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The Canadian Tourism Commis-
sion knew exactly how to opti-
mize its website to foreign mar-
kets. It knew that Germans
prefer canoe trips, while the
Japanese are fond of organized
bus tours. The multilingual ver-
sion of its website reflects these
preferences.

“It all comes down to under-
standing your clients,” said
Huiping Iler, chief executive of
WINTranslation.com, a Web
translation service in Ottawa.

But there are few examples
like this one, she says. Most com-
panies don’t bother to under-
stand their audiences when they

translate websites. Sloppily
made multilingual sites either
turn off international clients
with bad translations or don’t
show up at all in Web searches.

Take the concept of an open
house for a home for sale. This
is a practice unknown in many
countries, yet companies none-
theless push the service on their
foreign language sites, even
translating the words “open
house” literally.

This is not only a linguistic
and cultural blunder, but it also
keeps search engines from point-
ing to a website.

“There’s a real lack of under-
standing,” Iler said. “People who
do marketing are often unilin-
gual. When they have to make

content for another market, they
may not know a lot about search
engine marketing.”

Iler said companies too often
ignore the combined power of
search engines and good transla-
tion. In a marketing era when
Google is a measure of reputa-
tion and people rarely search
past the first page of a search re-
sult, making a website visible to
foreign markets is crucial.

This means knowing the key-
words that people use to find in-
formation in different countries.

For instance, a company that
sells laptops needs to know
whether people in a given coun-
try search for “notebook com-
puters” or “portable computers”
and put those words prominent-
ly on a Web page.

But this can be problematic,
said Sylvain Amoros, the head
strategist for Magnet Search

Marketing, a division of Cos-
sette Communications. Certain
industries, like seniors’ resi-
dences, demand a semantic sen-
sitivity in their marketing.

“You can’t put words like ‘old
people’ or even ‘seniors’ in the
content. So you have to find ways
around that,” he said.

But even proper translations
sometimes aren’t enough to keep
foreign eyeballs coming in, said
Duncan Moore, an online mar-
keter who recently joined Cos-
sette. Sites have to keep updating
the content to reflect changing
attitudes.

“If you’re a company that sells
sports jerseys, you have to keep
up with new teams or new
events that come up,” he said.
“Once you translate a site, it
doesn’t mean the work is done.”
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“When (the penny) is use-
less, it is useless,” Dupuis
said.

“We have written this be-
cause we want the govern-
ment to come up with an ac-
tion plan for this. There are
lots of fears and myths asso-
ciated with small coins and
it is up to the government to
explain things and reassure
people.

“It isn’t a priority file right
now, but this has been drag-
ging on and one day we will
have to solve this.”

Dupuis said the govern-
ment has to explain to peo-
ple “that it is completely
normal to eliminate small
coins” in a currency system
once the coin has lost its val-
ue and that doing so won’t
make prices rise because
price-rounding is revenue
neutral – prices get rounded
up or down.

Besides killing the penny,
the Desjardins study, an up-
date of one the banking
group did last year, also reit-
erates its call for a new
$5 coin and a $200 bill.

It says inflation has drasti-
cally changed the use of our
money system and that it’s

time the Bank of Canada,
which would be responsible
for such moves, revamps our
coins and bills.

The study says eliminat-
ing the penny, and then the
nickel, simply would lead to
rounding up or down to the
nearest 10 cents, as is done
in New Zealand. That coun-
try’s smallest coin is a 10-
cent piece after it eliminated
its five-cent piece in 2006.

The Desjardins report also
recommends new $1 and $2
coins be introduced, a
lighter and smaller series. It
suggests staggering its rec-
ommended changes over a
20-year period.

A private member’s bill
has been introduced by New
Democratic Party MP Pat
Martin. The Commons Fi-
nance committee said this
week it would study the bill.

The Ipsos Reid poll also
noted that men supported
eliminating the penny more
than women, 64 per cent to
49 per cent, and that the larg-
er the family income, the
more likely individuals were
to support the move.

Results of the poll were
considered accurate to with-
in 3.1 percentage points, 19
times out of 20.
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After all, the widespread acceptance of
paper money over the past three cen-
turies was motivated largely by the con-
venience it offered. Now much of that
convenience is being taken away, not be-
cause citizens will receive some signifi-
cant offsetting benefit, but mostly for the
convenienceof the federalgovernment.

After all, the alleged savings represent
such an infinitesimal smidgen of federal
revenues that it’s unlikely any Canadian
willnoticeanybenefit fromthem.

On the other hand, the inconvenience
of lugging around a heavy lump of
change represents a very tangible cost
to Canadians, one that never goes away.
Strangely, our government seems to
have ignored this in its calculations.

If it genuinely seeks to represent the
interests of Canadians, Ottawa should
carry out a consultation before dumping
moresuchinnovationsonus.

A good starting point would be the new
Desjardins study by consulting econo-
mist Jean-Pierre Aubry and Desjardins
chief economistFrançoisDupuis.

Itskeyrecommendationis theimmedi-
ate withdrawal of the penny, a coin that
costs nearly a penny to make, but has be-
comeeffectivelyworthlessasmoney.

It also recommends that over the com-
ing few years, the government take a
careful look at reforming Canada’s en-
tire lineup of coins, perhaps dropping
the nickel and introducing a lineup of
redesigned coins that would be smaller
and lighter than existing ones, includ-
ing a proposed $5 coin.

The downsizing is essential to the in-
troduction of a $5 coin, Dupuis said yes-
terday. Adding an even bigger coin to
the already unwieldy $1 and $2 ones
“makes no sense,” he laughed: “It would
be as big as a macaroon”

Still, based on our experience with the
loonie and toonie, that’s exactly the kind
of thingwecanexpect fromOttawa.

Here’s an alternative idea: why not
learn from the Americans, who’ve man-
aged to keep on using $1 bills with no evi-
dent difficulty. As any Canadian tourist
can attest, it’s a pleasure to walk around
intheU.S.with lessmetal inyourpocket.

At the very least, we should take the
time to find out what Canadians really
want. Maybe they’re reconciled to the
loonie, but would replace the toonie
with paper. Maybe they’d be content
just to avoid a giant $5 coin.

One thing seems clear: with constant
advances in paper technology, bank-
notes are becoming more and more
durable, so there is less and less justifi-
cation for throwing away their benefits.

jbryan@thegazette.canwest.com
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Executives from satellite-TV dis-
tributor Bell ExpressVu say
they are prepared to give their
service away for free to viewers
to help broadcasters like CTV
andGlobal defray the hundreds
of millions of dollars it will cost
to make the mandatory switch
from analogue to digital signals.

But there’s a big caveat.
The plan to offer “Freesat,” a

limited package of channels to
anyone who buys ExpressVu
satellite receiver equipment
when analogue is “switched off”
in 2011, could be taken off the
table if the broadcasters are suc-
cessful in a bid to extract mil-
lions of dollars from distribu-
tors in new fees for carriage.

“If our business gets impacted
by fee for carriage … we may not
be able to help the industry
(with) the Freesat,” Gary Smith,
president of the Bell Video
Group, said during a presenta-

tion to the Canadian Radio-tele-
vision and Telecommunications
Commission yesterday.

The CRTC is holding hearings
in Gatineau to overhaul the
rules governing TV carriage and
distribution in Canada for the
first time in 15 years.

Broadcasters are asking the
federal broadcast regulator to
mandate fees from distributors
of 50 to 70 cents per channel, not-
ing that they operate the only
channels in the system that are
not directly compensated for
providing content.

But Bell ExpressVu and other
TV distributors strongly oppose
the fees, with one Bell executive
accusing the broadcasters of

“crying wolf” about the declining
state of their business and the
challenge of meeting obligations
to fund and broadcast Canadian
newsandentertainment.

“Anytime there’s a shock to the
system, fee for carriage? That
can’t be the solution,” Mirko

Bibic, Bell Canada’s chief of reg-
ulatory affairs, told CRTC chair-
man Konrad von Finckenstein
and a panel of commissioners.

ExpressVu’s “Freesat” propos-
al would help broadcasters’ bot-
tom line without fees for car-
riage, Smith said, because it
would eliminate the need to
build expensive towers that
would otherwise be necessary to
reach a small percentage of TV
viewers who will be blacked out
in the digital era because they
don’t subscribe to satellite or ca-
ble.

Paul Sparkes, executive vice-
president of corporate affairs at
CTV, lashedoutat theFreesatpro-
posal following ExpressVu’s pre-
sentationtotheCRTC.

“It’s not free like they say. The
consumer would have to pay for
the equipment, we (the broad-
caster) would have to pay for
this, and the local stations would
lose out” because they may not
be carried, he said.

Web translation about more than words
Sites must also reflect cultural preferences

Bell offers free satellite service when airwaves go digital
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Louis Chênevert, UTC’s new CEO, is an internationally recognized
production management expert.

Pratt & Whitney had been
having technical and perfor-
mance problems with its heavy
jet engines.

“Thanks to his leadership,
teamwork and recruitment,
Chênevert managed to trans-
form the engine unit into a ma-
jor success, helping to propel
UTC into the next phase of ex-
pansion,” David said.

Yesterday, David said in a
statement that Chênevert has
proven his ability to lead a large
and complex multinational or-
ganization such as UTC.

Chênevert said he has “great
confidence in UTC’s ability to de-
liver superior performance …
we’ve got a great leadership team,
a balanced portfolio of products
andastrongglobal footprint.”

Chênevert, after taking his de-
gree in management in Montre-
al at the Hautes Études Commer-
ciales, was production manager
at General Motors of Canada’s

Ste. Thérèse car plant (now
closed) for 14 years. From 1993 to
1996, he was Pratt & Whitney
Canada’s vice-president of oper-
ations.

Analysts said Chênevert will
focus on UTC’s widely scattered
global operations, working for
greater efficiency and improving
margins. “There’s probably an-
other three or four points of mar-
gin expansion that we can go af-
ter,” he said just before Christ-
mas.

He backs UTC’s $2.6-billion
(U.S.) bid for Diebold Inc., a
leading U.S. maker of automat-
ed teller machines.

UTC’s fourth-quarter profit
soared 38 per cent to $865 mil-
lion on revenue of $12.8 billion
U.S., up 14 per cent. The jet en-
gine division including Pratt &
Whitney Canada turned in a
strong performance. But the
U.S. housing slowdown hit some
units, and Sikorsky, the heli-
copter builder, ran into quality
headwinds.
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“It’s not free like they say. The consumer
would have to pay for the equipment.”
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The Board of Directors of McLean Budden is pleased to announce the
appointment of Roger Beauchemin as President and Chief Executive
Officer. He succeeds Douglas Mahaffy, who becomes Chairman.

Mr. Beauchemin joined McLean Budden in 1999 as a portfolio manager.
He has served as Chief Operating Officer since 2006 and President since
2007, overseeing Administration, Compliance, Trading, Private Client and
Client Service. Roger is a Chartered Financial Analyst.

Mr. Mahaffy served as President and Chief Executive Officer since 1989.
During his tenure, McLean Budden experienced consistent growth in
clients, products and assets under management.

Roger J. Beauchemin, CFA
President & Chief Executive Officer

Douglas W. Mahaffy
Chairman of the Board of Directors

Founded in 1947, McLean Budden is one of Canada’s oldest investment
firms. From offices in Toronto, Montreal, Vancouver and Chicago, the firm
manages over $40 billion on behalf of institutional and private clients in
Canada, the United States, Europe, Bermuda and Asia.

www.mcleanbudden.com


