muse, her online channels offering in-depth 
knowledge on  
the spirit, but she entered into the digital influencer world 
in a more intentional way. 

Sims previously penned a lifestyle blog and was looking 
to find her online niche: a spot where she could provide 
a unique insight and voice, with the goal of monetizing 
her channels as her follower base grew. “I really wanted 
to create an online presence around something I was 
passionate about. I made a list of a dozen things I’m 
interested in and put them up against six criteria questions. 
Of everything on the list, whiskey seemed to fit the criteria 
best. There are other whiskey sites out there but most of 
them are aimed at an older, male demographic and focused 
around product reviews. I felt like there was a huge market 
opportunity here that was untapped.”

Both alumnae have grown their audiences to the point 
that brands now reach out to work with them. But again, 
Barber cautions, that it’s not an overnight success. “Some 
of the ways I increased my follower base — especially in 
the beginning — was to partner with fellow bloggers and 

promote each others’ content. I 
also spend at least a couple of 
hours each day engaging with 
active users on my channels 
and engaging with other 
influencers’ content.”

But what does the relation-
ship look like from the brands’ 
perspective? What should 
companies keep in mind when 
considering working with a 
digital influencer? 

Patrice Donalds, MBA ‘01, 
managing director of Engenue 
Consulting, provides market-
ing counsel and social media 
management services to her 
clients. “Companies consider-
ing working with digital influ-
encers to promote their brands 
need to examine the credibil-
ity of the influencer. Do they 
have a body of work? Are they 
relevant to your audience? 
What are their credentials? Do 
they embody the qualities that your business stands for?” 

That synergy is echoed by Barber and Sims. “I’ve said 
no more than I’ve said yes,” Barber says of working with 
brands. “It’s important that I am a good fit for the company 
I work with; my brand needs to align with theirs.” Sims 
adds, “I have to like and believe in the product in order to 
promote it (I won’t just do it for the money).”

This caution is part of their success as influencers. They 
have a responsibility to their followers that’s not lost on 
Sims. “Alcohol is a touchy subject and, in being a role 
model, I have to be conscious of delivering content in a fun 
but responsible way.” 

Barber, whose following is predominantly young 
women, is determined to help empower them. “My biggest 
message to my audience is that being yourself is the most 
beautiful thing,” she says. “The last thing I’d ever want to 
hear is my followers saying they want to be just like me. I 
want to inspire and encourage them to be the best version 
of themselves. That’s what makes this my dream job.”

She’s not alone in thinking it’s the ideal career. Donalds 
has some parting advice to those looking to work with or 
become digital influencers. “People are people regardless of 
the channel you’re on, and they’re still going to be triggered 
by the same sorts of things: something that reminds them of 
home, of a good moment, of memories; so the storytelling 
still has starpower. Social media marketing is marketing on 
a sugar rush because everything and everyone wants you to 
move at light speed. But really effective, ground-breaking, 
lasting marketing requires measured, strategic moves. So 
don’t forget how to balance both.” ■

INFLUENCER 

I N S I D E R
RESPONSIBLY BUILDING AND MONETIZING DIGITAL CLOUT

REECE  
SIMS 
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It looks so easy. Take some great photos, come up with a cute caption that catches your followers’ attention and voilà! 
companies are clamouring to have you feature their brand on your channels. As the newest iteration of brand endorsers, 

the lives of digital influencers look effortless, but their polished online presence belies the hard work that takes place 
behind the scenes. There are many elements to juggle, from content creation to follower engagement and corporate 

connections, each requiring a different set of skills, including creativity, customer service and contract negotiation. 

It sounds a bit like owning a business, doesn’t it?  Like any start-up, success doesn’t happen overnight. 

CONTENT  

IS KING
Reece Sims’ six questions 
to consider when choosing 
a topic for your digital 
content:
• Is it an industry that is 

evolving and changing? 
• Is the industry  

recession proof?
• Is there a lot of direct 

competition in the 
industry?

• Are there other people 
like me already doing it?

• If so, can I carve out a 
unique niche?

• Is there an opportunity 
to monetize it in the 
future?

DIGITAL INFLUENCER 101 :

DEFINITION: Influencer: someone who affects or changes the way that other  
people behave, for example through their use of social media (Cambridge Dictionary)

KNOWN HANGOUTS:  YouTube, Instagram, Facebook, WordPress

EXAMPLES:  Kim Kardashian, Lilly Singh

by Krista Boehnert
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I’m very fortunate 
because I love my job.”  CONJURES 

      WONDER...

MAGICIAN JULIE ENG

economics and education. It seems 
only natural now that, in her 
second year, she gravitated to the 
entrepreneurship program.

“As I got to the higher-level 
courses, and class sizes became 
smaller, I really found my classmates 
and I were very like-minded,” Eng 
says, recalling her move into the 
commerce program. “We were really 
getting into it. I loved it.” 

Well — it may not have been 
“love” for everything at first. Never 
strong at math, she hated accounting 
and found the double-entry system 
particularly vexing. But her UVic 
instructor challenged her to alter her 
style of thinking.

“I struggled with that course and I 
got something like an A+ on my final 
exam,” she recalls. “But all those 
lessons that I really truly struggled 
with have benefited me immensely in 
my career.”

For example, the lessons proved 
invaluable in her role as executive 
director of Toronto-based Magicana, 
a non-profit organization that, 
according to its mission statement, is 
“dedicated to the study, exploration 
and advancement of magic as a 
performing art.”

Founded in 2000 by magician 
David Ben and others, Magicana 
offers programs like My Magic 
Hands, a magic-teaching program 
designed for at-risk youth, and Senior 
Sorcery, which brings live magic to 
retirement homes and care facilities. 
Through these programs, Eng has 
brought imagination and delight to 
thousands of Canadians, and has also 
taught children to perform their own 
magic as an injury rehabilitation and 
confidence-building technique. 

Over the course of her 30-plus-
year career as a magician, Eng has 
appeared on many notable stages, 
most recently on the set of CBC’s The 
Nature of Things.

In the episode entitled “The 
Science of Magic,” Eng joins 
researchers in neurobiology 
and psychology as they use 
magic to explore cognition and 
consciousness. 

“Something that magicians know 
better than most is that you can’t 
always believe your eyes,” says 
Eng at the beginning of the episode. 
Magicians have to be expert 
audience managers, manipulating 
quirks of human cognition to 
influence viewers. 

 “It was a wonderful opportunity 
and I’m dying for the chance to do 
more stuff like that,” Eng says.

Eng pours her heart and soul into 
the magic industry, and she feels the 
rewards of community and career 
have repaid this amply. 

“I am very lucky. A lot of people 
have put their arm around me in 
their magic learning and have given 
me great advice, great information, 
great coaching,” she says. 

She also met her husband, 
Suleyman Fattah, on the set of David 
Ben’s show The Conjuror in 1997. 
Sadly, Fattah died of a heart attack 
in January 2017 at age 53. A talented 
illustrator and artist, Fattah “loved 

of accounting — that gave her the 
tools to truly succeed at her chosen 
stagecraft.

“I’m very proud to have had my 
time at UVic,” Eng says. “I think it’s 
made a fundamental difference in my 
life.”

Born and raised in Victoria, Eng 
is the daughter of one the city’s most 
beloved magicians, who for decades 
owned the eponymous Tony’s Trick 
and Joke Shop downtown. 

Growing up, Julie, alongside her 
mother and her younger sister, often 
shared the stage with their dad. But 
Tony Eng, who grew up in Sidney and 
performed magic tricks at his parents’ 
Beacon Cafe as a child, also passed 
the entrepreneurial bug along to his 
daughter. Aside from the trick and 
joke shop, he ran a wholesale business 
and a bartending school.

“So I grew up in that world of 
‘you’ve got to work, you’ve got to 
work hard, and you’ve got to be aware 
of about 3,000 things at once,’” Eng 
says.

At UVic, Eng dabbled in 
disciplines such as psychology, 

MAGIC has played a leading 
role in her life for as long 
as Julie Eng, BCom ’95, 

can remember. 
“The story goes that I wasn’t 

delivered by the stork,” the Toronto-
based Eng says. “I was pulled out of 
the hat.”

She learned her first magic trick 
from her magician father, Tony Eng, 
when she was just a toddler. He later 
introduced her to a secret world 
that would eventually permeate 
every aspect of her life and lead her 
to networking with the likes of Las 
Vegas showmen Penn and Teller.

It wasn’t until Eng studied 
entrepreneurship at the University 
of Victoria, however, that she 
learned a few business tricks — 
such as mastering the mysteries 

JUST LIKE

MAGIC

“The story goes that I 
wasn’t delivered by the 
stork,” the Toronto-based 
Eng says. “I was pulled 
out of the hat.”

“Something that 
magicians know better 
than most is that you 
can’t always believe 
your eyes.” 

by Keith Norbury
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working behind the scenes and 
making the magic happen off 
stage,” says Eng. They worked 
together on many shows over the 
years, and later at Magicana.

These days, most of Eng’s 
time is spent running Magicana 
and appearing on stages and at 
conferences across North America. 

“I’m very fortunate because 
I love my job. My job is around 
something that I have grown up 
with — magic. It’s near and dear to 
me for many, many reasons.”

One reason is simply that it 
evokes a sense of wonder.

“I want to wow people and I 
feel like magic allows me to do that 
in a very non-invasive way, in the 
sense that I’m not 
selling them 
anything,” she 
says. “I get to 
remind them of the 
power of imagination 
and being open 
to the seemingly 
impossible.” ■
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ALL THE WORLD’S A STAGE
What good customer service borrows from theatre

Entrepreneurs: ever 
wondered what it’s like 
to take part in a start-
up accelerator?  Stuart 
Kinnear, BMus ’09,  
MBA ‘11, traveled to 
Oslo, Norway last fall to 
participate in Techstars’ 
energy-industry start-
up accelerator. Over 
three months, he and 
team members from his 
Calgary-based company 
Interface Fluidics had the 
chance to network, find 
mentors, pitch, iterate, fail, 
pivot and ultimately leave 
with new inspiration—
and investors. Interface 
Fluidics, which Kinnear 
co-founded in 2016, 
offers chemical analysis 
of oil reservoirs to make 
extraction via hydraulic 
fracturing more efficient, 
and in the process, 
aims to minimize 
the fresh water 
needed to extract 
resources.

Business Class:  What was the 
outcome of your experience 
in Oslo?
Stuart Kinnear: Techstars’ 
model is “give first.” I think it 
really is a great mentality for 

every entrepreneur to have. 
When it comes to what are we 
useful for as entrepreneurs, 
it is our willingness to work 
hard, our great ideas and our 
network. And that network 
is built by helping others, by 
building that social capital 
that we all trade in. 

BC: Did Techstars change how 
you do business at all? 
SK: I have a lot more 
confidence now. The specific 
brand of confidence is that I 
know I’m doing something 
important, I want to help 
other entrepreneurs and 
I don’t have time to wait: 
“We are doing something 
important, you are doing 
something important, let’s 
do it together.” I don’t worry 
so much about being super 
polite. 

BC: What do you think you 
brought to Techstars that 
others needed or didn’t have?
SK: I come from a background 
of working at gigantic 
companies. I was at Canadian 
Natural Resources Limited 
for five years doing contracts. 
I’m not a lawyer but I have an 
ability to look at a commercial 
agreement and understand 
where the risks and benefits 
are and how to write one that 
is acceptable for both parties.
Interface Fluidics now has this 
superpower: the ability to sell 
to corporates with very little 

friction. Most of Interface’s 
customers recently are billion 
dollar companies. At Techstars, 
I saw myself as a bit of a 
mentor for people who had 
never sold to a big company 
before. If you’ve never sold 
to gigantic companies before 
and you don’t know what’s 
on the receiving end of what 
you are trying to pitch, then 
it’s really impenetrable and 
difficult to work with.

BC: Any other takeaways 
from Oslo that fellow 
entrepreneurs might be 
interested in? 
SK: The importance of 
reporting to stakeholders on 
outcomes. While you are in 
Techstars, you send a weekly 
update to every stakeholder. 
Weekly updates might be 
overkill for most people, but 
founders often don’t keep 
their stakeholders informed 
enough. And it’s not about 
putting on the rose-coloured 
shades and saying “these are 
all the good things and it’s 
great over here,” it’s saying “it’s 
good, but this and this and 
this are really bad; it’s a real 
problem and how can  
we solve it?” Learning to ask 
for help transparently will  
get you so much further  
than only showing the 
traction you’ve had.

BC: How do you know if 
you’re listening to the right 
people?
SK: It takes a certain amount 
of crazy to quit your job and 
start a company. You have to 
believe in your ability to think 
critically. When I’m seeking 
advice, I ask for very specific 
feedback on one problem and 
I’ll probably get 10 completely 
conflicting pieces of advice. 
But then I can use my own 
thought to say, “I think this 
person was onto something 
here, and this person there,” 
and then I can synthesize 
it into my own solution for 
the problem. Nobody has 
perfect advice. You have to be 
confident in yourself and your 
ability to process that advice 
and take it forward. ■

Step on  
the Gas
Start-up accelerator helps 
energy tech company shift to high gear
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by Brita Harrison Brooke

PICTURE YOURSELF walking into an 
Italian restaurant. The checkered 
tablecloths, candlelit tables, accordion 

music, framed pictures of Italian scenery 
and the smartly dressed staff, all tell a story 
about the type of experience you will be 
having. These elements of storytelling and 
theatrics are what Dr. Steve Tax, champion 
of Gustavson’s service management 
specialization, emphasizes in his research. 

Many scholars have described customer 
service as an experience with the frontline 
service staff (actors), processes (script) and 
physical environment (set) resembling a live 
theatrical performance. 

“The idea of customer service as a 
performance is not new, but my question 
was, if service is a performance, where can 
we observe best practices?” says Tax. 

He chose to study the theatre because 
of the industry’s long history of mastering 
a system delivering performance efficiently 
and effectively. He turned to the renowned 
Belfry Theatre in Victoria, BC to learn how 
performances are designed. 

“The process in most theatres is the 
same but the culture at the Belfry makes it 
particularly compelling to study,” explains 
Tax.

The Belfry Theatre is a professional 
theatre company producing contemporary 
plays, with an emphasis on Canadian 
work and promoting artistic, cultural and 
educational events in Greater Victoria. Tax 
sought to learn how it is able to reach a high 
standard of performance in such a short 
time frame: the Belfry operates on a one-

month production cycle. Students in Tax’s 
customer experience management course 
go to the Belfry to observe the performance 
design and apply those elements to the 
service experience.

Tax has learned that the elements 
necessary for a good theatre performance 
also make for a good customer experience. 
These include authenticity, engagement 
and empathy. Authenticity enhances 
customer experiences, allowing them to 
be more immersed in the performance 
without distraction. This includes a careful 
attention to detail. In the Italian restaurant, 
a distracting element could be something 
incongruous, such as oompah music playing 
over the speakers or pictures of Greece 
adorning the walls. 

Engagement refers to the level of 
audience participation in the performance, 
which creates a connection and ensures a 
memorable experience. The Belfry welcomes 
audience members to the experience the 
moment they walk in, and everything from 
the programs to the hosts set the stage 
for the performance. The Belfry spends 
considerable time assessing the performance 
from the point of view of the audience and 
continually makes adjustments to ensure 
audience engagement. 

How can managers apply the lessons 
from the theatre in their careers? They can 
start by seeing themselves as the director of 
the customer service performance. 

“You can’t design the experience the 
customer has, but you can design and 
support the performance to achieve the 
impact you want,” says Tax, adding, 
“Outstanding service derives from a 
great service culture focused on telling 
a compelling story that resonates with 
customers.” Every element of the 
performance should be carefully designed to 
tell that story. 

It is also vital the experience be 
empathetic, designed for the customers 
themselves. “Empathetic design is based 
on a deep understanding of what touches 
the customers,” says Tax. “A good manager 
should be talking to customers and 
observing, supporting and coaching front 
line staff.” As the Belfry experience teaches, 
teamwork and communication is vital to 
problem solving and delivering a superior 
performance. 

Finally, Tax observed the passion people 
in the theatre have for their work, which 
contributes to authenticity and customer 
engagement. “You can sense the emotion 
when employees are passionate for the roles 
they play,” says Tax.

To Tax, the theatre provides an 
opportunity for his students to experience 
the key elements of a highly professional 
and effective performance. It helps them 
understand that all the world is truly a stage 
when it comes to the service experience. n Ph
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Dr. Steve Tax on 
the set of 4000 
Miles (by Amy 
Herzog) at the 
Belfry Theatre. Set 
design by Peter 
Hartwell.

“Empathetic design is based on 
a deep understanding of what 

touches the customers.” 
- Steve Tax
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Business Class: What was your 
favourite film to work on? Why? 
Blaise Sack: Our documentary called The BC Adventure Project. 
We spent five days in the Great Bear Rainforest, 60 miles 
from the mainland, camping in the remote wilderness with 
coastal wolves among us. We were surrounded by small, 
broken islands and pristine clear water. We had five days 
to find and film the coastal wolves and when we arrived, 
we quickly realized that finding them was going to be a 
bigger challenge than we had anticipated. The wolves cover 
hundreds of kilometres within their home range, and despite 
their tracks being scattered all around the areas we looked, 
the wolves themselves were elusive for a while. Without 
ruining the film, I’ll just say the encounter we had with them 
caught us completely by surprise and demonstrated how the 
wolves were really in control of whether or not they wanted 
to be seen. It was completely out of our hands. 

BC: What piece of work are you most 
proud of? 
BS: The coastal wolf episode of The BC Adventure Project  
was my first film featured in a film festival. It’s really cool 
seeing a film you created from concept to completion on  
the big screen. 

BC: Are there any advantages to being  
a business grad in a creative industry? 
BS: Yes, many! Business skills come into play with everything 
you do. Without the skills and strategies to market a 
company, manage budgets and build a business (no matter 
what industry), it’s hard to successfully start and manage  
a company. 

BC: Do you have any certifications  
or training other than your BCom? 
BS: Nope! I am very much a hands-on learner and have  
been able to get to where I am completely self-taught  
when it comes to all things film related. 

BC: What’s one film (genre/topic/etc.) 
you aspire to make?  
BS: A feature length ski and snowboard  
video. It’s what I love to do and I couldn’t  
think of a better way to spend my time.

THREE FILM PRODUCERS SHARE THE 
VIEW FROM BEHIND THE CAMERA

BLAISE SACK  BCOM ’09
MOVES MEDIA, VANCOUVER, BCAND... 

ACTION!
Actors may be the film industry’s top 

performers, but it’s the crew behind the 

camera that makes these performances 

immortal. Three BC filmmakers weigh in on the 

art of production, describing work that they’re 

proud of and why a business degree makes a  

more logical partner for the film production 

industry than one might think.

Actors may be the film industry’s top 

performers, but it’s the crew behind the 

camera that makes these performances 

immortal. Three BC filmmakers weigh in on the 

art of production, describing work that they’re 

proud of and why a business degree makes a  

more logical partner for the film production 

industry than one might think.

BC: What is one existing film you  
would have loved to be part of? 
BS: Any GoPro launch video! These are the definition 
of excitement and extreme shots. I’d love to be in this 
type of environment and chase challenging shots that 
require skill and adrenaline to capture. 

BC: What’s your favourite part  
of your day-to-day work? 
BS: Exploring new places and meeting new people. 
Learning things and experiencing worlds I would have 
never come across if I didn’t have the opportunity to 
film them. I’ve been lucky to film projects in a variety 
of incredible places. I’ve also had the opportunity to 
capture unique brands and companies along the way, 
learning about entirely new industries. 

BC: What was the first film you ever 
worked on? What was your role? 
BS: A drone video of a climber. It was one of the first 
drones on the market and flying it was terrifying. I felt 
as though it could crash out of the sky at any moment. 
Since then, drones have come such a long way!

BC: And most importantly:  
what’s your go-to movie  
night snack? 
BS: Chips! n

Business Class: What 
was the first film you 
ever worked on?  
Jocelyn Russell: The first film I 
worked on was Joanna Makes A Friend. 
It is a short drama about a lonely 
girl who has trouble making friends 
and instead ends up building herself 
a robot friend, Edgar Allen Poe-bot, 
out of leftover electronics found in 

the garage. It is a “gothic and stylized film that explores the desire for love 
and acceptance we all share” (imdb), and in the end Joanna learns that you 
can’t just make a friend, you have to be one.

My role was business development/media producer. As a team we had 
the opportunity to successfully pitch the MPPIA Short Film Award at the 
Whistler Film Festival 2010, which kicked off funding for the project and 
offered us invaluable mentorship in the industry. The film screened at TIFF 
Kids, was selected for Canada: Not Short On Talent by Telefilm at Cannes, 
and culminated in a sold-out screening at the Victoria Film Festival, where 
we were honoured to receive the viewer’s choice award.

BC: What was your favourite film to work on? 
JR: The Hollow Child was the first feature film I was a producer on and it was a 
truly epic undertaking. It became my favourite almost instantly because of 
the stellar cast and crew assembled. It’s a story about evil changelings and 
Samantha, a troubled teenage orphan, who is trying to fit in with her foster 
family. But when her foster sister, Olivia, goes missing and then suddenly 
reappears, she realizes there’s something wrong with Olivia! Locations 
were one of the bigger challenges. We needed an eerie set of woods and 
the interior of a cave. Both had to be feasible, accessible and safe. Forested 
areas are not easy to light, and the prevailing weather was rain. In the end, 
our production designer made magic happen by creating a modular cave in 
a barn from scratch.

 This was also the first 
horror film that I’d ever 
worked on and the 
logistics involved with 
that were often an 
entertaining challenge, 
such as getting litres of 
movie blood shipped onto set, having actors fitted with prosthetic wounds 
and monster masks and the procurement of a massive supply of Halloween 
decorations in the middle of spring.

BC: Are there any advantages to being  
a business grad in a creative industry?
JR: Yes, the intensive day-to-day class teamwork that was part of the BCom 
program prepared me for the more senior roles on a film production by 
helping me to grow as a person and develop my own authentic leadership 
style. The practical skills I gained gave me the self-reliance to take on any 
task that might come my way during production.

BC: What’s one film (genre/topic/etc.)  
you aspire to make? 
JR: A few years back I was a field producer on a Sobeys product demo, 
#MadeByMe with TV host Jon Montgomery, and it really did whet my 
appetite. I enjoyed working with the food stylist, as well as the intimacy of 
the crew size and what that afforded in terms of set location flexibility. It 
would be a dream job to do a travel food show or chef documentary. 

BC: And most importantly: what’s your go-to 
movie night snack?
It sounds far too easy, but it really is popcorn! My favourite  
way to spice it up is a little salt and grape seed oil (which gives 
 it a subtle nutty flavor).  n

JOCELYN RUSSELL  

BCOM ’12, INDEPENDENT FILM PRODUCER, 
VICTORIA, BC

Scene from The Hollow Child (2017).

Shot from The BC Adventure Project.

Ph
ot

o:
 C

al
lu

m
 S

na
pe

. 

Ph
ot

os
: B

ro
d-

e 
Bi

zz
le

 (l
ef

t);
 B

ro
ke

n 
M

irr
or

 F
ilm

s (
rig

ht
); 

Ill
us

tr
at

io
ns

: d
re

am
st

im
e

B U S I N E S S  C L A S S   |   P E T E R  B .  G U S TA V S O N  S C H O O L  O F  B U S I N E S S      19



20     U N I V E R S I T Y  O F  V I C T O R I A   |   S P R I N G / S U M M E R  2 0 1 9 B U S I N E S S  C L A S S   |   P E T E R  B .  G U S TA V S O N  S C H O O L  O F  B U S I N E S S      21

SHELBY MANTON   
BCOM ’13
BOLDLY CREATIVE, VANCOUVER, BC

Business Class: What was your favourite film  
to work on? Why? 
Shelby Manton: We are a content studio helping to create visuals and tell 
stories for some of Canada and the USA’s coolest brands. I love the work 
we do in the commercial world, but every so often we get the chance to 
produce independent narrative content. Everything from music videos, 
to short films and web series. In this day and age of advertising, those 
two worlds are starting to blend more seamlessly. And this is extremely 
exciting for us.

In 2018, we had the opportunity to work with an amazing Vancouver ad 
agency, 123w, on a spot for St. George’s University in Grenada. Filming in 
the Caribbean was a surreal experience and definitely the highlight of my 
career so far, but the most exciting part about this project was the creative 
approach.

It is technically a commercial, but the final product feels like a mini short 
film. It’s raw, gritty, fast-paced, shot in black and white, and — for all 
you film buffs out there — we were able to film on Panavision C-Series 
Anamorphic lenses. This is the same set that lensed the original Star Wars 
films. I am particularly proud of this project because it was the product of 
true creative collaboration. 

BC: Are there any advantages to being a business 
grad in a creative industry?  
SM: Definitely. When I graduated from Gustavson, my brother Geoff and I 
decided to join forces. He has a film degree from Simon Fraser University 
and I always loved pursuing film projects outside of my business studies. 
Partnering with our third co-founder, Sebastien, we decided to open a 
production company. Geoff brought the film experience and I brought 

the business plan. We needed each other. BOLDLY would not be what it is 
today if we had not initially had diversity in our skillsets and education. 

Business and creative industries go hand in hand. You can work hard every 
day creating art, but if you do not know how to sell it or get it out into the 
world, how will you ever make a living doing what you love? 

BC: What is one existing film you would have 
loved to be part of? 

SM: My favourite films are those that give you a “slice of life” view into a 
situation that feels intimate. Ones where you can get so wrapped up in the 
characters and their struggles that you are constantly on the edge of your 
seat — even when the scenes are seemingly slow. I would have loved to 
have been a part of Luca Guadagnino’s Call Me by Your Name, as I find it to 
be masterful in this style.

 BC: What’s your favourite part  
of your day-to-day work? 

SM: Nothing beats a long day on set, surrounded by a talented, passionate, 
hard-working crew pulling together to bring a scene to life. I’m lucky to 
work in an industry that focuses so heavily on collaboration and teamwork 
— it’s an inspiring environment to experience.

BC: And most importantly: what’s your go-to 
movie night snack?
SM: There’s nothing better than the classic — popcorn with butter.  
I prefer the unhealthy movie theatre kind. n

SHELBY MANTON   
BCOM ’13
BOLDLY CREATIVE, VANCOUVER, BC

SHELBY MANTON   
BCOM ’13
BOLDLY CREATIVE, VANCOUVER, BC

FROM  
TERROR 
TO TERRIFIC
Tips for overcoming stage fright  
from a few of our interviewees

Right before I walk on stage I run through a reasonable worst case 
scenario in my head (forgetting all my lines, complete wardrobe 
malfunction, small fire, etc.) and no matter how embarrassing the 
potential scenario, nobody gets hurt and the world still turns. I 
remind myself of that, take a couple deep breaths, and away we go.
Liam McDonald, p. 6

I focus on three things leading up to a presentation: knowing my 
content inside and out, practicing with a small audience and most 
importantly — being authentically myself. 
 Shelby Manton, p. 20

I am reading Brené Brown’s book Dare to Lead and she says exactly 
what I would say: “People often ask me if I still get nervous when 
I speak in public. The answer is yes.                     I am always nervous. 
Experience keeps me from being scared, but I’m still nervous.” Again, 
the nerves don’t go away. But that doesn’t mean you shouldn’t get 
up and speak.  Stefanie Grieser, p. 10

My biggest advice is do your research, speak confidently (even if 
inside you don’t feel confident) and just keep doing it over and over 
again. Repetition is key to getting comfortable.   
Reece Sims, p. 12

Emotion trumps content.  The audience is listening as much to your 
tone as to what you say.   
Stuart Kinnear, p. 17

I’d recommend positive self-talk. I’ll tell myself  ‘it’s going to be easy’ 
or  ‘you’ve got this.’  I also do a practice run with people who will give 
me honest feedback on things I can improve.
Mitra Barber, p. 12

Just take a deep breath. Everyone else out there is as scared  
as, if not more scared, than you are for that performance. And you 
know what you know, they don’t. So just share that.
Patrice Donalds, p. 12

Stefanie Grieser onstage at Unbounce’s Call to Action Conference. (Full story on p. 10.)
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Shelby Manton (left) on set filming a 
commercial for St. George’s University.



by Sasha Milam

ONCE EVERY TWO YEARS, the Olympic Games blaze 
like a meteor across international headlines. For a few 
weeks, the Games seem to be on every tongue, front 

page and television. And then, just as suddenly, they’re gone.
Like the proverbial iceberg, however, what you see on 

camera is only a tiny percentage of what goes on behind 
the scenes.

“Olympic organizing committees begin their work 
seven years before the Games actually begin,” explains 
Arda Ates, MBA ‘06. “Bid committees, which put forward 
the proposal for a particular city to host, get started about 
nine years before the competition.”

Ates himself has built a career setting the stage for 
this ultimate athletic performance as he specializes 
in planning and delivering venues and overlay. Ates 
made his Olympic debut as a project manager of overlay 
commodities and venue infrastructure for the 2010 
Vancouver Winter Olympics and Paralympics, shortly 
after completing his MBA.

“To me, those were the best games,” says Ates. “The 

RING MASTER
Arda Ates has the best seat in the house

“You need to have analytical, 
organizational and planning skills, 
but you also have to be flexible and 
able to prioritize ruthlessly.”

- Arda Ates
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energy was incredible. We were all working like mad and 
it was just a week or so until show time. I remember my 
boss, who was on his 11th major games, telling us, ‘Right 
now, you hate your life. You are asking yourself, why 
am I doing this? But two weeks after the games, you’ll 
be asking me, when is the next one? Where are the next 
games?’ It’s a bug, and once you have it, you keep going.”

This has certainly proven true for Ates. To date, he 
has been a part of two Olympic organizing committees 
(Vancouver 2010 and London 2012), two Olympic bid 
committees (Budapest 2024 and his native Istanbul 
2020), the 2015 Pan American Games (Toronto), the 2018 
European Championships (Glasgow) and many other 
international sporting events. 

“For the past 11 years, I’ve been working to spread 
the power of sports around the world and promote the 
positive changes that come with it,” explains Ates. 
“My expertise is in planning games development, 
creating strategic master plans for venues and sports 
and implementing event management framework. This 

consists of leading the planning, delivery and operations of 
multiple events, including onsite operations.”

Olympic organizing committees are their own unique 
business environment, often employing 6,000 people in 
functional areas such as medical, security, finance, marketing, 
venues, sports and more. 

“The venues and overlay team alone is up to 600 people 
for an Olympic Games,” says Ates. “We are responsible for 
everything about the physical structure. We decide which 
existing venues can be used as they are, which need to be 
renovated or adapted, which will be purpose-built for the 
games and which will be temporary. And then there are all 
the add-ons that will be made to the venue, which constitutes 
the overlay.” Overlay, he explains, encompasses everything 
from grandstands to water infrastructure, audio-visual 
equipment and the generators to make it all run. Basically, 
overlay is “everything that would fall out if you picked the 
venue up, turned it upside down and shook it.”

A single Olympic Games requires more than 45 venues, 
so athletes can practice, warm up and compete. Thousands 
of temporary seats may be needed for any given venue. 
Add millions of spectators, athletes from around the world 
and business processes that change depending on the host 
country, and one can imagine the potential for the unexpected 
to happen, despite years of planning. 

“For this job, you need an operations mind,” says Ates. 
“You need to have analytical, organizational and planning 
skills, but you also have to be flexible and able to prioritize 
ruthlessly, or you’re lost. You also need to be an optimist 
because so many things can go wrong.

“During the Vancouver Olympics, I happened to be at the 
Richmond Olympic Oval when there was an issue with the 
temporary stairs — one of the steps came out or something. 
They ask if I can help and I’m in there with the duct tape and 
the zip ties, helping them fix the stairs. I’m a senior manager 
working with all the venues across the games, but in that 
moment, roles, titles, they don’t mean anything. Everybody’s 
there, hands-on, finding the solution.”

Who better to be on site than a mechanical engineer 
with an MBA and project management professional 
certification? Ates has drawn on all these skills in turn. 
He can build the strategy, manage the budget – and fix the 
stairs when one breaks 15 minutes before thousands of 
people turn up. 

“If you want a real challenge, if you want to be under 
the spotlight, making decisions and problem-solving under 
enormous pressure with no excuse for delays, and if you like 
teamwork, it’s the job for you.” n

Ates responds 
to an all-hands-

on-deck call 
for help while 

consulting at the 
2018 European 

Championships 
in Glasgow.
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Thanking our 2018 Gustavson Alumni Donors
Our heartfelt thanks to all our donors for making innovative business education a reality for our students.  

And a special shout-out to our alumni donors, both those listed here and those who prefer 
to remain anonymous, for their contributions to UVic in 2018. Your generosity helps ensure today’s students  

have an experience every bit as meaningful as your own.

www.uvic.ca/gustavson/giving   |   bizalum@uvic.ca

♥ Glen Allen, BA ‘89, Dipl ‘91, MBA ‘01
♥ Dylan Amirault, BCom ‘16
♥ Stephen Anderson-Macdonald,  

BCom ‘01
♥ Abubakr Asif, MBA ‘06
♥ Laura Authier, MBA ‘12
♥ John Baytaluke, BCom ‘13
♥ Janet Bonaguro, MBA ‘05
♥ Lindsay Brookes, BCom ‘15, MPH ‘18
♥ Jill Carruthers, BSc ‘08, MBA ‘16
♥ Hao Chang, MBA ‘10
♥ Jenny Chen, MBA ‘02
♥ Marilyn Copes, MBA ‘99
♥ Adam Cox, BCom ‘98
♥ James Derpak, BCom ‘04
♥ Yishan Dong, BCom ‘13
♥ Sihong Fu, MBA ‘14

♥ Richard Fyfe, MBA ‘99
♥ Sibi George, MBA ‘17
♥ Joey Glazer, BCom ‘15 
♥ Mike Glover, BCom ‘11
♥ Salona Gounden, BCom ‘13
♥ Mike Hurrell, BCom ‘05
♥ Brent Kokoskin, MBA ‘99  

& Veronica Winkler, BCom ‘98
♥ Robert Kuhr, BCom ‘16
♥ Amrit Lalli, BCom ‘99
♥ Maria Lauridsen, BEd ’88, MBA ‘01
♥ Kelly Loudoun, MBA ‘15
♥ Isobel Mackenzie, BA ‘87, MBA ‘97
♥ Lindsay MacNeil, BCom ‘00, MSc ‘07
♥ Linda Mah, BCom ‘01
♥ Raymond Maung, MBA ‘99
♥ Brittany Million, BCom ‘11

♥ Susanne Murphy, BCom ‘12
♥ Matthew Ness, BCom ‘00
♥ Siong Ng, MBA ‘04
♥ My Phung, BCom ‘00
♥ Howard Plato, MBA ‘02
♥ Adam Pressacco, BCom ‘09
♥ Matthuw Ronald-Jones, BCom ‘99
♥ Gabriel Rose, BCom ‘05
♥ Alicia Roske, BCom ‘12
♥ Mike Sandhu, BCom ‘08, JD ‘13
♥ Grant Shapka, BCom ‘17
♥ Bryce Shoemaker, BCom ‘11
♥ Zabin Somani, BCom ‘95  

& Marc Hoelscher, BCom ‘95
♥ Rolf Warburton, BCom ‘97, LLB ‘04
♥ Luke Williams, MBA ‘96
♥ Amanda Wright, BSc ‘01, MBA ‘07

♥ Qiusheng Zhang, MGB ‘14

Leadership Giving Donors
♥ Evelyn Adu-Febiri, BCom ‘04
♥ Joanna Bateson, BCom ‘01
♥ Tina Belcourt, MBA ‘09
♥ Scott Butler, BCom ‘98
♥ Anatolijus Fouracre, BCom ‘00
♥ Phil Graham, MBA ‘05
♥ Jeff Harris, MBA ‘95  

& Lisa Harris, BA ‘91
♥ David Jiang, MBA ‘04
♥ Darius Naigamwalla, MBA ‘01
♥ Kirti Shetty, MBA ‘08
♥ Michaela Tokarski, MBA ‘01
♥ Sybil Verch, BCom ‘97
♥ Jane Zhu, MBA ‘06

G I V I N G  B A C KG I V I N G  B A C K

by Mackenzie Ford

IT’S A BRISK Friday morning in January, and dozens of 
third-year BCom students flock to the UVic campus with 
coffee and calculators in hand. Separating into teams 

and chatting nervously among themselves, the anticipation 
is tangible as they prepare for three hours of rapid financial 
calculations, creative marketing analyses and detailed 
expansion strategies. Once they’ve been ushered into a 
classroom with no computers, cell phones or external help, 
an officiator announces, “You have three hours.” The annual 
RBC Case Competition has begun.

Spearheaded in 2003 by Gustavson professors Chris 
Graham and David McCutcheon, the competition was 
created to provide a platform for all third-year BCom 
students to present a case analysis to a panel of judges 
composed of faculty, staff and community members. 

“The RBC case competition was created in order to give 
every student the experience of competing in a business case 
competition,” says Graham. Although the model in most 
schools is to open case competitions only to a few selected 
students, the Gustavson approach is different. “We believe 
in making hands-on learning a part of the program for all 
our students, not just those few that get chosen for a special 
activity like a case competition.”

Although the logistics of hosting the competition are 
formidable — just imagine what it takes to coordinate 50 
judges and 260 students for six days of competition over 

two months — the RBC Case Competition has stood the test 
of time. As the first real exposure to a case competition for 
Gustavson BCom students, the experience it provides is 
undeniably valuable.

“In classroom presentations, [the students] have had 
weeks to prepare, which they don’t for a case competition,” 
says Graham. “This forces them to get comfortable with 
group decision-making under pressure.” 

The inaugural competition was a success; however, 
it seemed like there was something missing. Graham 
wondered, was there a way to further connect the students 
to the “real world” of business? The answer was yes, and the 
solution to elevate the initiative was a partnership with RBC.

In the 2004/2005 academic year, the competition 
transformed into its current name and shape: the RBC 
Case Competition. With this newfound support, the 
judging panel expanded to include staff from the bank, and 
additional funding was provided to broaden the scope of the 
competition. For the first time there was a cash prize on the 
line, and students could receive invaluable feedback from 
industry professionals.

Now, 15 years later, “The RBC Case Competition has 
become a BCom rite of passage that every student must pass 
through on their way to becoming a business professional,” 
explains Kate Donovan, director of administration, 
undergraduate programs at Gustavson. “Without RBC’s 
contribution to our internal case competition, we simply 
wouldn’t be able to run this highly valued event for the 

MAKING THE CASE
FOR 15 YEARS 
RBC enables student learning through case competition

students. From purchasing a large number of cases, to providing their staff 
as judges in every round, RBC’s support is integral to running a competition 
of this scale.”

RBC’s support for the competition over the years is what Frank Low, 
community manager at RBC and long-time competition judge, calls a “win-
win-win for the students, UVic and RBC. It gives [RBC’s staff] a feeling of 
pride, knowing that RBC is assisting in the academic lives of UVic students. 
It also gives staff the opportunity to participate directly by volunteering to 
be a judge and it gives RBC an opportunity to get a preview glimpse at top 
talent for the future.”

The perspective that comes with years in the work force doesn’t seem to 
lessen the value of the competition for participants. Alumni often say that 
the competition is one of their most memorable experiences from their time 
in the BCom program.

“What you learn in this competition is a real life skill,” says 
Tara Hack, BCom ’06, one of the winners of the competition 
in 2005. “Pitching and selling ideas is a big part of what I do 
today and getting exposure to that at university is so important. 
I can still remember the feeling of ‘we totally nailed it,’ and 
doing it as a team was so exciting. It’s still one of my top five 
accomplishments.”

For 15 years, the RBC Case Competition has been a 
cornerstone of the Gustavson BCom program. In order to thrive 
over time, an undertaking of this scope must have champions 
from the business community, as well as stalwart internal 
supporters. Simply put, “RBC’s support is the thing that makes it 
all possible,” says Graham. n
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Students from the winning 2019 team (left) and judges from Gustavson, RBC and local businesses.

Top: Chris Graham. Middle and bottom: 2019 RBC Case Competition winning team.
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Coralie McLean
Graduation year: 2009
Current job: Director of Marketing 
and Communications at 
Children’s Health Foundation 
of Vancouver Island
Personal update:  I live in 
Victoria with my husband 
Andrew and our two dogs. In 
my spare time I maintain my 
company LivelyCo, which is a 
social media and content writing business, and I’m a 
contributor for Douglas Magazine. 
Favourite RBC memory: It’s hard to believe that was 12 
years ago! I remember our team just clicking and each 
person had a role to play right out of the gate. We 
were so elated when we learned we won!

Marcus Brandt
Graduation year: 2008
Current job: Chartered Professional Accountant (CPA, CA), 
Manager at DMCL LLP in Vancouver. I work in the firm’s 
private enterprise group, and assist businesses and individuals 
with assurance, tax, and advisory services.
Personal update:  I met my wife Erin in Vancouver, and we got 
married in 2016. We both love to ski, cycle and play ultimate 
Frisbee in our free time. When the weather is not so great, we 
like to cook and bake.

Favourite RBC memory: I have a few 
favourite memories – the first was 
working with the team to achieve a 
common goal. We were all very focused 
on the tasks at hand, and were on the 
same page. The second was having family 
and close friends in attendance who 
otherwise would not have been familiar 
with what was happening both within 
the confines of the building and our 
program in general.

15 years of RBC Case Competition have flown by! 
To celebrate, we asked a few of our past winners 
to share where they are now. 

Tara Hack (nee McDougall)
Graduation year: 2006
Current job: Interior Designer – Workplace
Personal update: I’ve lived in London, 
England for the last six years with my 
husband and daughter (who was born 
here). I work for Woods Bagot — an 
Australian architectural practice — as 
an interior designer. I work with clients 
like HP, Ericsson and Unilever to design 
and deliver office projects throughout 
Europe. 
Favourite RBC memory: It’s still one of 
my top five accomplishments. What 
you learn in this competition is a real 
life skill. Pitching and selling ideas is a 
big part of what I do today and getting 
exposure to that at university is so 
important. I can 
still remember 
the feeling of ‘we 
totally nailed it’ and 
doing it as a team 
was so exciting. I 
love a good SWOT 
analysis.

Davin 
McLeod 
Graduation year: 
2007
Current job: 
Management 
Consulting
Personal 
update:  Off the job, I love to play 
outside. After spending half my 
life playing competitive soccer 
(including three years for the UVic 
Vikes), I’ve found new passion in 
outdoor adventure sport – mountain 
biking, off-road triathlon, open 
water swimming, ski touring, 
trekking and mountaineering. There 
is so much adventure to be had 
in BC! I also love to travel. I was 
married this year, and my wife and I 
just spent three weeks travelling Sri 
Lanka for our honeymoon. 
Favourite RBC memory: All I 
remember from the case competition 
in 2006 was the nerves we felt in 
front of the panel of judges, and 
then the joy of the first place finish!

Saare Adams
Graduation year:  2006
Current job: Owner/Partner at 
MacPherson Adams, CPAs.  
Shortly after graduating, fellow 
grad Derek Story and I secured 
venture capital funding to run 
our business. This proved to be 
an invaluable lesson in the value 
of having specific expertise, 
which led me to obtain my CA 
designation in 2009. My practice 
focuses on tax and advisory for 
small and medium enterprise 
clients in BC and Alberta.
Personal update:  I met my wife 
Mel while at UVic and we have 
a four-year-old son and two-year-
old daughter. We’re based in 
Victoria and spend time at our 
cabin in the Okanagan.
Favourite RBC memory:  Finishing 
our presentation and being 
relieved and very proud; there 
was little time to analyze the 
case and 
I recollect 
thinking 
we’d done 
a great job, 
regardless 
of what the 
competition 
results were.  
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by Matt Beauchamp

FOR BRIANNA DICK, an accomplished painter from the 
Songhees First Nation, art has always been a passion. 
Now, thanks in part to training she completed last 

November with the Aboriginal Canadian Entrepreneurs (ACE) 
program, she is also building it into her career. 

ACE, a collaboration between TRICORP, the Gustavson 
School of Business and Indigenous community and 
government, has been invited into more than 38 Indigenous 
communities since it was founded in 2013, offering 
business training and mentorship to more than 309 aspiring 
Indigenous entrepreneurs. With federal government 
support through Western Economic Diversification Canada, 
philanthropic support from Tim Price and a $1 million 
gift from BMO Financial Group in 2018, the program was 
empowered to expand to an artist-focused cohort.

“Over the history of the ACE program, it became clear 
that Indigenous artists seek specific skills to create a special 
kind of business model to commercialize their art practices 
in the ways they deem most appropriate. We are grateful to 
our advisory board of successful Indigenous artists who have 
been instrumental in shaping the curriculum and delivery 
strategy,” says Dr. Brent Mainprize, Gustavson teaching 
professor and co-director of the ACE for Artists program. 

“I think that the idea of a business course to an artist can 
be a little bit daunting,” says Program Manager Rosy Hartman. 
“Through the program, however, artists can gain the skills 
they need to really launch their careers and move from art as 
a passion or maybe a hobby to a career.”

“I think what I enjoyed the most about the ACE for 
Artists program is that it kind of gave me the inside scoop 
of business in our modern world,” says Dick, who was part 
of the first ACE for Artists cohort. “As Indigenous people 
we’ve always had that sense of business in terms of trading 
our items, negotiating deals on land and more, but when it 
comes to making a contract, knowing the legalities around 
copyrighting my art or what resources are out there for me as 
an Indigenous artist — and an artist in general — the program 
was helpful.” 

In order for the ACE for Artists program to excel, there 
needed to be a high level of collaboration between the 
business school and the Faculty of Fine Arts.

“The partnership with Fine Arts has been so critical and 
important to the success of ACE for Artists,” says Mainprize. 
“There is a lot of excellent art-specific expertise that the 
Faculty of Fine Arts brought to the table that we really hadn’t 
had experience with.” 

For Dr. Susan Lewis, Dean of the Faculty of Fine Arts, the 
partnership made a lot of sense in terms of the direction in 
which the faculty wants to move.  

“Looking at where we’re moving as a faculty and in terms 
of UVic’s commitment to Indigenous students, it really 
seemed like an absolutely perfect fit,” says Lewis. “Here in 
our faculty we’re putting more emphasis on how we can 
prepare students for careers in the arts through programs 
that are innovative and community based, with lots of 
opportunities for experiential learning. As I looked at the 
ACE program, I saw that a lot of that is in place within that 
program and extending it to artists exclusively made sense.” nPh
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SIX YEARS AGO, Lucas Adverse, 
BCom ’18, saw a video of Japanese 
jugglers on YouTube and decided 

to look up juggling tutorials and give 
it a shot himself. Today, Adverse is 
bringing international attention to the 
arts of juggling and kendama (use of a 
traditional Japanese skill toy).

With a number of accolades to his 
name, he has performed around the 
world and represents the International 
Jugglers’ Association, the world’s 
oldest and largest jugglers’ entity. He 
has consistently ranked as one of the 
top 40 jugglers worldwide over the last 
four years (he was number eight in 
2017) and recently became 
the second juggler ever 
to create a video for 
Instagram’s own 
Instagram page, 
receiving 5.9 
million views. 
Despite being 
one of the most 
well-known 
figures in the 
world of juggling, 
Adverse does it for 
pleasure: it’s a hobby, not 
his job. He’s reached this level 
simply by doing something that brings 
him joy, and sharing it with others. 

“My dream is to have a retail store in 
Vancouver, selling imported products 
from Latin America,” says Adverse. To 
accomplish this dream, he decided to 
attend UVic. “I heard a lot about the 
business program, and it seemed like 
the best option for me.” 

Thanks in part to the language 
classes he took at UVic, Adverse is able 
to speak Spanish, English, Portuguese 
and Japanese. “I like communicating 

with and meeting new people, and 
I love speaking a lot of different 
languages.” This will serve him 
well as he pursues a career with an 
international focus.

But Adverse has no plans to stop 
juggling or making videos. He claims 
that most juggling videos don’t 
reach people outside of the juggling 
community, and that not many people 
are aware of what modern juggling 
looks like. The Instagram feature was a 
breakthrough in this regard.

“I got so many messages from people 
who want to start juggling or playing 
kendama. That’s what I hope to do 
more. I hope to influence more people 
to try it.”

According to Adverse, people 
who are interested in other 

coordination-based 
activities can quickly 

learn to juggle. Growing 
up in Brazil, Adverse 
spent his free time 
playing the drums 
and learning magic 

tricks. When he was 
14, his parents helped 

him move to Vancouver. It 
wasn’t until graduating from 

high school that he discovered 
juggling. “People think they need some 
sort of skill or gift to do it, and never 
give it a try. But you can’t really learn 
anything in life without trying, right?” 

And Adverse has plenty of reasons 
why people should try.

“When you play any sport, it involves 
manipulating an object. When you play 
soccer, basketball or volleyball, it all 
involves manipulating a ball. Learning 
to juggle is just learning to manipulate 
one or more objects. It really helps you 
in other sports or games and anything 
that’s related to coordination,” he says, 

adding that it can improve flexibility and 
help develop quicker reflexes. “Modern 
juggling is about quality, not quantity,” 
he says. “Contemporary juggling focuses 
on your skill with three objects, rather 
than keeping as many as possible in the 
air.”

In the course of pursuing his passion 
and inspiring others, Adverse has 
almost accidentally become a digital 
influencer. Although he didn’t set out 
to build or capitalize on a personal 
digital brand, his Instagram account 
has 43,800 followers and he receives 
offers regularly from companies and 
individuals wanting to collaborate with 
him. 

Reflecting on what he’s learned 
about building an online audience, 
Adverse says: “I don’t post too much, 
I don’t post too little. If you post in the 
same background, or similar tricks, 
people will think it’s the same thing and 
they’re not going to appreciate it. The 
more diverse you are, the better. It keeps 
me creative, and keeps me from doing 
the same things over and over.”

Adverse puts his marketing 
knowledge to work for the International 
Jugglers’ Association in his capacity as 
volunteer marketing adviser, making 
videos, translating text from Japanese 
to English and managing social media 
platforms for the organization. 

Popularizing juggling and kendama 
may be his side gig, but he’s not 
planning to slow down anytime 
soon. With his accounts gaining new 
followers every day, Adverse is on track 
to expose modern juggling to more eyes 
than ever. 

“The whole goal of my videos has 
been to reach people who don’t juggle. 
There are so many people that don’t 
really know about the benefits, but if 
they tried juggling, they might love it.”■

Learning  
to juggle is just learning 

to manipulate one or more 
objects. It really helps you in 

other sports or games and 
anything that’s related to 

coordination.

It’s not
always

keeping
MORE

ABOUT

OBJECTS
in 
the

air

Juggling Passion And Business
Adverse Effect

Ph
ot

o:
 K

ris
tin

 O
lin

yk
; i

St
oc

k

28     U N I V E R S I T Y  O F  V I C T O R I A   |   S P R I N G / S U M M E R  2 0 1 9

by Eden DaSilva
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T H E  W O R L D  L O O K S  D I F F E R E N T V I E W  F R O M  E X C H A N G E

Nichols snapped this photo in Old Town Antibes, France, while on exchange at SKEMA Business School’s Sophia Antipolis campus.  
The Provençal sign is a play on words: NAPOLEON never slept in this hotel, but BONA PARTE (a good number) of people have.

Napoleon Never Slept in This Hotel
by Alexis Nichols, fourth-year BCom

WHEN I FIRST started university with a basketball 
scholarship in Bellingham, Washington, I never 
considered travelling, studying or working abroad. 

Fast forward two years, however, and the business school 
at UVic and a spot on the varsity basketball team drew me 
to Canada. Although I hadn’t anticipated it, this taste of 
international life turned out to be the start of something 
special to me.

After graduating from the BCom program, I was fortunate 
enough to land a job with the UVic Vikes athletics and 
recreation department that truly piqued my interest. My task 
was simple: get students more interested in our activities. 

As an ex-varsity basketball player, I knew the value of 
having big crowds of fellow students supporting our teams 
at home games. To make this a reality for our campus, I 
took my value co-creation learnings from BCom classes 
and launched focus groups to gather ideas. After many 
conversations with students, collecting feedback and 
brainstorming about the issue, Vikes Nation was born. The 
students not only helped create it, but also made it come 
alive. Vikes staff collaborated with a large group of student 
volunteers whose mission was to create an active, inclusive 
athletics community on campus. 

Their energy fostered a building passion throughout 
the school as Vikes Nation gave UVic students a brand to 
showcase their passion for the university. Nearly every 
other weekend throughout the school year, Vikes Nation 
events brought together both students and staff. These events 
were built to be fun for everyone and engage the campus in 
unique ways. They ranged from the whimsical — like the 
student-created Yoga Rave, which was an instant hit and 
became a marquee Vikes Nation event — to the classic: big 
varsity events such as the ThunderFest soccer game. At this 
event, nearly 3,000 UVic students packed the stands for 

the home-opening games during the first week of school. 
Spirit on campus was at an all-time high. Professors were 
wearing Vikes Nation Game Day shirts, students were using 
#vikesnation on social media and student engagement at 
Vikes events and activities took off. 

For five years, the momentum continued to build. I loved 
helping foster the passion that lived within UVic. However, 
it was time for me to grow again.

I heard about the Master of Global Business (MGB) 
program offered through Gustavson and chose a path which 
covered Victoria, the Netherlands and Peru. I met some 
of the most amazing people in the program and travelled 
nearly every weekend while studying in these countries. 
Similar to my first foray into Canada, my eyes were opened 
to new cultures and experiences. Combining what I learned 
in MGB classes with my UVic work experience, I landed an 
internship at Stanford University in Palo Alto, California, 
where it was again my task to increase student engagement, 
this time for basketball games. Students rallied around the 
“6th Man” platform and student attendance saw a massive 
increase from the previous year. The Stanford campus was 
rocking! 

These experiences in community-building have helped 
shape who I am, led me to meet amazing people and molded 
my career. Travelling has also helped me understand my 
own values as a person. I recently started a new job at the 
non-profit Sport for Life in Victoria, an organization that 
aims to support happy, healthy lives across Canada and 
globally through quality sport development. I am excited 
about the possibilities of bringing communities together 
across the world in new ways, and I truly thank the 
Gustavson School of Business for paving this international 
road for me and so many others. n

by Zac Andrus, BCom ’12, MGB ‘19
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CO-OP    CAREER

LOCAL 
TALENT  
IS AT YOUR 
FINGERTIPS
Need support on a new project?  
Tackling a research initiative?  
Looking for help in the lab?  
Want to market your business? 
Whatever your needs, UVic co-op students 
have the diverse skills to make a difference. 

Contact employer@uvic.ca to discuss your hiring 

needs or visit uvic.ca/employers to learn more.


