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Many highly success-
ful people hire a coach 
because they want to con-
sistently push their edge 
and bring their personal 
best to everything they 
do. They realise they 
can make their greatest 
contribution and expe-
rience deeper meaning 
in life when they are in 
a high functioning state; 
physically fit, mentally 
focused, emotionally re-
silient and aligned with 

What Is Life Coaching? 
And How Is It Different From 

Therapy, Consulting, Mentoring?
a well-defined vision, 
achievable goals and 
core values that utilize 
and consistently expand 
their potential.  

People who come for 
coaching are looking for 
clarity, meaning, direc-
tion and fulfillment in 
their lives. They want 
better results than they 
have been able to achieve 
on their own. They are 

“Jake The Snake, Jake The 
Snake…” When I was growing up 
watching Saturday Morning Wres-
tling, Saturday Night’s Main Event 
(Wrestling) and even the Superbowl 
of Wrestling; Wrestlemania, that 
name (and the name Jake The Snake 
Roberts) were as well known to me 
as the names Hulk Hogan, Andre 
The Giant, or Rowdy Roddy Piper.

His classic matches with Ricky 
“The Dragon” Steamboat and Ran-
dy “Matcho Man” Savage were, in 

Jake The Snake Roberts: 
Still Defining Success On His Terms

by Corey Poirier

Namaste Nova Re-
treat founders Kelley 
and Don Burry, found 
their way to the heal-
ing program known as 
BodyTalk after a year 
long process of search-
ing for a way to help Kel-
ley’s ailing Father heal.

U n f o r t u n a t e l y , 
they didn’t discover 

Namaste Nova “Your Body Is Talking... 
Are you Listening?”

Driving past the building at 337 
central street that houses Mysti-
cal Touch Therapeutics, you’d never 
guess that the company has so much 
happening inside those four walls. 

Sure, when company founder, Sharon 
Quann, launched the business more than 
20 years ago, the name Mystical Touch 
Therapeutics was way ahead of its time, 

Mystical Touch 
Therapeutics

BodyTalk until roughly 
5 months after her Fa-
ther had passed, but it 
was at a time while they 
were struggling with, 
and trying to make sense 
of, her Father’s death.  

Although she didn’t 
know it at the time, 
BodyTalk would be-

Kelley Burry
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Life Coaching 
cont’d from p. 1

in some way ready to 
“show up” in their lives 
in a BIGGER way!  Creat-
ing an extraordinary life 
takes intention, focus, 
disciplined action... and 
support.  

A well trained coach 
will accelerate the cli-
ents’ progress by provid-
ing greater focus, reveal-
ing blind spots and creat-
ing awareness of  choice. 
Effective life coaching 
identifies and moves you 
through procrastination 
and gets you on track 
and moving forward in 
life. It has been defined 
as “an ongoing partner-
ship that helps clients 
produce fulfilling results 
in their personal and 
professional lives.”  

People hire a coach 
when they are starting 
a new business, mak-
ing a career transition, 
re-evaluating their life 
choices, or simply feel-
ing ready for a personal 
or professional break-
through.  Coaching con-
centrates on getting cli-
ents from where they are 
today to where they want 
to be tomorrow.

There is often confu-
sion between coaching, 
therapy/counselling, 

consulting and men-
toring.  While they all 
may have some common 
threads each one ad-
dresses a different need.

How is coaching dif-
ferent than therapy?

In counselling or ther-
apy the focus is on re-
ducing pathology or psy-
chiatric problems, often 
looking to the past in or-
der to discover, heal and 
understand.  Coaching, 
on the other hand, focus-
es on identifying and de-
veloping strengths and 
looks to the future in or-
der to make a good life 
even better. 

Coaching is not about 
how you came to be who 
you are; it’s about get-
ting you from where you 
are now to a future that 
you want.

How is coaching dif-
ferent than consulting?

A consultant is an ex-
pert who dispenses ad-
vice and has answers. 
The consultant holds the 
agenda, imparts knowl-
edge and offers sugges-
tions to improve effec-
tiveness and increase 
success.  Coaching sees 
the client as creative, ca-
pable, intelligent, and 
having answers within 
themselves or the re-
sources to find them. 
Coaches act on the prem-

ise that the definitive ex-
pert regarding your life 
and work is you.

How is coaching dif-
ferent than mentoring?

A mentor often has 
many more years of  ex-
perience than the person 
being supported.  Men-
toring is akin to role-
modeling—the client 
sees attributes, qualities 
or abilities in the men-
tor that he/she wishes to 
learn or emulate.  Coach-
ing is a partnering of  two 
equals which focuses on 
the unique and intrinsic 
qualities already within 

the client that may not 
be recognised or appre-
ciated.  

Your Life Coach 
For over 20 years Mi-

chelle Burns has trav-
elled the globe and 
trained with the best 
teachers and masters 
in the fields of  person-
al and professional de-
velopment.    Working 
with Michelle you access 
these lineages.  She has 
developed a powerful and 
proven methodology that 
brings dramatic results, 
enabling clients to man-
age and direct their most 
precious resource, their 
energy.  See web site for 
more details.  www.mi-
chelleburns.ca

Is Coaching for YOU?
Coaching can be of  

tremendous value for ev-
eryone.  Sometimes the 
best way to get a feel for 
what Life Coaching can 
do is to experience a ses-
sion yourself.  You may 
request a FREE 30-min-
ute introductory (phone 
or skype) coaching ses-
sion.  Email: coach@mi-
chelleburns.ca or call 
902-316-2935

Wow, can you believe 
it. Summer is almost 
behind us now, and the 
beauty of fall is beginning. 

Even though we’re 
now into our 5th year 
based simply on the 
number of years we’ve 
been producing this pub-
lication, this is actually 
our anniversary edition. 
That’s right, our very 

first issue was a 
September issue. 

Amazing 
how time flies 
isn’t it?

Given the 
amount of issues 
we have released 
(more than 60), 
and the amount of 

report that you can ex-
pect more of the same 
from us, with continu-
ous innovations when it 
makes sense to innovate.

But really,  in terms 
of what you can expect 
from us, in addition to 
this very publication, go-
ing forward, I’m proud to 
say we are continuing to 
grow our Conversations 
With Book brand by re-
leasing two more books 
(Conversations With 
Nova Scotians and More 
Conversations With Is-
landers) before this year 
is through, we’re in the 
final stages of launch-
ing our second radio 
show, Conversations 
With North Americans, 
we’re approaching our 
3rd year of sponsorship 
in relation to the Island 
Business News Titans 
Slo Pitch team, and we’re 
planning to reinvent our 
CA (Career Alternative) 
Seminars in early 2013 to 
capitalize on the success 

we’ve had with these 
seminars over the years, 
and in our efforts to con-
tinue our Professional 
and Personal Develop-
ment mission, and vision.

So, what’s next? 
More of the same, and 
more of THE NEW. 

Hard to believe though 
that this brand was 
launched for $135.00 over 
6 years ago just a year be-
fore the announcement 
of the 2008 recession 
and during a time when 
the print business was 
said to be on its way out!

Makes me oh so hum-
ble, and also makes 
me realize that I owe 
you all a great thank 
you for making any, 
and all of this possible.

Until next time, here’s 
to your greater success,

Corey Poirier, APP
“That Professional 

Speaker / Trainer Guy”
www.coreypoirier.com 

stories we have featured 
(in the neighborhood 
of 2000), I get the ques-
tion often, what’s next?

Well, given that this 
publication has contin-
ued to grow in many 
ways, despite the strug-
gles of the economy, 
and the competitive-
ness of the digital me-
dia world, I’m happy to 

Note: To bring Island 
Business News Founder, 
and Publisher, Corey 
Poirier in to present 
to your organization, 
please contact us at book-
ings@coreypoirier.com 

“Glory is fleeting, but obscurity is forever.” 
-Napoleon Bonaparte (1769-1821)  

“Victory goes to the player who makes the next-to-last 
mistake.” 

-Chessmaster Savielly Grigorievitch Tartakower 
(1887-1956) 

“Don’t be so humble - you are not that great.” 
-Golda Meir (1898-1978) to a visiting diplomat 
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Jake The Snake
cont’d from p. 1

my humble opinion, as 
good as any match from 
that era, or any era. 

One of the classic Jake 
The Snake moments 
even inspired the phrase 
(Austin 3:16 say’s I just 
whooped your ass) that 
made Stone Cold Steve 
Austin a household name.

As someone who made 
that big of a mark in an 
industry that few can sur-
vive in (let alone thrive), 
you can understand why 
I decided to reach out to 
Roberts to learn more 
about his past, present, 
and even perhaps his fu-
ture; to perhaps get a bet-
ter feel for why Roberts 
made such an impact 
in the first place. 

The following is my 
interview with Jake:

COREY POIRIER (CP): 
Jake, as someone who 
watched your career as 
a kid, I have a great deal 
of respect for what you 
achieved in the wrestling 
business, and there are 
many who tried but didn’t 
have the impact on the 
business you had – how 
do you define success?

JAKE ROBERTS (JR): 
Survival, man. There 
are a lot of people who 
started back when I 
was in the WWE that 
aren’t around today. 
It’s a tough business, 
and just surviving the 
road, and the things you 
deal with, is a big deal. 
(pauses) I guess also for 

me success is also being 
able to take care of, and 
make time for, the real 
things in life, like family.

CP: You just retired in 
the last few years, to give 
our readers a context for 
how significant your ca-
reer has been in terms of 
longevity, can you tell us 
how long you’ve been in 
the wrestling industry?

JR: I start-
ed 45 years ago.

CP: Wow, that’s a lot 
of firsts, and perhaps 
magic moments. Can 
you share some mag-
ic moments with us?

JR: My first decent 
match. Wrestlemania 3, 
walking to the ring with 
Alice Cooper, wrestling 
Steamboat. wrestling 
Andre The Giant. work-
ing for Stu Hart. Those 
were all great moments.

CP: I remember when 
you walked down to the 
ring at Wrestlemania 3 
with Alice (Cooper). He 
was as big at that time, 
in the 80’s, as he has ever 
been. That must have 
been surreal at the time?

JR: Should have been, 
but I was young and 
didn’t really appreciate 
that it was a big deal. 
I remember we had a 
photo shoot before Ma-
nia and I arrived at the 
hotel and saw Alice and 
I went over and told him 
that I had been listen-
ing to his stuff since the 
70’s, and he told me that 
he was actually a fan of 
my stuff in the ring. That 
was kind of surreal but at 
the time, I just didn’t see 

it, or get it. I was really 
young at the time man. 

CP: What are the com-
mon traits of those who 
made it to the big time?

JR: There are so many 
things that factor in, tim-
ing, having some stroke 
with upper manage-
ment, or having the eyes 
of upper management. It 
should have been about 
charisma, ring work 
and storytelling, but it 
wasn’t always. I mean a 
few that made it big had 
charisma, like Dusty 
Rhodes, and some with 
charisma got their due, 
but so many of the guys 
that laid the groundwork 
never really got their due.

CP: So what does 
it take I wonder to 
make it, and sustain it?

JR: I don’t know 
man, insanity (laughs)

CP: Well, a lot of peo-
ple I’ve interviewed that 
are high achievers, they 
are passionate about 
what they do, is passion 
important in the wres-
tling business as well?

JR: If you don’t have 
passion in a business like 
it, you simply won’t stick 
with it, so yeah, I guess 
it’s very important. I 
mean even just the travel 
will end many a career if 
a person doesn’t love the 
business. Mentors are 
important. You drive up 
and down the roads with 
other guys, and learn 
stuff from them or pitch 
ideas back and forth.  

CP: Do you feel 
the wrestling busi-
ness was better when 

Candy Palmater is a 
Halifax based Mi’Kmaq 
Television Show Host, 
Stand-up Comedian, 
Speaker, and the founder 
of the business brand 
known simply as The 
Candy Show. Years be-
fore The Candy Show 
TV Production, now in 
season 3, was a fixture 
on the APTN (Aborigi-
nal People’s Television 
Network), Candy was al-
ready building the brand, 
in its various parts, and 
preparing for the even-
tual launch of both the 
business brand, and the 
television show itself. 
In the years before and 
since, she has spoken to, 
and presented to, many 
corporate clients, per-
formed on many stand-up 
stages, inspired many au-
diences, and interviewed 
many of our country’s 
most fascinating people. 

What may surprise 
some though is the fact 
that, from the time she 
was 14 years old, she sat 
in her little pink bed-
room in Northern New 

The Candy Show “Because People Still Love Candy”
Brunswick dreaming 
about having her own 
talk show that would 
allow her to interview 
some of her favorite 
bands. She envisioned 
the entire show.  The bed 
was even inspired by the 
bedroom of Derek Maher, 
a friend of hers whose 
bedroom was so cool.  

What may also sur-
prise some is that years 
before she was a lawyer 
or a comedian, she began 
using “The Candy Show” 
to describe any activi-
ties outside her day job. 
Little did she know at 
the time that what she 
was actually doing was 
building her brand. 

That’s perhaps a great 
lesson to many – that you 
need to be always build-
ing your brand, even 
when the cameras are off.

When APTN finally 
picked up her show, 
it was the realization 
of a life long dream.  

Now it’s her dream to 
grow the show and the 

brand to household sta-
tus in Canada, and she’s 
already on her way, 
given the tremendous 
amount of support she 
has received from fans 
all over the country!

 
In terms of how she 

gets the word out these 
days, she almost exclu-
sively uses social media 
to advertise events and 
connect with her sup-
porters. Her plus size 
“outfit of the day” vid-
eos on YouTube connect 
with a lot of people, and 
social media also gives 
fans an opportunity to in-
teract with her directly. 

Notes Candy, “When 
I get an email from a 
student telling me I’ve 
changed the way she 
looks at herself, or from 
a student telling me he 
has come out because of 
what I said at his school, 
it reinforces how impor-
tant that kind of connec-
tion is. That’s why I share 
everything, from play by 
play of my hip replace-
ment surgery to behind 

the scenes at the show 
and on the road for gigs.”

As a result, Candy’s 
fans and supporters feel 
very connected to her 
and the show, and the 
proof is that almost all 
of her bookings come 
from word of mouth, 
somehow connecting 
through the internet.  

In terms of what suc-
cess means to Candy, 
spending 90% of her time 
working on the things 
she loves, developing her 
craft and living by her 
wit and to earn enough 
money doing that to be 
able to buy the trinkets 
and baubles that make 
her smile, that is success.

But it’s even much 
more than that.

Notes Candy, “Suc-
cess is also being sur-
rounded by creativity 
and creative people and 
to continue growing as 
an artist until I draw my 
last breath. At this point 
I still have a day job, al-
though I have reduced 
my hours to four days 
per week.  We are quite 
financially comfortable 
with the combined in-

come, but my dream is 
to leave the day job and 
have The Candy Show in 
all its facets support us 
entirely.  To live by my 
wit, love and laugh ev-
eryday and earn a living 
doing it.  That, for me, is 
the ultimate success.”

Well, if the foundation 
she has been building 

since she was a 14 year 
old girl sitting in her pink 
room dreaming about 
her future show is any 
indication, I’d say she’ll 
be enjoying that ulti-
mate success before long. 

To learn more about 
Candy Palmater, and The 
Candy Show, please visit 
www.thecandyshow.com  
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Hot Buys Canada

Jake The Snake 
cont’d from p. 3

there was more com-
petition to the giant 
WWE? Like when 
there were three big 
players, as in WWE, 
WCW and ECW?

JR: Absolutely, it 
was a better time for 
everyone as there were 
more opportunities for 
the guys, the younger 
guys had more learn-
ing opportunities, and 
more guys to learn from. 

CP: And what about 
the impact of technol-
ogy, a positive or nega-
tive in the industry?

JR: I stay away 
from computers these 
days. It’s better for me.

CP: How do you 
want to be remem-
bered? What do you 
want your legacy to be?

JR: I’m not through 
yet man. I guess I’d like 
to become more com-
fortable with the life 
I’ve lived through the 
years, and to be remem-
bered as a decent grand-
father. I gave up a lot of 
things, and I don’t feel 
it was always worth 
it looking back today.

CP: Still, others may 
learn from your experi-
ences, and it may help 
them on their path…

JR: Maybe.
CP: So, what’s 

up next for Jake?
JR: Well, I’m fully re-

tired from the ring now, 

so I’m doing appearanc-
es, looking at some mov-
ie projects, I’m working 
on a book right now – 
I’m 600 pages in. It’s be-
ing published by Jake 
The Snake Publishing 
once I’m done writing it. 
Best way to make sure 
it’s written and read the 
way it is meant to be. 
I’m also doing Yoga now 
with Page (fellow for-
mer wrestler Diamond 
Dallas Page). I lost 15 
lbs already doing Yoga. 

CP: You hear about 
so many wrestlers retir-
ing only to be back in 
the ring within a year or 
two. You’ve already been 

retired for two years and 
it seems to be a real re-
tirement – why do you 
feel others come back out 
of retirement so often?

JR: They miss that 
moment – let’s be real, 
there is nothing like that 
moment. The moment 
where you’re in front of 
an audience and you can 
bring them up or down 
with a single action. Be-
ing in front of thousands 
of people, and being able 
to do that, it’s a natural 
high and when you don’t 
have it, you feel a certain 
void, but for me, those 
days are behind me. I 
have Yoga now (laughs).

It’s difficult to dispute 
the power or popular-
ity of member driven 
websites these days. Hot 
Buys Canada is continu-
ing that trend by offer-
ing more options to its 
members than similar 
websites and member 
driven organizations.

If you reside on the 
Island or spend any 
amount of time in PEI, 
you probably saw the 
Hot Buys Canada vehi-
cles around, or seen the 
Hot Buys Canada name 
somewhere around 
the Island.  I’m off Is-
land a lot of the year, 
and I know I certainly 
have…many times!

Hot Buys Canada is 
headquartered right 
here in Prince Edward 
Island where it has been 
successfully market-
ing many Island owned 
businesses and provid-
ing substantial sav-
ings to its members. 

Hot Buys Canada orig-
inally began as an Island 
named company but 
once the founders Greg 
and Maria Stohler, in 
conjunction with their 

business partners, Mike 
MacLean, Maureen Ma-
cLean and Earl Cronin 
realized the goal for 
the business was much 
bigger than PEI, they 
quickly made the deci-
sion to change the name. 
“Hot Buys Canada” bet-
ter captures the larger 
scope and focus of their 
long term goal: Success-
fully operating in every 
province in the country. 

Like any internet driv-
en business Hot Buys 
Canada has continued 
to evolve and improve.  
In fact, HotBuysCanada.
com received a facelift 
just as I was preparing 
to speak with co-found-
er Greg Stohler.  Greg 
was happy to address 
the changes Hot Buys 
Canada has endured by 
stating “every business 
should be eager to lis-
ten to their customer’s 
feedback and adjust ac-
cordingly… Hot Buys 
Canada is no different.”

Hot Buys Canada 
currently offers three 
marketing services for 
privately owned busi-
nesses. The first service 
and probably the most 

well known is the Hot 
Buys program itself. 
The weekly Hot Buys 
are sales, discounts and 
special offers provided 
to consumers by par-
ticipating vendors.  The 
weekly Hot Buys e-flier 
is delivered each week 
and is available for free 
to any individual who 
has an email address. 

The second service is a 
digital ad that is displayed 
on the Infinity Screens 
which are found in high-
traffic locations across 
the Island. The Infinity 
Screen ad includes com-
plimentary artwork and 
either a weblink to their 
website or a dedicated 
webpage on the HotBuy-
sCanada.com website.

The third marketing 
service is a Hot Buys 
Canada Exclusive Mem-
bership.  The Exclusive 
Membership allows par-
ticipating vendors to 
offer a deal to the Hot 
Buys Canada cardhold-
ers that no other con-
sumer receives; thus giv-
ing cardholders another 
reason to walk through 
the vendor’s door. 

Hot Buys Canada pro-
vides unique and cost 

effective marketing op-
tions. Quite simply, for 
this Island owned and 
operated business, the 
future couldn’t be any 
brighter.  And thanks to 
the global reach of the 
Internet, Hot Buys Cana-
da’s expansion potential 
is virtually unlimited.   

Given the fact that 
PEI is Canada’s smallest 
Province, one may ask 
why Hot Buys Canada 
would launch from, and 
remain in PEI in the first 
place. Greg explains that 
in addition to the Island 

way of life being a ma-
jor factor, launching in 
PEI and being able to 
test the best approaches 
on the Island also makes 
for a perfect match. 

The best part about 
launching and testing in 
PEI is that it means Is-
landers, and Island Busi-
ness Leaders, have a great 
opportunity to help shape 
the future of this unique 
Island grown company, 
and to watch first hand-
ed while that growth 
and expansion occurs.

Tune in next time to 
learn about how you can 
become a member of Hot 
Buys Canada, what it 
means to be a member 
of Hot Buys Canada, the 
full benefits of that mem-
bership, and more about 
the founder’s approach 
to business, the future 
of Hot Buys Canada and 
the company’s roots,.

In the meantime, visit 
www.HotBuysCanada.
com for more informa-
tion about this phenome-
nal marketing company.

The 19th Annual 
GSCC Business Excel-
lence Awards presented 
by Bell Aliant recognize 
businesses, organiza-
tions, and individuals in 
the Greater Summerside 
area who have achieved 
excellence in the commu-
nity through their own 
abilities, efforts, and 
initiatives. The awards 
ceremony will be held 
during Small Business 
Week® in October and 
will be a celebration of 
the hard work and dedi-
cation that the nomi-
nees have put forward. 

Anyone can nomi-
nate a business or em-
ployee that has been 
in good standing with 
the Summerside Cham-

ber since May 31, 2012 
so it will be very inter-
esting to see who ends 
up with nominations.

There are eight cat-
egories to nominate 
your favourite business 
or deserving employee.  

Business Excel-
lence Award 1-10 
employees OR 

Business Excellence 
Award 10+ employees 

Presented to a business 
or organization which:

•delivers a high qual-
ity product or service

•contributes to 
the economic devel-
opment of the area 

•is recognized as 
a good employer

•has become a posi-

Celebrating Excellence

cont’d on p. 11
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Namaste Nova
cont’d from p. 1

come more than a heal-
ing source; it would also 
become an important 
source for connecting 
with the animals that 
share their property.

Ironically, their origi-
nal plan for the prop-
erty was for it to be a 
equine training ground; 
especially given the fact 
that Kelley was train-
ing in hopes of mak-
ing the Canadian Dres-
sage Team at the time. 

After the death of her 
father, Kelley’s riding 
dreams seemed unim-
portant and another door 
opened as BodyTalk ar-
rived, opening up much 
more possibility for 
the property to become 
a wellness retreat for 
those looking at a way 
to heal their body, mind 
and spirit naturally. 

Many things, in fact, 
changed once they dis-

covered the BodyTalk 
System, and embraced 
its philosophy – includ-
ing the migraine head-
aches that Kelley had 
24 days a month at the 
time, and the medica-
tion she was taking to 
ease them. Changed in 
the sense that she no lon-
ger required the medica-
tion, and the headaches 
soon disappeared, sim-
ply as a result of her 
own BodyTalk work.

On top of that, accord-
ing to Kelley, they have 
seen people who have 
reached their last resort 
by the time they have ar-
rived at Namaste Nova, 
and BodyTalk Prac-
tice, and, in her words, 
“healed miraculously the 
old fashion way, without 
the aid of any medication 
from their own BodyTalk 
practice. We have dis-
covered through our 
practice that the body 
has a record of every-
thing that has happened 

to it along the way, and 
as such, it knows the 
way to healing itself.”

If that sounds unbe-
lievable, Kelley notes 
that this is their biggest 
challenge, “people have 
a hard time believing in 
something like BodyTalk, 
a self-healing process, 
until they experience it 
personally and firsthand, 
and as a result, many are 
very skeptical at first.”

Now, after all this 
Body-Talk Talk, you’re 
probably asking your-
self a crucial ques-
tion – just what is this 
whole BodyTalk thing?

Kelley notes that one 
of the most difficult 
things about BodyTalk 
is also describing just 
what it is. Plus, it’s still 
a very new thing in the 
healing world, but basi-
cally BodyTalk is a natu-
ral self-healing practice 
based on the premise 
that the world in front 
of us is a projection of 

our own mind, and that 
we have the ability to 
change that projection 
if we so desire, and it’s 
also based, as noted pre-
viously, on the premise 
that the Body has the 
ability to, and knowledge 
how to, heal itself if we 
can get out of its way. 

The actual practice 
probably needs to be ex-
perienced first hand or 
at least requires more 
words that we can print 
in this limited space to 
give one the full experi-
ence – and further re-
searching the practice of 
BodyTalk will also allow 
you to decide for yourself. 

But if you believe in 
the power of meditation 
or yoga, you owe it to 
yourself to at least learn 
more about the practice 
known as BodyTalk. 

As for Namaste Nova, 
even if BodyTalk isn’t 
your healing system 
choice, you need to 
check out the amazing 

Namaste Nova property; 
complete with animals, 
tranquility, and a high 
level of peacefulness; 
to gain an understand-
ing as to what makes 
Kelley and Don Burry, 
and their place unique. 

Further, perhaps a 
visit with Kelley and 
Don will demonstrate 
their new focus on sus-
tainability as they go 
forward – a practice 
we can all strive for. 

Whether it’s sustain-
able electricity, food sup-
ply, sustainable personal 
energy (trading of ser-
vices), or creating a sus-
tainable community not 
based solely on money, 
Namaste Nova is hoping 
to lead the way when it 
comes to sustainability.

As to why they de-
cided to open Namaste 
Nova in this region, Kel-
ley says, “I can’t think 
of a better place to be in 
the world, we couldn’t be 

By Corey Poirier

THANKS BROOK,

I had been looking for 
a specific gift for a family 
member over the week-
end, and had some great 
customer experiences, 
and some poor ones, dur-
ing my travels. 

Near the end of  my 
travels, I arrived at a 
store in St. Albert, Al-
berta. The first guy I ran 
into wasn’t terribly rude, 
but, was a little less than 
helpful. 

I asked him if  he knew 
where I might find the 
certain item in the store 
- he replied that he didn’t 
know where the section 
for those items was, even 
though this store certain-
ly carries those items, 
and so, after an awkward 
pause, I asked, “do you 
know perhaps who in the 

store may know?” 
His reply, “not really”.

I said, more in a ‘sur-
prised with his dis-in-
terest’ voice, “I guess I’ll 
just walk around until 
I find another employee 
with a company shirt on, 
and ask them?” 

He noted, “proba-
bly the best approach 
to take, because I don’t 
know where those items 
are…”

WOW, is all I have to 
say. 

And so, I was consider-
ing leaving the store all 
together, disheartened 
once again by a poor cus-
tomer experience, but for 
some reason decided to 
try and find the depart-
ment instead. 

The person in Custom-
er Service directed me 

to the department with 
a smile on her face, and 
my day was finally look-
ing up!

I arrived at the depart-
ment and was greeted 
by Brook’s smiling face. 
The item I was looking 
for wasn’t there – at least 
to my eyes, and so I in-
quired with her. 

To make a long sto-
ry short, to help me in 
my hunt, she looked up 
the inventory at all the 
other stores in the city, 
called the store manag-
er, looked through the 
inventory in her depart-
ment, and when she fi-
nally discovered they 
were out of  said item, 
suggested places nearby 
that may have some, and 
even gave me directions 
to the other stores.

I thanked her and im-
mediately made my way 

to customer service to fill 
out a comment card in 
her favor. 

Did I mention the fact 
that they didn’t have the 
item, and I actually filled 
out a comment card, or 
that Brook (and sorry if  
my age guessing skills 
are far off) was in her 
teens in my estimation 
(I’d say 19 at most but 
maybe 18 or 17)? 

I mean many people 
complain that teens don’t 
get it, when my experi-
ence far too often say’s 
otherwise. Yes, there are 
some bad apples and the 
reliance on social me-
dia, texting, and technol-
ogy among today’s teens 
may be hindering a gen-
eration’s ability to serve 
with interest, but there 
are still many good ap-
ples out there as well.

So, in a nutshell, 

thanks so much Brook 
for Serving With Ex-
cellence yesterday, 
you are making a dif-
ference!

Until next time, yours 
in Success,

Corey Poirier
www.coreypoirier.com 

Standing Ovations From Every Customer

Island Business News Publisher Corey Poirier 
with Grammy Winner Gordie Sampson.

Gordie Sampson is a Grammy award-winning 
Canadian singer-songwriter and producer from 

Big Pond, Nova Scotia.

more lucky than to be in 
a property like this one, 
one with such energy, 
beautiful lakes, and the 
animals. Not only that, 
Atlantic Canadians are 
known for being the 
friendliest of people, and 
we feel so lucky to be 
a part of that. We have 
people come to Namaste 
from all over the world, 
and they echo that senti-
ment – that we are very 
friendly people. Again, 
it’s such a great feeling to 
be a part of that culture.”

With a key goal of ul-
timately becoming unat-
tached to the paradoxical 
illusion of what we call 
reality, it seems like Kel-
ley and Don may be two 
of those friendly Atlantic 
Canadians themselves!

You can learn more 
about Namaste Nova 
and BodyTalk at 
www.namastenova.ca 
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by Jay Adamson

If you’re a business 
owner, chances are you 
either have a website, or 
are intending to create 
a website.  What makes 
a good website?  If you 
go to a web development 
company, they will often 
ask you to look around 
on the internet and find 
websites that you like. 

So, try that exercise.  
Browse around the in-
ternet, check out ten or 
twenty websites, and 
choose which ones you 
like the best, the ones 
that you would like to 
emulate on your own site.

Now, it doesn’t mat-
ter which sites you 
picked.  Instead think 
about how you chose 
those sites.  Odds are 
you placed a high prior-
ity on the visual appeal 
of the site.  But is that 
what is really important?

Take a look at Ama-
zon, arguably the most 
successful web-based 
retailer on the internet.  
What do you think of 
the look and feel of the 
site?  It’s certainly not 

the prettiest site, with 
a simple logo, muted 
colours, and an aggres-
sive sell of their products.

Did any of your favou-
rite sites look like Ama-
zon?  For the vast major-
ity of people who choose 
their favourite web 
sites, the answer is no.

So why is Amazon so 
successful if their web-
site, their public face, is 
far from being a favoured 
site for most people?  
The answer is simple.  
Amazon knows what 
they want to accomplish 
from their website, and 
they design their web-
site around those goals.

How about eBay?  
Again, one of the most 
successful websites in 
existence, but there are 
certainly lots of websites 
that are much more at-
tractive.  Like Amazon, 
eBay knows what they 
want to achieve with 
their website, and they 
have built their web-
site around those goals.

If you have a large 

family, you don’t buy a 
sports car to bring the 
kids to soccer practice, 
simply because you 
like its looks.  You find 
which vehicles are big 
enough to fit everyone, 
and only then do you 
bring in other factors.  

It should be the same 
with your website.  
Start with your busi-
ness goals.  What do 
you want to accomplish, 
and how can your web-
site help you meet these 
goals?  What does the 
website have to do, and 
how can it best meet 
these requirements?  

Analytics - specializing in creating effective websites

Only after you have 
answered that question 
should you then be asking 
what package you need.

Starting with the look 
of your site is going about 
the process in reverse.  If 
you’ve settled on the look 
of your site first, then all 
you have is a pretty face, 
not an effective website.

So what goals should 
you set for your web-
site?  If you are an on-
line retailer, the answer 
is simple.  Your goal is 
to sell product.  But the 
answer isn’t quite as 
easy for other businesses 
or organizations.  Some 
websites are to generate 
sales leads.  Some are to 
distribute product in-
formation.  Some are to 
communicate with your 
customers.  Every busi-
ness has different goals, 
and the role of their 
website is different.

If your business is 
unique, why just copy 
someone else’s solu-
tion?  Their problems, 
their goals, and their 
solutions will be differ-
ent from yours.  Make 
sure your website 
meets your needs, not 
those of someone else.

Of course, to maximize 
its impact, your website 
requires ongoing atten-
tion.  If you know what 
you want your website 
to accomplish and work 
on search engine optimi-
zation, then you can set 
up measurements with 
web analytic tools such 
as Google Analytics to 
see what is working and 
what is not working.  
Now, in the future, you 
have good information on 
how to get even better re-
sults from your website.

Dr Jay Adamsson is 
the owner of Analytic-
OR, specializing in cre-
ating effective websites.

For the first time ever, below are two opportunities 
to attend Corey Poirier Seminars for just $10.00 

thanks to our sponsors. 
And here’s the big news, the $10.00 from each 

participant is being donated to charity, but it is a first 
come, first serve opportunity. 

Don’t delay, register now by emailing us at bookings@
coreypoirier.com to get your seat locked. 

SEMINAR # 1: MORNING
Location: Holiday Inn Express (200 Pratt & Whitney 
Drive, Enfield, Nova Scotia – Near Airport)
Date; October 11th
The morning topic is Communication (Reading and Ad-
justing to Personality Types) and the sponsors who have 
made this all possible include: A.P. Reid, HR PROS, 
ServiceMaster Nova Scotia, Merry Maids, CYBF, THOT 
Bookkeeping, Black Star Wealth Partners, Coach Dr. 
Heather McNally, Smiledog Remote Reception, Joyful 
Yoga, Nadine’s Mobile Fitness, Spartan Fitness, and 
Atlantic Marketing With A-Peel.
Run Time: 9:00am – 12:00pm

SEMINAR # 1: AFTERNOON
Location: Holiday Inn Express (200 Pratt & Whitney 
Drive, Enfield, Nova Scotia – Near Airport)
Date; October 11th
The afternoon topic is Atlantic Canada Matters, and 
the sponsors who have made this all possible include 
Maritime Wealth Managment, Atlantic Marketing with A-
Peel, Wisecracks, Nadine Mobile Fitness, Willy Badger / 
Kidpreneurs, Joyful Yoga, A Buyer’s Choice, Outdoor Fit 
Exercise Systems and Wired Flare. 
Run Time: 1:00pm - 4:30pm

Dr. Jay Adamsson

OCTOBER 2012 (HALIFAX, NOVA SCOTIA):
TWO MAJOR OCTOBER 2012 SEMINARS
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Art Fresh: Maybe it’s time to re-FRESH your brand?

Does your brand 
go with the times?

Does your logo (brand) 
look modern and con-
vincing to the market? Do 
your marketing expenses 
give you real results for 
recognition and develop-
ment of your business? 
In our rapidly changing 
market place, many new 
technologies and online 
opportunities appear. 
You should go with the 
time to make your pro-
motion more effectively. 
To not lag behind and 
to compete, you must 
have a powerful brand, 
and modern identity to 
create your own strong 
voice in an overloaded 
market. Visual informa-
tion communicates fast, 
and makes a deep first 
impression of your com-
pany or product – this 
is not easy to change 
later. That’s why it’s 
extremely important to 
create your own unique 
graphical language so 
you can capture a strong 
position in the rapidly 
changing market. You 
need to tell everybody 
about your business or 
product in a fresh way.

 
Looking to freshen up?
To make a refreshing 

image for established 
or new businesses can 
involve much risk and 
much gain.For a compa-
ny to consider a rebrand, 
be it a subtle refresh or 
major redesign, it’s a 
decision not to be taken 
easy. But if it’s done right, 

there is so much to gain!

Rebranding is com-
mon, and often essen-
tial. Pretty much most 
companies, and espe-
cially larger companies, 
rebrand or update their 
identity a number of 
times throughout their 
life span. It’s essential to 
keep with the times, to 
adapt to an ever chang-
ing market, keeping up 
with changes in con-
sumer styles, changes in 
design styles, and chang-
es in business focus.

Companies like Coke, 
Pepsi, Amazon, BT, 
Comet, Argos and oth-
ers have taken on the 
big task of rebranding.

All ‘refresh’ their 
identities as a matter 
of ongoing develop-
ment, to ensure they 
stay in the enviable 
position they are in.

 
Protect your position
For a company that is 

already in a lead position 
in the market, it needs to 
protect it position. Why 
Apple is so successful? 
It never stops to evolve 
and improve, because 
as consumers, we expect 
that from Apple. Apple 
keeps up this innovation!

Depending on the bud-
get and scope of the proj-
ect, the scope of the sur-
veys and focus groups 
will vary. If you are deal-
ing with collecting data 
mostly from existing and 
past customers, this will 

provide only one side 
of the coin. The other 
side is that you are not 
just answering to these 
current and existing cli-
ents. The expansion and 
continual growth of the 
company, hooking in a 
continual new stream of 
customers is any compa-
ny’s ultimate goal. Apple 
has excelled at this, not 
only are they selling to 
loyal Apple customers, 
they have began an ag-
gressive campaign to 
pull in long serving PC 
customers, and this has 
been very successful.

So to make sure your 
brand is also appealing 
to the new clients, the 
identity needs to speak 
to them, not just the cus-
tomers that you already 
have. This is one of the 
more important factors 
to consider when you go 
ahead with a rebrand.

Look ahead to 
have a new look

A modern look it’s 
very important in the 
market. If for example 
the company logo has 
been around for over 
a decade, big chance is 
it’s beginning to look a 
bit jaded. In a few years 
time, the logo will look 
even more ‘aged’ and 
out of place. In 5-10 years 
time, if the company has 
not ‘refreshed’ the logo, it 
will most certainly look 
‘old’. With these next few 
years where you will be 
needing to target your 
new clients, many of 

these new and potential 
clients will be more ‘de-
sign’ aware of what looks 
good and what looks bad. 
They will more likely 
buy from cool brands 
and labels. For a compa-
ny to maintain and grow 
on their current success, 
they are required to keep 
their position within 
the market solid against 
their competitors. Some 
can say, ‘don’t fix what’s 
not busted’, but that is 
not wholly applicable 
where brand identities 
are concerned. More so, 
in our rapidly changing 
market place, we as con-
sumers have unquench-
able thirst for new and 
technological advance-
ment. If a company 
doesn’t adapt and evolve, 
someone else will and 
that someone will like-
ly be your competitor.

Identity solution
The best way for any 

company considering 
any form of brand iden-
tity redesign is to find a 
company you can trust 
to take your best interest 
to heart, that has a high 
professional standards 
and successful experi-

ence as an advantage. 
You need someone that 
can ‘see’ in utter clarity 
what is needed for you. 
It’s so clear you can al-
most touch it. This will 
give you enthusiastic 
confidence. Art Fresh is 
a company that uses cre-
ative power combined 
with many-years experi-
ence to provide you with 
a modern powerful solu-
tion. We put our passion 
into each your project 
and you can be sure we 

always are looking after 
‘you’. Let’s refresh your 
brand together to get 
best results on the mar-
ket for your business!

We will be happy 
to help you take your 
brand to a higher level. 
Just phone us: (902) 394-
7272 or email:elena@art-
fresh.ca. For more infor-
mation, please, visit our 
site: www.art-fresh.ca

We don’t promise, 
we do it!

Elena Herweijer

by Elena Herweijer
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A Smiledog Moment 
Great organizations 

realize that great peo-
ple sometimes move 
on, and don’t forget the 
many contributions 
that great person made. 

Here is an example of a 
blog that Smiledog post-
ed thanking one of their 
team members for their 
great service during 
their time at Smiledog. 

SMILEDOG LOSES 
GREAT SMILEGAL

THE 
“ TA NY A NA TO R ” 

WILL BE MISSED!!!

“Joan and I would like 
to send out a great big 
“Thank You” to Tanya 
for all the hard work and 
contribution she made 
while she worked at 
Smiledog. Tanya worked 
every shift and was a 
master at everything. 
She even created the 
Tanya Bible on how we 
should do things. Tanya 
was our go to person on 
every project and as a 
result earned the nick-
name, “Tanyanator” As 
she devoured projects 
faster than everyone.

Tanya! You will be 
missed and we wish 
you all the best in 
your new adventure.”

 
“Thanks so much for 

being a great SmileGal.”
        

Jeff Doyle, 
Smiledog 

Your Receptionist

and not everyone fully 
understood the name, 
or the concept of holis-
tic healing, but now, 
when more people have 
welcomed full holistic 
health care into their 
lives, the name more 
than suits both Sharon 
and the unique thera-
peutic business she has 
built around that name. 

Besides, the fact that 
the name was so ahead 
of its time in terms of 
where we were at in our 
understanding of full 
health awareness and 
education at the time, 
was also fitting consid-
ering that Sharon her-
self echoed that ahead 
of its time approach.

Today, all of these 
years later, Mystical 
Touch Therapeutics has 
become a one stop shop 
for those interested in 
loving the way they feel, 
and the way they look. 

Whether it is laser hair 
removal and waxing, 
various types of message, 
manicures, pedicures, 
facials, or perfumes, 
Mystical Touch Thera-
peutics has the solution. 

As an aesthetician 
since 1984 with a team of 

aestheticians also man-
ning the fort that is Mys-
tical Touch, Sharon is 
continuously looking for 
ways to offer innovative 
relaxing, renewing, re-
storing and rejuvenation 
options to their clients. 

Additionally, much 
like her early years in the 
field, Sharon is focused 
on whole health and nat-
ural health options, and 
as a result she has seen 
amazing results with the 
clients who engage in the 
whole process with Mys-
tical Touch Therapeutics.

If you enjoyed this 
little teaser about Mysti-
cal Touch Therapeutics, 
tune in next time when 
delve further into the 
background of Mysti-
cal Touch Therapeutics, 
discuss the organiza-
tion’s exclusive line of 
perfumes, and reveal the 
powerful line of Skin-
care products they have 
been bringing to market 
recently – a powerful 
skincare line designed 
to work for a variety of 
skin types and condi-
tions, and to provide 
fast and visible results.

 
For more informa-

tion in the meantime, 
please visit www.
mysticaltouchinc.com

Mystical Touch
cont’d from p. 1

WE WILL MISS YOU!
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...and I Quote....

Precision Document Management
To succeed in the cur-

rent economic climate, 
more and more business 
owners are looking for 
ways to improve effi-
ciency and reduce costs. 
Juliana MacEwen, owner 
of Precision Document 
Management, under-
stands that many orga-
nizations are facing the 
challenge of having to 
do more with fewer re-
sources. “I know that 
staff are overloaded, bud-
gets are being restricted 
and people are always 
battling to try and get 
more done with less.” 

When she left a great 
government job to ven-
ture out on her own as 
an Information Man-
agement Consultant, 
M a c E w e n  was hired 
by a company that had 
recently purchased Pre-
cision Document Man-
agement, a Halifax-based 
scanning and microfilm-
ing company. MacEwen 
quickly established her-
self as a strong salesper-
son. “Within the first 
year of them hiring me I 
was able to increase sales 
by 300%,” she says, “and 

within 3 years increased 
the sales over 900%.”

By November 2011, 
MacEwen was in a posi-
tion to purchase Preci-
sion Document Manage-
ment. It had been her 
goal to own a business 
in the document man-
agement industry since 
she left her government 
job, so she took the leap 
and became a business 
owner in January 2012.  

Despite having to ad-
just to the long hours 
and business travel re-
quired in the beginning, 
M a c E w e n  says her 
business has gotten off 
to a very good start. “In 
January I began with 
3 employees and now I 
have over 20 people work-
ing on contracts all over 
the Atlantic Provinces 
she says. And she doesn’t 
want to stop there. Her 
goal is to “continue grow-
ing Precision Document 
Management to be the 
largest document man-
agement company, not 
only in the East Coast 
but throughout Canada, 
which offers a full com-
plement of services such 

as business consulting as 
it relates to information 
management infrastruc-
ture, document scanning 
and conversion services, 
microfilming services, 
document storage ser-
vices (paper and elec-
tronic), and much more!”

Although many indus-
tries have been negative-
ly affected by the current 
economy, MacEwen antic-
ipates positive effects for 
her business. She says, 
“With government de-
partments being stream-
lined and remaining staff 
being given more work, 
these departments only 
have time to focus on 
the core competencies, 
which means outsourc-
ing to a company like 
mine for the document 
management and scan-
ning needs is the smart-
est thing for them to do.”

MacEwen says that 
business development 
is something she does 
constantly, but that’s not 
the only key to owning 
a successful company 
– working hard to meet 
customers’ needs is also 
an essential component.  

MacEwen believes it’s 
important to stay on top 
of industry trends so 
she can better serve her 
customers. “Precision is 
unique because I strive 
to meet the needs of my 
customer, adapting the 
services and solutions 
that we offer to meet their 
needs.  I don’t try to sell a 
one size fits all solution,” 
she says. “Instead I really 
try to understand what 
the customer’s issues are 
and make suggestions on 
ways to improve on these 
issues with digital solu-
tions including tweaking 
or implementing work 
flow processes, service 
bureau scanning and mi-
crofilming services, soft-
ware and or hardware 
depending on the need. “

MacEwen doesn’t feel 
that living and doing 
business in the Mari-
times has negatively af-
fected her success.  She 
built her network in 
Atlantic Canada, and 
chose to remain in PEI 
instead of moving to 
a larger city. “Being a 
Maritimer my whole 
life, I have a good under-
standing of how folks do 
business here and I am 
proud to say that this is 

where I am from,” says 
MacEwen. “I am proud 
to say that I live on PEI 
and my networks here 
and across the Atlantic 
Provinces allow me to 
stay close to home and do 
what I love every day.”

For MacEwen, suc-
cess means feeling like 
she’s made a difference 
– to a family member, a 
customer, a colleague, a 
staff member or a com-
plete stranger. She says, 
“Success to me is all 
about feeling fulfilled 
with what I have accom-
plished on a daily basis 
for myself, my family and 

my business.” Becoming 
the owner of Precision 
Document Management 
was a big step, both fi-
nancially and personally, 
but MacEwen says that 
she’s learned a lot about 
what she can accomplish 
if she puts her mind to 
it. And she believes oth-
ers can, too. ”I would 
like to challenge anyone 
who is thinking they 
can’t to ask themselves 
why?  If the answers 
are all things that are in 
your control to change, 
then I say you can!” 

Offices in 
Nova Scotia and PEI

peilocal has grown again

Juliana MacEwen

tive Island ambas-
sador through its ac-
tivities on or off Island 

•is a recognized 

leader in its field

New Business 
of the Year 

•demonstrates a clear 
understanding of the 
needs of its client base 

and provides them 
in a meaningful way

• has adopted 
solid business prin-
ciples to develop a firm 
business foundation

• has developed 

a loyal customer base  
The Rising Star 

Award 
 Presented to an in-

dividual under the 
age of forty, who:

• owns and oper-
ates a financially success-
ful and growing business, 

• demonstrates a 
firm understanding of 
solid business principles 

• c o n t r i b u t e s 
to the area’s eco-
nomic development 

• is a future com-
munity business leader.

Innovator of the Year 
 Presented to a busi-

ness or organization 
which in the past year 
has courageously stepped 
outside the box to:

• solve a 
business problem 

• identify and 

fulfill a new cus-
tomer need or niche 

• develop innova-
tive marketing or tech-
nology solutions to drive 
its business forward

• change its busi-
ness model or turn 
its business around 

Community Impact 
Award 

 Presented to a busi-
ness or organization 
which creates a posi-
tive social, cultural 
or economic impact 
on the community by:

• c o n t r i b u t -
ing personal or em-
ployee volunteer time 

to the community 
• providing finan-

cial support to other 
organizations through 
sponsorship or donations

• e n c o u r a g i n g 
economic development 
and well-being in the 
community through 
the provision of ser-
vices that help others

Employee of the Year 
 Presented to an indi-

vidual, nominated by his/
her employer who may or 
may not be in a custom-
er-facing position but:

• d e m o n -
strates company val-

Celebrating Excellence
cont’d from p. 4

cont’d on p. 12

“In theory, there is no difference between theory 
and practice. But in practice, there is.” - Yogi Berra 
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Nelson Snow Talks Commercial Property Investment in PEI

Financial 
Tips

by Peter Mullins

How Financial Security Advisors 
Help Their Clients

Most financial profes-
sionals find their career 
to be rewarding (and not 
only monetarily). They’re 
proud to help individuals, 
families and business own-
ers set long-term financial 
goals through managing 
risk, addressing solutions 
for income protection, and 
retirement and estate plan-
ning. They also help ful-
fill shorter-term dreams. 

Some of the products they 
use to help clients include:

Life insurance
The need for life insur-

ance has never been great-
er as one third of Canadi-
ans feel they need more 
life insurance and 20 per 
cent are concerned about 
the capital gains taxes 
their heirs will pay on 
their estates (Source: LIM-
RA’s Tracking Opinions 
of the Public in Canada).

Life insurance helps 
clients protect assets and 

future income, and pro-
vide financial security at 
death. It can also be an 
important consideration 
for retirement when con-
sidering liquidity needs 
or disability and criti-
cal illness protection.

Investment products 
Investment products 

have become an impor-
tant part of many finan-
cial professionals’ busi-
nesses, and remain a vital 
part of the suite of solu-
tions they bring to clients. 

Many Canadians 
struggle with inappro-
priately structures and 
adverse debt. They also 
need help protecting in-
comes and estates from 
unfortunate events or the 
adverse effects of undue 
taxes. By focusing on ho-
listic planning and the 
key principles of building 
financial security, finan-
cial professionals recom-
mend investment prod-
ucts to help their clients.

Living benefits
The need for critical 

illness and disability in-
surance is more prevalent 
than ever as Canadians 
increasingly realize the 
effects a critical illness or 
disability can have, not 
only on their own health 
and financial well-being, 
but on their family as they 
cope with the difficult 
steps toward recovery.

If helping people achieve 
financial security sounds 
like something you’d en-
joy doing, you may want 
to consider a career as a 
financial security advisor.

Peter Ed Mullins, B. 
Comm., CFP, is a branch 
manager with Freedom 
55 Financial, a division 
of London Life Insur-
ance Company. He can be 
reached at 902-892-3062, 
extension 23, by email to 

p e t e r . m u l l i n s @ f 5 5 f .
com, or by visiting 
www.petermull ins .net

 The information pro-
vided is based on current 
laws, regulations and 
other rules applicable to 
Canadian residents. It is 
accurate to the best of the 
writer’s knowledge as of 
the date of publication. 
Rules and their interpreta-
tion may change, affecting 
the accuracy of the infor-
mation. The information 
provided is general in na-
ture, and should not be 
relied upon as a substitute 
for advice in any specific 
situation. For specific situ-
ations, advice should be ob-
tained from the appropri-
ate professional advisors.

Real estate property 
ownership has always 
been synonymous with 
wealth and power. Even 
the most modest home 
represents safety, secu-
rity and independence 
for those who live there. 
Once those basic needs 
have been met, howev-
er, one can also look at 
real estate ownership as 
a very safe, secure and 
rewarding investment 
vehicle. That’s not to say 
that real estate invest-
ments are risk free, but 
the risks can be planned 
for and minimized. 

The key to making 
any sound investment 
is to look for value. This 
is as true for real estate 
as it is for stocks and 
bonds or any other type 
of investment product. 
But how does one define 
value? Are we talking 
about market value, as-
sessed value, book value, 
insurable value, poten-
tial value or sentimen-
tal value? All of these 
“values” have slightly 
different meanings, but 
some of them are more 
important than others 
when one considers the 
“value” of real estate. 

Investment value is de-
fined as the value of real 

property based upon cri-
teria established by the 
individual investor. It 
relates specifically to the 
amount of income that 
an investment property 
generates versus the cost 
to acquire that property, 
as well as the degree of 
risk of the income stream 
being interrupted. Inves-
tors looking to purchase 
investment properties 
first look at the Capi-
talization Rate or “cap 
rate”. Cap rate is defined 
simply as the amount of 
annual income derived 
from a property divided 
by the cost to acquire the 
property and then ex-
pressed as a percentage. 

As a straightforward 
example, let’s imagine 
a multi-tenant build-
ing with a mix of retail 
and commercial busi-
nesses and maybe some 
apartments on the sec-
ond floor. Let’s say that 
the property generates 
an income from rentals 
of $150,000.00 per year. 
Now let’s assume that 
the operating and main-
tenance costs to run the 
building are $100,000.00 
per year. The net income 
from this property is 
$50,000.00 annually once 
expenses are subtracted 

from revenues. If we were 
to purchase this property 
for $500,000.00, then our 
cap rate would be 10% 
($50,000 /$500,000 x 100). 

The cap rate is prob-
ably the most important 
variable for an investor 
to consider when looking 
at the purchase of an in-
come generating invest-
ment property. The high-
er the cap rate, then the 
higher the income gen-
erated versus the cost to 
purchase. If the property 
above generated an an-
nual income of $60,000.00, 
then the cap rate would 
be 12% ($60,000/$500,000 
x 100). This would obvi-
ously be of more interest 
to a potential purchaser. 

In trying to determine 
“investment value”, how-
ever, cap rate is not the 
only variable. Perhaps 
more crucial to making 
an investment decision, 
is determining the reli-
ability of the property’s 
income stream. If the 
main commercial tenant 
in the property example 
above is in the process of 
moving to a new building 
of their own within the 
next year, then the cur-
rent income stream is not 
necessarily an accurate 
measure of investment 

value. Or if the proposed 
replacement tenant is a 
nightclub business, then 
maybe some of the re-
maining tenants are not 
going to stay. All of these 
factors must be looked at. 

When it comes time 
to make your real estate 
investment decision, 
you need advice from an 
experienced and knowl-
edgeable real estate pro-
fessional. If you want 
to invest in, or divest of 
real estate in PEI, I can 
help you make an in-
formed decision. With 25 
years experience in com-
mercial construction 
and real estate develop-
ment, I know the “value” 
of investment real estate. 

Nelson Snow

ues on a daily basis
• through word or 

deed, supports the com-
pany’s mission and oth-
er members of the team

• c o n t i n u a l l y 
strives to deliver quality 
work which will enhance 
the company’s success

• is a positive 
company ambassa-
dor on and off the job 

People’s Choice 
Award 

 Presented to a busi-
ness or employee who:

• d e l i v -
ers outstanding 
customer service

• provides a prod-

uct or service the com-
munity needs and wants

• is an out-
standing corporate 
or community citizen

The Greater Summer-
side Chamber of Com-
merce is the primary 
“voice of business” repre-
senting the City of Sum-
merside and area with 
a population of 15,000.

Our Chamber works 
to promote and create 
business opportunities 
to foster and enhance 
economic development. 
The Chamber serves 
as an advocacy group 
for professional busi-
ness members, bring-
ing member concerns to 
municipal, provincial, 
national and interna-
tional governments. 
With over 450 members, 
the Summerside Cham-
ber of Commerce is dedi-
cated to providing sup-
port for our members 
to help their business 
and products prosper. 

For exciting updates 
and up to date informa-
tion, please visit our 
Facebook page, Twitter 
(gssidecc), and website 
(www.chamber.summer-
side.ca). For more infor-
mation please contact 
the Summerside Cham-
ber at info@summer-
side.ca or 902-436-9651.  

Celebrating Excellence
cont’d from p. 11
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Confident Self-Talk
You may have heard 

someone say they have 
‘lost their confidence’.  
How does someone lose 
their confidence?  Abil-
ity does not drastically 
change from one event 
to the next, but confi-
dence in ability can. 

Confidence is reflec-
tive of the thoughts and 
feelings athletes have 
about their ability. It can 
be viewed more simply 
as an, “I can do it” ba-
rometer.  Many things 
can contribute to the rise 
and fall of this barom-
eter, such as past suc-
cess, recent experiences 
positive or negative, 
wins, losses, positive or 
negative feedback from 
others, appropriate or 
unrealistic expectations, 
competing at a higher 
calibre of competition as 
well as ones’ own current 
level of determination. 

Thoughts in regards 
to confidence are closely 
related to self-talk.  It 
has been estimated that 
we have approximately 
150-300 words per min-
ute – between 45,000 and 
51,000 thoughts per day.  
What you are saying to 
yourself about what you 

we’ll never be able to 
beat them”.   It is obvi-
ous which thoughts are 
more likely lead to more 
positive performance.  

Sport can provide a 
great opportunity for 
growth.  By becoming 
more aware of self-talk 
in sport, you will also be-
come more aware of your 
thoughts in other areas 
of life.  What you most 
often repeat to yourself 
can lead to self-fulfilling 
prophecies, positive 
or negative.  If you tell 
yourself over and over 
again that you can’t do 
something, your sub-
conscious will believe 
you. Past experiences 
and other influences 
can contribute to nega-
tive thoughts.   However, 
the past does not have 
to dictate the future.  

Improving self-talk 
is an exercise in mental 
toughness.  It requires 
self-discipline and an 
exercising of your mind.  
Just as you need to work 
your physical muscles to 
become physically stron-
ger you need to work 
your mental muscles to 
become mentally tough-
er.  Pat Summit, the all-

structional self-talk and 
motivational self-talk.  
Instructional self-talk 
is about improving at-
tention, and focusing on 
technical, tactical or kin-

in nature such as, “pick 
the target and go for it”.  

Many top achievers 
learn to have more con-
trol of their thoughts 
using what is called 
‘thought stopping’.  This 
is when you actively re-
place negative thoughts 
with a positive state-
ment.  You might even 

search confirms posi-
tive statements work. 

2) S t a t e m e n t s 
should be expressed 
both inwardly and out-
wardly. Some athletes 
get more ‘feeling’ when 
they express statements 
outwardly (out loud). 

3) Self-talk state-
ment should be self-
determined by the 
athletes themselves.  
They are more effec-
tive when athletes cre-
ate them, themselves. 

4) Statements creat-
ed should feel positively 
motivating. If you don’t 
feel it, change it until you 
find a phrase or perspec-
tive that is up-lifting. 

5) Use positive self-
talk statement frequent-
ly. Research suggests 
that successful athletes 
have a greater frequen-
cy of positive self-talk.   

For self-talk to be ef-
fective it needs to have a 
realistic and honest qual-
ity to it.   This sometimes 
means taking a good 
look at your strengths, 
areas of improvement or 
other factors influencing 
the quality of your sport 
experience.  Respect-
ing your needs for rest 
and managing stress af-
fects overall health and 
attitude.  If athletes or 
individuals are in a con-
stant state of overload, 
negative self-talk and 
attitude may be more a 
symptom of a burn-out 
and requires a different 

are doing, largely con-
tributes to self-esteem, 
self-concept and confi-
dence to achieve some-
thing and/or perform 
well.  While much of our 
self-talk is innocuous 
such as, “I wonder what 
I will wear today”.  Other 
self-statements can be re-
lated to thoughts about 
achievement, self-image 
and confidence.  State-
ments such as, “I am go-
ing to pick a target and 
stick this shot” or “that 
other team is so good, 

time winningest coach in 
NCAA Division 1 coach 
in basketball history of 
either a men’s or wom-
en’s team in any division 
is quoted in her book, 
‘Reach for the Summitt’, 
“Attitude is a choice.  
You have to force your-
self to concentrate on the 
positives.  Every champi-
on and high achiever I’ve 
ever known had the dis-
cipline to substitute good 
attitude for bad attitude.”  

Self-talk in sport can 
be categorized into in-

approach than work-
ing solely with self-talk 
statements.  Working 
with self-talk is but one 
strategy for improving 
confidence and often 
works best in conjunc-
tion with other men-
tal skills that a trained 
sport psychology pro-
fessional can help with.  

In conclusion, while 
the golfer who says, ‘I 
am the best golfer that 
has ever lived’ might 
not have been the best 
golfer, however there 
was a part of him that 
believed in his own bril-
liance as an athlete that 
simply translates to per-
formance confidence.  

All the best in sport 
and life, Tara.

Tara Costello-Ledwell, M.A., C.S.P.A.

esthetic aspects of task 
execution.  Motivational 
self-talk aims to increase 
effort and self-confidence 
and creating positive 
moods.  Both types have 
proven to be effective for 
improving performance.

Athletes can think of 
the challenge to increase 
positive self-talk as be-
coming their own cheer-
leader or ‘self-coach’, 
rather than a heckler 
in the crowd.  A simple 
way in coming up with 
encouraging statements 
is to think about how 
you would help a team-
mate or close friend 
change their attitude 
if they were being too 
hard on themselves or 
have negative attitude.  

Another way to build 
positive self-talk is to 
have athletes think back 
to some best perfor-
mances and the thoughts 
and attitudes they had 
on those great days.  
One golfer would say to 
himself, “I am the best 
golfer that ever lived. 
Go out there and have a 
nice time.”  Or perhaps 
he realized his posi-
tive self-talk statements 
were more instructional 

say to yourself, ‘stop, 
park that thought’ and 
replace it with something 
more positive and con-
structive, ‘you deserve 
to be here, you have 
great skills, use them!’.

Here are some ad-
ditional recommenda-
tions with self-talk:

1) Self-talk state-
ments should be stated 
in the positive. Re-

Tara Costello-Ledwell

ISLAND BUSINESS 
NEWS: How do you re-
main positive despite 
some of the negativity 
we are faced with each 
day? Media, People, etc.?

SHELDON BRUSH-
ETT: I try to only listen 
to positive messages 
from people like Napo-
leon Hill, Darren Har-
dy, Jack Canfield, Earl 
Nightingale, etc. We are 
constantly bombarded 
with negativity. I limit 
to a very small amount 

the news I listen 
to. When traveling 
in my car I almost 
always have a self 
development CD 
playing, or some-
thing positive, or 
inspirational. My 
personal develop-
ment library is 
filled with books 
and CD’S from most 
of the top business 
leaders, teachers 
and coaches from 
around the world. 

Remaining Positive Tip 
From Investment Specialist 
Sheldon Brushett
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By Dean Johnstone

One of the greatest 
things I can think of 
about running your own 
business is the fascinat-
ing people you get to 
meet. And when you run 
a paintball adventure 
facility the people are 
even more varied and 
definitely interesting. 

Crossfire Adven-
ture Paintball caters to 
a range of ages; from 
groups of elementary 
children with a church 
group or birthday party, 
teens on a high school 
sports teams or a group 
of friends, to adults on 
corporate outings, bach-
elors and bachelorettes 
on their stag/stagette, 
entire families and even 
grandparents. Communi-
ty groups, charity events, 
family reunions, you 
name the group - we’ve 
hosted their games. Be-
ing located in the heart 
of the tourist mecca in 
Cavendish we get a great 
number of tourists, re-
ferred to as “walk-ons”. 

These are single or 
small groups of people 
who drop by and join 
up with larger groups 
who are already playing.  
Sometimes it’s an entire 
family or other times a 
group of friends travel-
ing together. Some you 
may see only once but 
many come back time af-
ter time each year, men-
tioning how they had 

The People You Meet
played at Crossfire the 
previous summer and 
how much fun they had.  

One of our most mem-
orable characters was a 
70+ year old grandfather 
who arrived with his 15 
year old grandson. As 
they were getting geared 
up the grandson was tell-
ing grandpa how he was 
going to totally annihi-
late him on the field. The 
grandson taunted the 
elderly gentleman un-
mercifully. The grandfa-
ther, a small gentleman 
of first generation Ital-
ian descent just grimed 
taking it all in stride. 
When they hit the first 
field and the whistle 
blew the little old man 
burst off the starting 
position, leaping over 
barricades and around 
bunkers like a teenager. 
Turns out “gramps” was 
a veteran in the Italian 
military and was ex-
tremely spry for his age. 

He quickly cornered 
the youth who was hun-
kered down behind a 
wall and forced him to 
surrender. He contin-
ued to dominate the teen 
game after game all after-
noon routing him time 
after time. When they 
left at the end of the day 
the teenager was almost 
completely silent hav-
ing found a new sense of 
humility and possibly a 
deeper admiration and 
respect for his grandfa-
ther. The grandfather 

didn’t say a word but the 
huge smile on his face as 
he left told us everything.

 
Then there was the 

bachelor party where 
the group surprised the 
groom with a full white 
wedding dress for him to 
wear. Being a good sport 
he wore it the entire af-
ternoon. It was never 
difficult for the referees 
to spot him during the 
games racing across the 
fields in a paint splat-
tered dress the spaghetti 
shoulder straps down 
around his armpits. 

The final game of the 
day was “terminator” 
where it was all his bud-
dies against him. He got 
a two minute head start 
and then they came after 
him. In order to ‘elimi-
nate’ him they had to 
hit him on the mask 
where he could elimi-
nate them by hitting 
them anywhere on their 
body or marker (gun). 

By the end of the game 
the groom was pretty 
well completely yellow 
from their paintballs 
even though he had tak-
en a lot of his buddies 
out first. Needless to say 
soon afterward we pur-
chased our own wedding 
dress which we now offer 
to bachelor and bachelor-
ette parties free of charge. 
Luckily the paint washes 
out fine in the wash. 

 
Probably the most in-

teresting people we meet 
are the “newbie’s” or 
people who have never 
played paintball before. 

They usually have some 
friends who ‘play up’ the 
game and tell them that 
it’s really painful when 
you get hit by a paint-
ball. You can see the 
fear in their eyes as they 
are getting geared up 
and you know they are 
a little scared but don’t 
want to admit it in front 
of their friends. Luck-
ily they are quick to find 
out this is not true and 
they come back with new 
confidence and a new ad-
miration for the game. 

A few weeks ago six 
Canadian Forces veter-
ans arrived. These guys 
were big, macho looking 
guys who had been ex-
posed to actual combat 
conditions so it was kind 
of funny to hear one of 
the toughest looking guys 
ask our referee discreet-
ly “does it hurt?” Un-
fortunately his buddies 
overheard and ribbed 

him about it the rest of 
the day. He soon found 
out it didn’t and they 
had some great games. 

The truth is that paint-
ball is actually rated 
safer than bowling (ac-
cording to a study by the 
National Injury Infor-
mation Clearinghouse 
of the U. S. Consumer 
Product Safety Com-
mission). I don’t know 
about you but I’ve yet to 
meet anyone yet who has 
been injured bowling. 

Then you have the in-
quisitive. The people who 
want to know how every-
thing works. “What are 
the paintballs made of?” 
(Answer: a gelatin shell 
containing water soluble 
colouring) “Can you eat 
them?” (Answer: Yes, but 
they taste terrible and 
why would you)? What 
‘powers’ the markers 
(guns)?” (Answer: high 
pressure air. About 2000 

pounds per square inch 
propels the paintball ap-
proximately 260 feet per 
second) and of course, 
“Does it hurt?” (Answer: 
only if you get a solid hit 
from a very close range). 

Many times the ball 
will simply bounce off 
you without even break-
ing. We have a “freeze” 
rule where you give your 
opponent the chance to 
‘surrender’ rather than 
be shot at less than 8-10 
feet away. And, at worst, 
if you do get a solid hit we 
would compare it with 
getting a bee sting that 
only lasts a few seconds).

It’s so great to talk 
to people after they’ve 
played the first time and 
see how pumped they are 
and hear all their stories. 
Most simply can’t stop 
talking about it: how 
they flanked the opposite 
team and took four of 
them out; how they were 
able to evade the enemy 
in the woods and cap-
ture the flag, etc. Once 
the game whistle blows, 
the adrenaline hits and 
all inhibitions are im-
mediately forgotten and 
then the real fun begins. 

Crossfire Adventure 
Paintball is located in 
central Cavendish next 
to Ripley’s Believe It or 
Not! Museum. It consists 
of six different fields, all 
with a World War Two 
atmosphere including 
authentic military vehi-
cles, over 30 scale build-
ings, trenches, bunkers, 
barricades and even a 
crashed airplane. Ages 
10 and up are welcome. 
Open every weekend 
(Saturdays and Sun-
days) 11 am to 6 pm until 
early November. Special 
pricing for corporate 
groups over 10 persons. 

For reservations 
please call: (902) 940-
5409, or go online: www.
PlayCrossfirePEI.com

TnT... Training Solutions
FALL PROTECTION
In July of this year the WCB implemented a “Zero Tolerance” policy for Fall Protection Violations.
Zero Tolerance means: that fall protection will be enforced to the fullest extent of the law. Violations may 
result in orders, stop work orders or prosecution under the OHS Act with fines of up to $250,000.00

The Occupational Health and Safety Act of Prince Edward Island outlines the duties and responsibilities for 
safe work at heights. Everyone in the workplace has a right to a safe workplace and the responsibility to 
keep each other safe. 
The responsibilities apply to Employer’s, Worker’s, Constructors, Contractors and Self-Employed Persons.

Please note: an improperly fitting fall arrest harness can result in more serious injuries in a fall. 
For more information please feel free to contact me any time. 

and remember...

THINK
Safety is everybody’s 

JOB

Terry Jeffery
TnT ... Training Solutions
14 Lilac Ave.,
Charlottetown, PE, C1A 6L2
(902) 940-6006
tnt1@eastlink.ca
“Safety Training for Today’s Workplace”
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by  Nancy M. Doucette
From The Heart

Happy Birthdays from My Heart ~ September 2012

This summer for me entailed times of joy & times of sadness – I was affected the most this summer on 
July 24th when in the early morning hours my cousin called to tell me that her father, my beloved uncle 
Pinky passed on suddenly – I am still finding it difficult to believe I’ll never again get to chat with him – I 

wrote this poem the night of the 24th of July and want to share it here in my column.  

Pinky left behind his wife, 13 children, many grand-children as well as 10 sisters & brothers – like me 
their lives will never be quite the same ~ Nancy…

 
Francis (Pinky) Gallant  2 AUG 38 – 24 JUL 12

 
For (Pinky) ~ We Miss You Already ~ 24 JUL 12

We woke up on Tuesday morning so sure it would be another regular day
Have breakfast, coffee or tea that we’d start things out in the same daily way
How could we have known one we love so very much would be called home

In so many ways leaving us here saddened and alone
 

Without you here, we will just never be quite the same
After all in your own special way – when things were dull – you lit the flame

There will never be a day when you won’t come to mind
Cause someone more unique searching the world over we’d not find

 
With a gruff manner you tried to hide a very special heart

Hope you know with leaving it tore our world apart
We your family will never forget our time with you

When it comes to touching lives you touched more than just a few
 

We love you & we miss you already – loving you we know you could not stay
In our minds, in our hearts you will never really be very far away

We’ll meet again on that there is no doubt – we’ll laugh and chat again
But one thing is certain – our lifes will never be the same

 
As a son, husband, father, grandfather, brother and uncle you were the best

Having you as part of our family we were indeed blessed
You never put anything or anyone ahead of your family – your family was first
So we hope you are having a Bakin Donuts Coffee and quenching your thirst

We’ll love and miss you forever and a day
Cause it just couldn’t be any other way…

 
(Pinky was more a brother than an uncle to me & I miss him more than words can say. He lit up my 

world with each phone call or when we’d be together – ‘til we meet again Pinky, I’ll keep your memory 
alive ~ Love Forever & A Day, Nancy)

September 6th    Erma Gallant  My Cousin
September 13th    Doug Gallant  My Cousin
September 17th   Becky Gallant  My God-daughter
September 20th    Donnie Doucette My Cousin
September 21th    Chrissy Rose  My Friend
September 23rd   Cecil Gallant  My Cousin
September 27th    Angela Doucette  My Cousin
September 29th    Ian Galt   My Friend
Spetember 30th    Amelia Gallant  My Cousin

...and I Quote....

Happy Birthdays from My Heart ~ October 2012
October 7th    Dave Bernard  My Cousin
October 8th    Sheila Rix  My Cousin
October 10th   Karen Wessel  My Cousin
October 10th    Donnie Perry  My Cousin
October  11th    Krista Gallant  My Cousin
October 17th   Alice Gallant (Aunt by blood, Sister in my heart)
October 20th    Ann Wright   My Friend
October 24th    Grant Gallant  My Cousin
October 26th    Sandy Gallant  My Aunt
October 26th   Butch Ramsay  My Friend
October 26th   Mike Bernard  My Cousin
October 29th   Beverly Gallant  My Cousin
October 31st   Victor Gallant  My Cousin

Congratulations to my friend Donnie MacArthur

Whether you are a 
high performance ath-
lete looking to improve 
your hockey specific 
conditioning or you are 
simply looking to change 
up your normal work-
out routine, the follow-
ing tips will help you 
see improved results.  

Agility - Be sure to in-
clude lots of shuffling, piv-
ots, change of direction, 
reaction, back pedaling, 
and cross-overs. Don’t 
simply rely on stationary 
“quick-feet” drills, but 
train your body to actu-
ally move efficiently and 
quickly in all directions.

Speed – The best way to 
train for hockey speed is 
on a slideboard or skate-
box.  If you do not have 
access to either, then you 
can do sprint training.  
When running, practice 
change of pace, change 
of direction, and accel-
eration.  Straight line 
sprinting might make 

you a faster runner, but  
it will not necessarily 
make you a faster skat-
er.  A hockey player will 
never skate straight up 
and down the ice repeti-
tively without adjusting 
speed, changing direc-
tion, or reacting to other 
players, so incorporate 
these external challenges 
into each speed session.

Strength – Strength 
training for hockey 
should be generated from 
the ground up.  Look to 
build a foundation in the 
legs and torso.  Big shoul-
ders, chests, biceps will 
look good in the dressing 
room, however power 
generated in body check-
ing, puck protection, and 
shooting all comes from 
strong legs and core.  In 
addition to this, try to 
complete much of your 
lower body strength ex-
ercises on one foot.  For 
example, instead of a 
regular squats and dead-
lifts, complete a single 

leg squat off a bench and 
complete the dead-lift 
one leg at a time.  In do-
ing this, you will avoid 
imbalances and also be 
more hockey specific.  
Studies show that players 
spend most of their time 
either on one foot/edge, 
so incorporate this con-
cept into your training. 

Core durability – Tra-
ditional crunches and 
abdominal exercises will 
give you a good burn 
but will do little to help 
when you are on the ice.  
Try to do the majority of 
your core training from a 
standing position.  Exer-
cises such as lateral med-
icine ball tosses and band 
twists will translate into 
great rotational strength 
for shooting, puck protec-
tion, and body checking.

Energy systems – 
When completing a 
“cardio” workout for 
hockey try to incorpo-
rate interval training.  

To simulate the demands 
of a typical hockey game, 
focus on bursts of 30-60 
seconds while allowing 
a recovery time of 1:30 – 
3:00.  This will increase 
your anaerobic thresh-
old and be more benefi-
cial than jogging, biking, 
etc. at a low intensity for 
a given period of time.

Stretching – Groins 

and hips should be of pri-
mary importance when 
stretching for hockey. 
Stretching should take 
place before and after 
activity. Inflexible play-
ers will be less efficient 
in their movements and 
more prone to injury.

To view some hock-
ey specific exercises 
and drills check out:  

http://www.youtube.
c o m / u s e r / A n d r e w s -
Sport2011, or to learn 
more about hockey spe-
cific training contact: 

Kris MacPhee, 
MSS, PTS

Director of 
Sport Conditioning

Andrews Sport 
kris@hockeygrowth.com

How To Make Your Workouts 
More Hockey-Specific

“Not everything that 
can be counted counts, 
and not everything that 
counts can be counted.” 

- Albert Einstein 
(1879-1955)

 
The artist is noth-

ing without the gift, 
but the gift is noth-
ing without work.” 

- Emile Zola 
(1840-1902) 

 
“The full use of 

your powers along 
lines of excellence.” 

-definition of 
“happiness” 

by John F. Kennedy 
(1917-1963)




