
bravoadvertising@shaw.ca
bravocreative.com
250-888-3286

portfolio

bravo
creative

WE HAVE BEEN KICKING AROUND a while in the publishing, 
graphic design and marketing industry, with experience in 

project management, typography, layout and design, photography 
(we work with dogs!), copywriting and art direction, plus social 
media. 

Opportunities that allow us to help develop materials throughout 
a project’s life cycle are of particular interest to us. An example 
— our work with Bruce Cameron of Return on Insight (ROI) to 
garner community support for building a new firehall on Salt Spring 
Island — a contentious project.  Vocal detractors needed wooing 
with a solid framework of the campaign that included community 
consultation and public input. A series of collateral grounded in 
“Profiles In Courage” that introduced the local fire fighters and 
illustrated they are the heart of emergency response in times 
of crisis for Salt Spring Islanders laid the groundwork. Phase 2 
launched “Prepared for Today. Planning for Tomorrow” and “By the 
Numbers” to educate what types of calls are responded to during 
the year, plus related information. The scale of the project included 
branding, ad creative and copy writing for print and web, postcards, 
brochures and outdoor signage to encourage “Vote Yes for a Safer 
Salt Spring”, in addition to town hall presentation slide collateral 
(budget plan, strategic plan). It worked. The new Fire Hall is under 
construction. On time and under budget. Check out page 2 and see 
how it all came together.

Interested in exploring a collaboration? We know what it takes to 
guide the production of deliverables that result in tangible results. 
Our toolbelt is packed with experience and creativity in either a 
design-focused role or tasked with new initiatives from the ground 
up. That’s us.
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4.3 Consultations Regarding Design AdjustmentsBetween February 2022 and June 2022, additional adjustments continued to the design 

configuration based on public input. Space requirements were kept to a bare minimum necessary 

for safe operations, while renderings and site plans evolved. The net effect was to produce a 

rendering (shown below, and discussed in person at community consultations), along with 

elevations and site plans.
The first open house was scheduled for April 28, 
from 6-9 pm at Firehall #1, to review plans and 
invite input and questions from the community.A second open house was held to review the 

updated plans and the detailed cost estimates 
on June 2, at Firehall #1. A series of meetings 
was also organized to consult with stakeholders 
prior to the referendum vote, including neigh-
bours, businesses, elected officials, public boards 
and staff, and other community organizations.The open houses were widely advertised online 

and in print and direct mail pieces.

saltspringfire.com

Come down to Firehall #1 in Ganges for anOPEN HOUSEThursday APRIL 28 from 6-9 pm 

Based on current budgeting, borrowing to build a new fi rehall can be sustained with no new taxes.For more detailed information visit www.saltspringfi re.comWe’d love to know what you think.

Planning for Tomorrow.

Rendering of proposed 11,500 square foot firehall

“Should the Salt Spring Island Fire Protection District be given 

authority to borrow a maximum of $9.7 million dollars 

over a period not longer than 25 years to  

fund the construction of a new fi re hall?”

The Question:

The Steps:

REMEMBER
You need a witness.it can be a spouse, friend or neighbour.

ALL BALLOTS MUST BE RECEIVED BY 4:00 PM, JUNE 30 @FIREHALL #1

•Eligible voters are 18+, 

Canadian citizens, BC residents 

and are on title of a SSI property. 

We have the funds to build 

the new firehall and sustain 

borrowing of $9.7 million 
without raising taxes.

• Have your witness present.

• Mark ✗ or ✔ on your ballot.

• Insert completed ballot into the provided  

   Secrecy Envelope marked A. 

• Then insert the sealed Envelope A into 

   the provided Envelope B.

• Place Envelope B into Envelope C. 

• If you have not received a ballot by 

  June 15th but think you’re eligible, 

  contact us at 250-537-2531.

✔

✔

›We need your approval to borrow $9.7 million

›We have $3 million in reserves, $1 million in gas tax funding, 

  AND CAN DO IT WITH NO NEW TAXES.

For more details visit

saltspringfire.com

Proposed 11,500 square foot 

firehall next to Brinkworthy.

It’s up to you, now.

Say ‘Yes’ to a 
Safer Salt Spring.

Planning for 
Tomorrow.

|  Collateral design Salt Spring Fire Department / New Fire Hall Initiative

A phased approach: the strategic framework of the campaign
Phase 1: Prepared for Today: A series of collateral reinforced the underlying strength of SSIFR, that the force is ready and able 
to respond to emergencies, reminding people of the crucial role they play and the fact the force is made of friends, family and 
neighbours who are “First In. All In. Every Call.”   Phase 2: Planning for Tomorrow: Showcased the prudent fi scal management that 
led to establishing reserve funds to enable construction; dispelled some common misconceptions about salaries and the stringent 
requirements for building an emergency response centre. Phase 3: Vote YES for a Safer Salt Spring asked for a vote of support, 
stressing that “it is up to you now” and a yes vote will result in no new taxes.

The scale of the project included branding, ad creative and copy writing for print and web, postcards, brochures and outdoor 
signage, in addition to town hall presentation slide collateral (budget plan, strategic plan). 

It worked and the new Fire Hall is under construction.

B R A V O  C R E A T I V E

Building for Tomorrow.

With the generous support of: Financing provided by:

CASCARA
CONSULTING ENGINEERS LIMITED

Exp
ecte

d Com
pletio

n Date Fall 2025

SaltS
pringFir

e.com

Community Works

ACTUAL SIZE: 144” W X 96”

B R A V O  C R E A T I V E

›We need your approval to borrow $9.7 million
›We have $3 million in reserves, $1 million in gas tax funding, 

  AND WE CAN DO IT WITH NO NEW TAXES.

For more details visit
saltspringfire.com

11,500 square foot design 
is 36% smaller than the 
2013 proposal 

It’s up to you, now.

Vote ‘Yes’ for a 
Safer Salt Spring. Planning for 

Tomorrow.

ACTUAL SIZE: 144” W X 96”

›We need your approval to borrow $9.7 million
›We have $3 million in reserves, $1 million in gas tax funding, 

  AND CAN DO IT WITH NO NEW TAXES.

For more details visit
saltspringfire.com

Proposed 11,500 square foot 
firehall next to Brinkworthy.

It’s up to you, now.

Say ‘Yes’ to a 
Safer Salt Spring.

Planning for 
Tomorrow.
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A responsive and sustainable fire-rescue service, effectively meeting community needs and valued by those we serve.
Always learning, engaging and adapting to be response ready.

Finances

Infrastructure Emergency
Prevention

and Response
Community 

Relationships

Our People
and Workplace

STRATEGIC
FOCUS

GOALS

OBJECTIVES

› Prudent financial management incorporating long-term strategic thinking based on principles of transparency and accountability to all stakeholders to maintain public trust and show value for money.

› Attract and retain a diverse, physically and mentally fit team that includes Career,  Paid on Call and administrative members to provide value for our community.

› Infrastructure that supports an effective, reliable and resilient fire service to better address increasing risks and hazards.

› Foster positive relationships to address community concerns and explore opportunities for collaboration.

› Deliver a fire-rescue service that prevents and responds to emergencies in a safe, effective and timely manner.

› Improve stakeholder engagement in the budget development process.
› Communicate to rate-payers a clear rationale for tax increases.

› Seek alternative revenue sources to offset increasing costs.

› Review hiring and human resource policies and programs to focus on equity and diversity.
› Review and update compensation, recognition, training and support programs.

› Support, encourage and empower all employees to foster a positive and inclusive team environment.› Develop a proactive mental health support program.

› Build a new Firehall #1 on time and on budget.
› Expand emergency water supply options.
› Augment the long-term Capital Plan.

› Build collaborative partnerships with other agencies serving Salt Spring Island.

› Identify and implement effective options to improve response rates.
› Develop and implement a change management strategy to ensure consistent operations.
› Encourage community engagement, support and participation in fire prevention and life-safety activities.

SALT SPRING ISLAND FIRE PROTECTION DISTRICT

› Improve stakeholder engagement in the budget development process.
Communicate to rate-payers a clear rationale for tax increases.

Seek alternative revenue sources to offset increasing costs.
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Finances

STRATEGIC
FOCUS

GOALS

OBJECTIVES

› Prudent financial management incorporating 
long-term strategic thinking based on principles of 
transparency and accountability to all stakeholders 
to maintain public trust and show value for money.

› Improve stakeholder engagement in the budget 
development process.

› Communicate to rate-payers a clear rationale for 
tax increases.

› Seek alternative revenue sources to offset 
increasing costs.

Improve stakeholder engagement in the budget 

Communicate to rate-payers a clear rationale for 

Seek alternative revenue sources to offset 
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Our People
and Workplace

STRATEGIC
FOCUS GOALS

OBJECTIVES

› Attract and retain a diverse, physically and 
mentally fit team that includes Career,  Paid on 
Call and administrative members to provide value 
for our community.

› Review hiring and human resource policies and 
programs to focus on equity and diversity.

› Review and update compensation, recognition, 
training and support programs.

› Support, encourage and empower all employees to 
foster a positive and inclusive team environment.

› Develop a proactive mental health support program.

›

SALT SPRING ISLAND FIRE PROTECTION DISTRICT

Our People
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Emergency
Prevention

and Response

STRATEGIC
FOCUS

GOALS

OBJECTIVES

› Deliver a fire-rescue service that prevents and 
responds to emergencies in a safe, effective and 
timely manner.

› Identify and implement effective options to improve response rates.

› Develop and implement a change management 
strategy to ensure consistent operations.
› Encourage community engagement, support 
and participation in fire prevention and life-safety 
activities.

FOCUS

Salt Spring Island Fire Protection District

2023-2028 Strategic Plan Presentation

Town Hall Strategic Plan Presentation

saltspringfire.com

First In. All In. Every Call.

Captain Dominique Gaudet

Prepared 
Today. 

Planning for Tomorrow.

Family. Friends. Neighours. We serve and protect 
you with passion, dedication and commitment.

saltspringfire.com

Prepared 
Today. And 
Tomorrow.

First In. All In. Every Call.

From one generation to the next — 
Salt Spring, we’ll get you through any emergency.

Jim Pohl and daughter Chantelle

saltspringfire.com

First In. All In. Every Call.

Hayato Tanaka and Son

Prepared 
Today. 

Planning for Tomorrow.

Family. Friends. Neighours. We serve and protect 
you — and your property. At all hours.

Print Advertising

saltspringfire.comFirst In. All In. Every Call.

Planning for
Tomorrow.

Firefighter 
Ella Baker

We’ve listened and learned from you.
The proposed new firehall will strengthen our emergency 
response network. And we can build it with no new taxes.

saltspringfire.comFirst In. All In. Every Call.

Planning for
Tomorrow.

Captain  
Ken Akerman

We’ve listened and learned from you.
The proposed new firehall will strengthen our emergency 
response network. And we can build it with no new taxes.

Online Advertising

Postcard Mailer

Outdoor Signage

Process Summary

Between February 2022 and June 2022, additional adjustments continued to the design 

configuration based on public input. Space requirements were kept to a bare minimum necessary 

for safe operations, while renderings and site plans evolved. The net effect was to produce a 

rendering (shown below, and discussed in person at community consultations), along with 

elevations and site plans.
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Old and New Firehall. There was widespread awareness and acceptance of the need to replace 

Firehall #1, with nine in ten agreeing Salt Spring needs to build a new firehall. There was also high 

awareness of plans to build a new firehall (four in five), although fewer (six in ten) were familiar 

with the details at first, rising to 85% by June due to the campaign. 

Voting. About half of residents say they voted in the 2013 referendum, with slightly more saying 

they voted no, rather than yes. Half of the potential voters in a 2022 referendum had no direct 

history with the previous vote. In early June, polling revealed that 75% were likely to vote yes, an 

estimation that proved accurate. 

3.3 Improving Budget and Planning Perceptions

At the root of some of the critical perceptions about SSIFR was the issue of efficient budgeting. 

Clearly communicating the steps taken to set aside reserves for future apparatus purchases and 

construction of the new firehall helped to bolster perceptions of SSIFR. The public campaign 

successfully raised awareness of the project (63% increase in communications), as well as 

improving the image of SSIFR regarding future planning (a 320% increase in five months), and 

spending money efficiently (a 300% increase). Steps taken to highlight the organization’s approach 

toward planning and spending significantly strengthened public trust in the lead-up to the June 

referendum.  

IMPROVEMENTS IN IMAGE FEB-JUNE 2022

+88

+35

+32

+27

“Based on what you know or what you have heard,how would you rate the way the fire department 

on SSI handles the following issues? Are they doing a very good job, or good job?” 

EMERGENCY

RESPONSE

“Responding to emergencies 

like fires, car accidents and 

personal emergencies”

SPENDING

EFFICIENCY

“Spending money and 

allocating tax dollars 

efficiently”

COMMUNICATION

“Communicating 

with the public”

FUTURE PLANNING

“Making decisions about 

future planning priorities”

Net Rating (% positive minus % negative)

JUNE

JUNE

JUNE

JUNE

+2

63% INCREASE

320% INCREASE

300% INCREASE

elevations and site plans.
The first open house was scheduled for April 28, Process Summary

for safe operations, while renderings and site plans evolved. The net effect was to produce a 

rendering (shown below, and discussed in person at community consultations), along with 

elevations and site plans.
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 There was widespread awareness and acceptance of the need to replace 

Firehall #1, with nine in ten agreeing Salt Spring needs to build a new firehall. There was also high 

awareness of plans to build a new firehall (four in five), although fewer (six in ten) were familiar 

with the details at first, rising to 85% by June due to the campaign. 

 About half of residents say they voted in the 2013 referendum, with slightly more saying 

they voted no, rather than yes. Half of the potential voters in a 2022 referendum had no direct 

history with the previous vote. In early June, polling revealed that 75% were likely to vote yes, an 

estimation that proved accurate. 

3.3 Improving Budget and Planning Perceptions

At the root of some of the critical perceptions about SSIFR was the issue of efficient budgeting. 

Clearly communicating the steps taken to set aside reserves for future apparatus purchases and 

construction of the new firehall helped to bolster perceptions of SSIFR. The public campaign 

successfully raised awareness of the project (63% increase in communications), as well as 

improving the image of SSIFR regarding future planning (a 320% increase in five months), and 

spending money efficiently (a 300% increase). Steps taken to highlight the organization’s approach 

toward planning and spending significantly strengthened public trust in the lead-up to the June 

IMPROVEMENTS IN IMAGE FEB-JUNE 2022

“Based on what you know or what you have heard,how would you rate the way the fire department 

on SSI handles the following issues? Are they doing a very good job, or good job?” 

EMERGENCY

RESPONSE

“Responding to emergencies 

like fires, car accidents and 

personal emergencies”

SPENDING

EFFICIENCY

“Spending money and 

allocating tax dollars 

efficiently”

COMMUNICATION

“Communicating 

with the public”

FUTURE PLANNING

“Making decisions about 

future planning priorities”

THE SSI FIRE RESCUE NEW FIREHALL PROJECT: SIX DECADES IN THE MAKING |  2 0 2 2  5

3.2 Incorporating Attitudes Toward Fire Services and Facilities on SSI
Most residents viewed SSIFR favourably in responding to emergencies (eight in ten), and they 

also believed they received fairly good value for the taxes they pay to SSIFR (just over half). The 

department’s state of readiness was never in question, however, there remained questions among 

some islanders about how efficiently SSIFR spends tax dollars. While a majority believed SSIFR 

is doing a good job planning for future emergencies, spending efficiency and future planning are 

two areas where SSIFR needed to more clearly communicate 
the actions that had been taken recently, such as reducing 
the required square feet and setting aside reserves to fund 
the project without raising taxes. Highlights of key message 
elements included:

• Reinforce Strengths. Most residents viewed SSIFR 
favourably in responding to emergencies and perceived they 
get good value for taxes paid. 

• Personal Connection. One of the biggest assets of SSIFR 
is the extent to which residents personally know members. 
The personal connection to SSIFR (we are your neighbours, 
friends, family) is a key strength of the organization that was 
featured in the photography and creative elements of the 
campaign.  

• Increased Engagement. Only one in three had engaged 
directly in February, so an active  outreach effort was 
undertaken in person in print and online. Measures of 
engagement increased substantially in 5 months, with four 
in five recalling some communications about the project by 
June 2022. 

• Resolving Questions. As questions emerged, SSIFR 
attempted to answer them, including about financial 
estimates, the need for a new hall, the challenge of 
renovating the old hall and the steps taken by SSIFR to plan 
prudently by reducing the size and build the hall without 
raising taxes. 

• Climate Challenges. In addition to highlighting 
environmental aspects of the new design, the campaign 
also explored how the project addresses a key public 
concern: resilience in the face of climate challenges such as 
windstorms, rising sea level, drought and earthquakes.   

saltspringfire.com

First In. All In. Every Call.

Prepared 
Today. Planning for Tomorrow.

From one generation to the next — together, we’ll get you through any emergency.

Jim Pohl and daughter Chantelle

saltspringfire.com

Prepared 
Today. Planning for Tomorrow.

First In. All In. Every Call.

2021 was one of the hottest, driest summers on record. But it won’t be the last.

3.2 Incorporating Attitudes Toward Fire Services and Facilities on SSI
Most residents viewed SSIFR favourably in responding to emergencies (eight in ten), and they 

also believed they received fairly good value for the taxes they pay to SSIFR (just over half). The 

department’s state of readiness was never in question, however, there remained questions among 

some islanders about how efficiently SSIFR spends tax dollars. While a majority believed SSIFR 

is doing a good job planning for future emergencies, spending efficiency and future planning are 

two areas where SSIFR needed to more clearly communicate 
the actions that had been taken recently, such as reducing 
the required square feet and setting aside reserves to fund 
the project without raising taxes. Highlights of key message 

Most residents viewed SSIFR 
favourably in responding to emergencies and perceived they 

One of the biggest assets of SSIFR 
is the extent to which residents personally know members. 
The personal connection to SSIFR (we are your neighbours, 
friends, family) is a key strength of the organization that was 
featured in the photography and creative elements of the 

Only one in three had engaged 
directly in February, so an active  outreach effort was 
undertaken in person in print and online. Measures of 
engagement increased substantially in 5 months, with four 
in five recalling some communications about the project by 

As questions emerged, SSIFR 
attempted to answer them, including about financial 
estimates, the need for a new hall, the challenge of 
renovating the old hall and the steps taken by SSIFR to plan 
prudently by reducing the size and build the hall without 

 In addition to highlighting 
environmental aspects of the new design, the campaign 
also explored how the project addresses a key public 
concern: resilience in the face of climate challenges such as 
windstorms, rising sea level, drought and earthquakes.   
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SUMMARIZING THE PROCESS OF DESIGNING

AND GAINING SUPPORT TO BUILD A NEW

FIREHALL ON SALT SPRING ISLAND

FOR SALT SPRING ISLAND

Six Decades 
in the Making:
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Understanding Internet 
Speed Discrepancies 
A Summary of Findings

INTERNETSPEEDREPORT |  2 0 2 1  /  2 2 3

THIS REPORT SUMMARIZES the findings of a study that aims to better understand the possible discrepancies 

of internet speeds shown on the National Broadband Internet Service Availability Map (the map)* and the 

experience of communities in rural and remote British Columbia. 

The study by TANEx Engineering Corporation was commissioned in response to concerns raised by a number of 

local governments in rural and remote communities that internet speeds reported on the map appeared not to 

reflect actual speeds experienced in some communities or areas surrounding the communities. Speeds outlined on 

the map are one factor (among others) that determine eligibility for federal funding.  

TANEx was asked to examine the nature and potential cause of possible discrepancies with the goal to better 

understand the issue and ultimately provide a compass for actions. The full technical report can be found here.

D E F I N I T I O N

 * National Broadband Internet Service 

Availability Map: Describes availability 

of retail broadband internet services 

and wholesale backbone infrastructure 

in Canada. The data plotted on the map 

is collected in partnership between 

the Canadian Radio-television and 

Telecommunications Commission (CRTC) 

and the federal government’s Innovation, 

Science, and Economic Development (ISED) 

through annual surveys and consultation 

with key stakeholders, including internet 

service providers, federal partners, industry 

associations, and provinces.

This data is collected and used for the 

statistical measure of broadband Internet 

service availability in Canada as well as the 

administration of various broadband related 

contribution programs.

Introduction
 the findings of a study that aims to better understand the possible discrepancies 

National Broadband Internet Service Availability Map

National Broadband Internet Service Availability Map (the map)* and the 
 (the map)* and the 

The study by TANEx Engineering Corporation was commissioned in response to concerns raised by a number of 

local governments in rural and remote communities that internet speeds reported on the map appeared not to 

reflect actual speeds experienced in some communities or areas surrounding the communities. Speeds outlined on 

the map are one factor (among others) that determine eligibility for federal funding.  

TANEx was asked to examine the nature and potential cause of possible discrepancies with the goal to better 

understand the issue and ultimately provide a compass for actions. The full technical report can be found here.

Science, and Economic Development (ISED) 

through annual surveys and consultation 

with key stakeholders, including internet 

service providers, federal partners, industry 

associations, and provinces.
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Conditions affecting the ability for technology to perform optimally include:
• Operating factors like over subscription, network congestion, level of maintenance, and type and condition 

of the cable; • Environmental factors like topography and/or foliage that block line of sight access to wireless; and 

• Business/cost factors might include the lack of a business case for a service provider to provide the same 

service everywhere in a locale. For example homes in a downtown core may receive 50/10, but some 

outlying homes in the locale, where there is less of a business case for network expansion, do not.

Consumer preference and/or whether internet service in the home or 

business is optimized
The consumer internet speed experience can be affected by factors beyond the control of service providers and 

this reduction of speed will not be reflected on the map. These range and can include:

• Number of users accessing the internet at the same time on a consumer’s network;

• Consumer purchasing choices such as the internet plan purchased and service provider;

• Compatibility with network and the number and age of devices such as computers, laptops, TVs, telephones, 

personal tablets and mobile devices, gaming systems, security monitory systems and others; and 

• Issues related to the wireless technology of WiFi such as quality, distances signals need to span, and   

construction materials used in buildings where it is being used.
Some of the choices around the types of technology used — perhaps made without full appreciation or knowledge 

of their impact on internet speed — can be driven by consumer preferences, brand loyalty, cost, and the desire to 

bundle services. The study noted, however, that consumer-related factors would not explain discrepancies found 

throughout a community or larger area.

While the study did not make suggestions for consumers on ways to evaluate their 

internet service, things to consider when wanting to improve internet speeds are:

Be informed about the number of providers 
offering service in an area.

Gather factual information on whether upgrading 
service could improve service.

Consider if your router is outdated, or too far away from your devices.

Reboot your modem and router.

Review the details of the service plan purchased 
including speed to be delivered. Terms like 
“... up to 50 Mbps” may be used in the service 
agreement meaning the provider does not 
guarantee that level of service.

Conduct a speed test available through the 
Canadian Internet Registration Authority (CIRA) 
https://www.cira.ca. Conduct the test at different 
times of the day because speeds can be slower 
depending on the number of people using it at 
any one time.
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In Conclusion

SINCE 2017, THE BC government has invested $190 million into expanding connectivity (internet and cellular), 

with almost $90 million committed to new connectivity projects throughout B.C. since October 2020 as part of 

Stronger BC. 

The internet speed experience by consumers in B.C. is among the best in Canada, yet similar to other provinces 

there is a service gap between urban and rural areas where work still needs to be done. 

A plan to ensure that all communities are connected with the minimum standard speed of 50/10 will be more 

complex than ever, and have to address all the factors affecting speed raised in the study, and ultimately require a 

collective approach spanning all levels government, service providers and, in some instances, the consumer. 

The BC Ministry of Citizens’ Services needed our assistance on a short turnaround project: Understanding 
Internet Speed Discrepancies. We worked with the report writer who transformed the engineering report into  
plain language that also featured First Nation language translations. The many moving parts were pulled 
together quickly and summarized into an easy-to-understand report.

Collaboration and short turnarounds

3

administration of various broadband related 

INTERNETSPEEDREPORT

internet service, things to consider when wanting to improve internet speeds are:

Gather factual information on whether upgrading 
service could improve service.

Consider if your router is outdated, or too far away from your devices.

Reboot your modem and router.

Review the details of the service plan purchased 
including speed to be delivered. Terms like 
“... up to 50 Mbps” may be used in the service 
agreement meaning the provider does not 
guarantee that level of service.
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Mapping the level of internet service across Canada — right down to details in small rural communities and 

clusters of homes — is understandably a significant task, and as service providers* offer new services the map 

needs to be updated periodically. When it was updated in January 2021, community leaders raised concerns, 

believing there may be discrepancies in some areas indicating 50/10 service which may warrant an examination.

With governments at all levels aspiring to the goal of affordable and high-quality telecommunications for 

citizens, the Province, Union of BC Municipalities and Northern Development Initiative Trust collaborated on the 

independent study to understand the nature of this concern including its magnitude and factors contributing to 

potential discrepancies. 

D E F I N I T I O N
*Service Providers: A generic term 

that refers to an organization that delivers telecommunication services, including internet services, to its customers. 
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Collaboration and the creative process

Freshwater Sustainability Strategy 
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» Consolidation of Islands Trust’s Policy 

Statement affirms a commitment to water 

management, including establishing a policy 

that islands in the Trust Area should be self-

sufficient regarding their supply of freshwater

» Regional District of Nanaimo develops its 

first Drinking Water and Watershed Protection 

Action Plan (capturing the Gabriola Island 

Local Trust Area)

» Islands Trust releases the Gulf Islands 

Groundwater Protection Regulatory Tool Kit, 

a discussion paper that identifies regulatory 

options available to protect groundwater 

quality and quantity, including a model bylaw

» Islands Trust’s Senior Freshwater Specialist 

staff position is created (becomes permanent 

in 2020) 

» “Our Wells and Groundwater” workshops on 

every major island

» The Groundwater Sustainability Project 

is initiated by five southern local trust 

committees to improve understanding of 

groundwater recharge and availability

» Trust Council Climate Emergency 

Declaration 

» Trust Council Reconciliation Declaration

» Islands Trust Policy Statement review 

process begins, strengthening commitment 

to freshwater protection

» Islands Trust created “to preserve and 

protect the Trust Area and its unique 

amenities and environment for the benefit of 

residents of the Trust Area and of the Province 

generally…”

» Islands Trust partners with other agencies 

to create the Gulf Islands Waterscapes

educational poster to help residents 

understand how groundwater works and 

potential impacts from human activities

» Salt Spring Island Water Protection Alliance 

is created — see page 10

» British Columbia Water Sustainability Act

comes into force

» Independent market research survey of 

residents identifies water management as a 

significant concern, with nearly half (41%) of 

respondents indicating that they worry about 

their household running out of freshwater

» 2018-22 Trust Council Strategic Plan

includes the objective to “protect [the] quality 

and quantity of freshwater resources of the 

Trust Area”

» Cowichan Valley Regional District develops 

its first Drinking Water and Watershed 

Protection Strategy (capturing the Thetis Local 

Trust Area in its scope)

» Islands Trust receives Healthy Watersheds 

Initiatives funding

» The Islands Trust Area Groundwater 

Recharge Mapping project is funded

1974

2004

2013

2016

2018

2020

1994

2007

2014

2017

2019

1973

» Provincial Legislature Hansard report that 

gives rise to the Islands Trust specifies that 

“virtually without exception, shortage or 

potential shortage of potable water is of major 

concern to practically all islands...”

Figure 3: 

Timeline of Gulf Islands Water Management Activities

2.3  Islands Trust’s History with Freshwater Sustainability

The Freshwater Sustainability Strategy builds on decades of work to protect the water resources in the Islands 

Trust Area. The following timeline illustrates some of the events leading up to this strategy.

» Islands Trust created “to preserve and 

protect the Trust Area and its unique 

amenities and environment for the benefit of 

residents of the Trust Area and of the Province 

» Islands Trust partners with other agencies 

Gulf Islands Waterscapes

educational poster to help residents 

understand how groundwater works and 

potential impacts from human activities

» Salt Spring Island Water Protection Alliance 

is created — see page 10

» British Columbia Water Sustainability Act

comes into force

» Independent market research survey of 

residents identifies water management as a 

significant concern, with nearly half (41%) of 

respondents indicating that they worry about 

their household running out of freshwater

2018-22 Trust Council Strategic Plan

includes the objective to “protect [the] quality 

and quantity of freshwater resources of the 

Trust Area”

» Cowichan Valley Regional District develops 

its first Drinking Water and Watershed 

 (capturing the Thetis Local 

he Freshwater Sustainability Strategy builds on decades of work to protect the water resources in the Islands 

Trust Area. The following timeline illustrates some of the events leading up to this strategy.
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2.0 Strategy ContextThis strategy applies to all freshwater (marine waters are out of scope) across the entirety of the Islands Trust 

Area. This includes the waters and islands of the Salish Sea between Vancouver Island and the British Columbia 

mainland (see Figure 1). The Islands Trust Area covers 5,200 square kilometres and includes 13 major islands and 

450 smaller islands. It is home to over 30,000 residents, 10,000 non-resident property owners, and is within the 

traditional territory of 28,000 Coast Salish people.

Figure 1: Islands Trust Map
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The Islands Trust Area is located within the treaty lands and territories of the BOKEĆEN, Cowichan Tribes, Kómoks, 

Lək̓ʷəŋən, Lyackson,MÁLEXEȽ, Qualicum, scəẃTaθən məsteyəxʷ, Scianew, səlilw̓ ətaʔɬ, SEMYOME, shíshálh, 

Sḵwx̱wú7mesh, Snaw-naw-as, Snuneymuxw, Spuneluxutth, SȾÁUTW̱, Stzuminus, ɬaʔəmen, toq qaymɩxʷ, Ts’uubaa-asatx,

Wei Wai Kum, We Wai Kai, W̱JOȽEȽP, W̱SIḴEM, Xeláltxw, Xwémalhkwu/ʔop qaymɩxʷ, andxʷməθkʷəy̓əm.
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Freshwater Sustainability Strategy Implementation Schedule, 

10-Year Budget Estimates, and Delivery Partners

Code
Action (Abbreviated Description)

Delivery

Partners

GWSS 1
Improve data management to inform decision making

N ENV, FLNR, RD $$

GWSS 2
Coordinated long-term water monitoring program

N Numerous $$$

GWSS 3
Continue groundwater data and information inventory

C ENV, FLNR, RD, 

WSP

$$$

GWSS 4
Continue groundwater recharge potential mapping

C ENV, FLNR, RD $$$

GWSS 5
Continue groundwater availability assessments

C ENV, FLNR, RD $$$

GWSS 6
Establish groundwater regions for land use planning

N ENV,FLNR, FN $

GWSS 7
Integrate water availability and vulnerability information

C ENV, FLNR, FN $$$$

GWSS 8
Implement appropriate planning and regulatory tools

C
FN 

$$

GWSS 9
Support development application reviews

N
FN

$

GWSS 10
Customize water supply requirements

N FN, TRAN
$

WSS 1
Inventory and understand watersheds and ecosystems

C ENV, FLNR, RD, 

SG
$$$$

WSS 2
Explore the potential for rainwater harvesting

C
ENV, HLTH, HA, 

RD
$$

CKE 1
Sites of cultural and spiritual significance to First Nations C

FN, IO
$

CKE 2
First Nations cultural values, interests, and inherent rights C

FN, IO
$

CKE 3
Freshwater stewardship outreach plan

N RD, WSP, SG, FN $$$

CKE 4
Water-focussed training for Trustees and staff

N

$

CKE 5
Market research on water-related behaviours and attitudes N

$$

CKE 6
Support water purveyors

N WSP, HA, FLNR $$

FSR 1
Publish ‘state of freshwater’ report for the Islands Trust

N

$$

CAOA 1
Collaborate with First Nations and Indigenous organizations

C
FN, IO

$

CAOA 2
Work with the Province to employ regulatory instruments C ENV, FLNR

$

CAOA 3

Harmonize approvals and integrate goals and objectives
C ENV, FLNR, RD, 

FN
$

CAOA 4

Manage water use and quality impacts among existing users N ENV, FLNR, RD, 

WSP
$

ENV: BC Ministry of Environment and Climate Change Strategy; FLNR: BC Ministry of Forests, Lands, Natural Resource Operations, 

and Rural Development; FN: First Nations; HLTH: BC Ministry of Health; HA: Island Health/ Vancouver Coastal Health; IO: Indigenous 

Organizations; RD: Regional District; SG: Stewardship Groups; WSP: Water Service Providers; TRAN: BC Ministry of Transportation and 

Infrastructure

* Status: N = New; C= Continuing/Already Underway

** Includes staffing requirements. $ = <$10,000, $$ = $10,000 - $50,000, $$$ = $50,000 - $100,000, $$$$ = >$100,000
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Timeline

Groundwater Sustainability Planning Program (GWSS)

Watershed Sustainability Science Program (WSS)

Cultural Knowledge and Engagement Program (CKE)

Freshwater Sustainability Reporting Program (FSR)

Collaboration and Advocacy with Other Agencies (CAOA)

Islands Trust reached out to us to design their Freshwater Sustainability Strategy, which is part of an ongoing 
strategy to preserve the groundwater supplies and protect vulnerable aquifers in the Islands Trust area. They 
have a clear understanding of the creative process; after sharing their Style Guide to inform the overall feel of 
the project, they then let us loose on the execution. They chose key moments to plug into the creative outlet 
which resulted in a rich collaborative experience for both client and creative team.which resulted in a rich collaborative experience for both client and creative team.

» Islands Trust receives Healthy Watersheds 

includes the objective to “protect [the] quality 

» Cowichan Valley Regional District develops 

 (capturing the Thetis Local 
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Sḵwx̱wú7mesh, Snaw-naw-as, Snuneymuxw, Spuneluxutth, SȾÁUTW̱, SȾÁUTW̱, SȾÁUTW̱Stzuminus, ɬaʔəmen, toq qaymɩxʷ, Ts’uubaa-asatx,
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Code

GWSS 1

GWSS 2

GWSS 3

GWSS 4

GWSS 5

GWSS 6

GWSS 7

GWSS 8

GWSS 9

GWSS 10

WSS 1

WSS 2

CKE 1

CKE 2

CKE 3

CKE 4

CKE 5

CKE 6

FSR 1

CAOA 1

CAOA 2

Groundwater Sustainability Planning Program (GWSS)

Watershed Sustainability Science Program (WSS)

Cultural Knowledge and Engagement Program (CKE)

Freshwater Sustainability Reporting Program (FSR)

Collaboration and Advocacy with Other Agencies (CAOA)
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The Heritage Mapping Project is an example of 
Islands Trust efforts, in cooperation with First 
Nations and other levels of government, to 
preserve and protect known and unknown 
archaeological and cultural heritage sites, sacred 
sites, traditional use areas, and other culturally 
significant areas. This project:

•  engages First Nations governments, Elders, 
 youth, Cultural Knowledge Holders and   
 Traditional Ecological Knowledge Holders to   
 review project methodology;• attempts to better understand the relationship 

 between Indigenous cultural heritage 
 preservation, species at risk, and freshwater 
 resource sustainability;• uses gathered information to inform  meaningful engagement with First Nations; 

 and,
• informs policy development related to the   
 preservation of areas of cultural significance.

Islands Trust’s Heritage Preservation 
Overlay Mapping



|  Presentation material+Signage North Salt Spring Waterworks District

Public Outreach and Education

Referendum Vote 
May 8th

NorthSaltspringWaterWorks.ca/projects
If you have any questions, you can call 

the office at 250-537-9902 or go to 

Ratepayers will receive mail-in ballots to approve borrowing 

authority in April or can vote in-person May 8th.

The District is seeking ratepayer referendum support to 

build a new water treatment plant on Maxwell Lake

The new plant is a part of the NSSWD 

water resiliency infrastructure plan:

Easing of the 

water moratorium 

on the Maxwell 

Lake side of 

the system.

Raising the weir 

on St. Mary Lake 

to improve supply 

resiliency and 

sustain flows to 

Duck Creek.

Constructing 

a new water 

treatment plant 

on Maxwell Lake 

to improve water 

quality and 
supply.

Connecting the 

two systems to 

enhance flexibility 

and reliability.

A new water treatment plant will:

G  Meet updated provincial health 

standards for drinking water

G  Help us meet the challenges of 

climate change

G  Enable new connections for 

much needed housing

G  Be funded by loan approval 

of $11.7 million

G  Final parcel tax increase of $100 

annually to ratepayers in 2026

It’s been a privilege to work with North Salt Spring Waterworks District to help educate the Islanders about the 
new Maxwell Lake Water Treatment Plant. Its goal?  To build a more resilient system to ensure a sustainable 
water supply for Salt Spring Island’s future. Through newsprint advertising, a Canada Post  postcard drive, 
Open Houses,  plus outdoor signage and slide show presentation slides we helped get the word out on this 
initiative that went to referendum and ultimately earned the public support to move forward.

Maxwell Lake New

Water Treatment Plant

Public Engagement

Open House – Feb 11th  and March 13th

Please provide your feedback by March 20th

projects
@nsswaterworks.ca

northsal
tspringw

aterworks.ca

4

TH

75
ANNIVERSARY

NORTH

SALT SPRING

WATERWORKS

DISTRICT

Maxwell Lake WTP Project Objectives

Improve water quality:

Island Health 

Directive

Meet 4-3-2-1 Surface 

Water Objective

 Upgrade from 

Chlorination

DAF, Filtration and 

Two-Stage Disinfection

Allow flexibility for 

future supply reliability

 Minimize 

power consumption

 Minimize waste 

disposal costs 

Ratepayer referendum 

vote to confirm loan 

authorization for $11.7M 

to fund the new Water 

Treatment Plant (WTP).

May 8th

7

TH75
ANNIVERSARY

NORTH
SALT SPRINGWATERWORKSDISTRICT

Maxwell Lake WTP Project Timeline

Completion of Reliability Studies and 
Water 

Master PlanAugust 2024  

Preliminary
Design and

Costing
CompletedOctober 2024  

Loan 
Authorization Referendum

May 2025  

Tendering
and

ConstructionSummer 2025  

Plant
CompletionWinter 2026

Public 
Engagement Online and Open HouseFeb/Mar 2025  

8

TH75
ANNIVERSARY

NORTH
SALT SPRINGWATERWORKSDISTRICT

September 2024 Updated Schedule
Phase Task Name 2024

2025

2026

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

A Preliminary
Design

B Detail
Design

C Tendering &Construction
D Permits

E Archaeology

F Legal
Survey

G Public
Engagement

H Referendum

Revised schedule based on change in scopeRevised unconfirmed schedule 
(dependent on site findings/communication with others)

LEGEND

Maxwell Lake Water Treatment Plant Project Timeline

AGM MAY 8th, 2025

OPEN HOUSE DATES FEB 11th + MAR 13th, 2025

OPEN HOUSE
TODAY

Open House Signage

Open House Slide Show Presentation

Postcard



Tyson
“When it comes to the challenges we face on the job, I find my competitive 

nature combined with my hobbies and pass times, become extra important 

to keep me sharp and to balance my life. When away from the Fire 

Department, I can really notice when I don’t take the time to take care of 

myself. 

I think we all need to find our own ways to get our minds healthy, to find 

different avenues to step away from the daily stresses, and to get out of 

our comfort zones and enjoy our surroundings.”

APRIL 2023

VICTORIA FIRE DEPARTMENT

Tyson
CALENDAR 2023

$25
GOES TO CHARITY
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B E T W E E N  T H E  C A L L S

Saanich Fire Fighters 
Calendar 2012
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CALENDAR 2026
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Alex 
DECEMBER 2026

ESQUIMALT FIRE DEPARTMENT

Building mental resilience as a firefighter is a critical skill. Being 

able to show up for the demands of the job and be present and 

engaged at home with my family is non-negotiable. 

Spending time outdoors is a place I find solace, surfing in the 

winter months, walking the dog with friends, trail running and 

spending time with my two beautiful kids. Sometimes it’s the little 

moments that make the biggest impact, campfire with friends, a 

few quiet moments with hot coffee in the morning. 

These moments help me recharge, stay grounded and return to 

work with a clear mind and strong spirit. 
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 2021 CALENDAR
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Calendar 2012
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B E T W E E N  T H E  C A L L S
B E T W E E N  T H E  C A L L S

“I was introduced to bonsai at a young age by my father who was very 

keen on it and then became really interested myself in my early 20’s. I 

love the idea that it represents a stylized form of nature, so you get to be 

creative and at the same time nurture a living thing. Once I became a firefighter it was the perfect avenue to wind down after 

a busy shift. The simple act of watering the bonsai in the quiet stillness 

of the morning gave me time to decompress the sounds of the calls from 

the night before. Taking the time to rewire a branch or repot a tree allows 

my mind to release itself from the elevated state our job can generate. I feel being able to step away from the mental demands of a first 
responder whether it be a hobby, sport, family and friends is the single 

most important aspect to a long and rewarding career.”

Troy
SEPTEMBER 2023SAANICH FIRE DEPARTMENT
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Where the locals eat
Open @ 8:00am Urban eatery specializing in all-day breakfast!  Locations in Oak Bay, Gordon Head and Royal Oak!thevillagerestaurant.ca
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FGPC 
Brotchie Small 
Boat Race
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Order 
Online

Delivery
Pick Up

by the slice.

villagespizza.com

Ask us about our fundraising 

and sponsorship opportunites!
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|  Special Projects Cover, Editorial Layout + Design

Calendars
Over the years we have collaborated with Jo-Ann Richards/Works Photography and Carla Unger/Carla Unger Photography 
to support both the Saanich Firefi ghters Charitable Foundation and the Professional Firefi ghters of Greater Victoria on 
their fundraising endeavors. Lucky us. (pro bono) 

Collaboration with 
� e Fairway Gorge 
Paddling Club on design 
of their 2021 calendar.
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Climate Readiness 
Plan

October 2014
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ExECuTIvE

SummARy
Weather patterns and climate affect nearly every aspect of life 

in the City of Leduc. Temperature, precipitation, and extreme 

weather events affecting the region have changed over the past 

50-100 years. With further changes projected in the future we 

can expect to see significant impacts on our community—be 

it through greater incidences of grass fires, tornados, storms, 

overland flooding, water scarcity or uncomfortably high 

temperatures. The City of Leduc recognizes the importance of being better prepared for weather 

and climate impacts now, and in the future.

Building on the City’s existing risk management process, the Weather and Climate Readiness 

Plan (WCRP) identifies a number of priority risks to Leduc’s corporate services, resulting from 

weather and climate hazards. The severity of a risk is judged by the extent to which it affects 

our vision for public health and safety, and economy, the environment, and the provision of 

infrastructure and services.

In total twenty-one weather-related risks to corporate services were identified, of which eight 

were judged to be priorities requiring immediate action. Priority risks arise from: ❶ overland 

flooding from extreme precipitation events, ❷ ice and snow storms; ❸ tornados; ❹ heat waves; 

❺ lightning storms; ❻ water scarcity; ❼ hail storms; and ❽ wind storms. These risks are the focus 

of the WCRP. Low priority risks will be kept under review in case circumstances change and they 

become more significant in the future. 

The City of Leduc is already committed to numerous actions that help manage the above 

priority risks, including:

•	 An updated and tested municipal Emergency Plan and Emergency Preparedness Guide;

•	 Water demand management programs and a Water Conservation, Efficiency and 

Productivity Plan which seeks to ensure reliable and sustainable access to safe 

      drinking water;

The severity of a risk is judged by the extent to 

which it affects our vision for public health and 

safety, and economy, the environment, and the 

provision of infrastructure and services.
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ice, snow and Hail stormsice, snow and hail storms have various adverse impacts on the City of Leduc, including: power 

outages, road accidents (with consequent injuries and fatalities), disruptions to public transportation 

and economic activity, and damage to infrastructure, including recreation assets and civic facilities. 

Five priority actions are identified to:•	 Reduce the frequency and duration of service disruptions (e.g., water, waste water, power);

•	 Reduce the consequences of service disruptions should they occur; and
•	 Reduce health and safety risks to residents and City employees by reducing the likelihood of 

road accidents and maintaining adequate access for emergency services.Action
Cost Timeframe

Notes
1. Ensure ‘critical’ community facilities have a back-up power source for at least 

72 hours in the case of extended power 
outage caused

Very high 
(over 

$500,000)*

Short-term 
(2-5 years)

•‘Critical’ community facilities would include Civic 
Centre, fire halls or other emergency centers, Leduc 
Recreation Centre, etc.

•Most of these facilities have a generator in place to 
support critical systems.  These power sources should 
be assessed for adequacy considering the municipal 
emergency plan and business continuity plan.

2. Develop a travel-to-work policy for City 
staff during extreme events, including rules and procedures governing travel bans

Low 
($10,000-
$50,000)

Near-term 
(<2 years)

•Essential staff would need to be provided with 
necessary technology (e.g., IT, communications capacity) 
to work at home.

•In particular, encourage residents to have a 
(72 hour) emergency kit

3. Continue to enhance public awareness 
of the Emergency Preparedness Guide

Very low 
(under 

$10,000)
Ongoing •Continue to increase awareness at community events, 

City Hall and other gathering places
4. Examine feasibility of a flexible working 
policy for City staff Low 

($10,000-
$50,000)

Near-term 
(<2 years)

•Implementation of such a policy may follow, 
depending on the findings of the examination.

5. Hire a Municipal Emergency Plan (MEP) 
Coordinator Medium 

($50,000-
$100,000)

Near-term 
(<2 years)

• One new City staff should be responsible for: 
coordination and implementation of the MEP, meeting 
legislative requirements, reviewing the business 
continuity plan, developing departmental emergency 
plans, coordinating training and exercises, supporting 
the Emergency Management Team, networking with 
stakeholders, and assisting in risk identification and 
implementation of the related recommendations 
contained in the WRAP

*The emergency management team is exploring opportunities for outsourcing back up power sources, in which case costs would be much lower.

October 2014

Weather patterns and climate affect nearly every aspect of life 

in the City of Leduc. Temperature, precipitation, and extreme 

weather events affecting the region have changed over the past 

50-100 years. With further changes projected in the future we 

can expect to see significant impacts on our community—be 

it through greater incidences of grass fires, tornados, storms, 

overland flooding, water scarcity or uncomfortably high 

temperatures. The City of Leduc recognizes the importance of being better prepared for weather 

Building on the City’s existing risk management process, the Weather and Climate Readiness 

Plan (WCRP) identifies a number of priority risks to Leduc’s corporate services, resulting from 

weather and climate hazards. The severity of a risk is judged by the extent to which it affects 

our vision for public health and safety, and economy, the environment, and the provision of 

In total twenty-one weather-related risks to corporate services were identified, of which eight 

❶ overland 

❹ heat waves; 

 wind storms. These risks are the focus 

of the WCRP. Low priority risks will be kept under review in case circumstances change and they 

The City of Leduc is already committed to numerous actions that help manage the above 

unicipal Emergency Plan and Emergency Preparedness Guide;

Water demand management programs and a Water Conservation, Efficiency and 

Productivity Plan which seeks to ensure reliable and sustainable access to safe 

ce, snow and hail storms have various adverse impacts on the City of Leduc, including: power 

outages, road accidents (with consequent injuries and fatalities), disruptions to public transportation 

and economic activity, and damage to infrastructure, including recreation assets and civic facilities. 

Reduce the frequency and duration of service disruptions (e.g., water, waste water, power);

Reduce the consequences of service disruptions should they occur; and
Reduce health and safety risks to residents and City employees by reducing the likelihood of 

road accidents and maintaining adequate access for emergency services.Action
Cost
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Risk Assessmentdeveloping an efficient readiness plan requires 

awareness of pertinent weather and climate risks 

and, importantly, an understanding of the relative 

importance of those risks. Attempting to manage every 

single risk facing the City of Leduc is unlikely to be 

practical or financial responsible. Rather, priorities need 

to be established so that actions taken are commensurate with the anticipated risks, and respect 

the capacity and resources of the City. To ensure public money is spent wisely and efficiently, 

a screening assessment was conducted to identify and distinguish between material risks that 

require action now and those (lower priority) risks for which the need for action is not urgent.

The risk screening assessment was conducted at a full-

day workshop involving 13 City staff from different 

departments. The workshop proceeded in three 

steps, in line with the international organization for 

standardization’s (iso) 31000, Risk management – 

Principles and Guidelines. The process followed was 

designed to complement and build upon the City’s 

existing risk management framework. Full details of 

the process are provided in the accompanying 
Background Report.

… preparing for climate change is essential to 

ensuring the City of Leduc continues to prosper 

as a desirable place to live and work.

WEATHER AndCLiMATE RisKs

5
“Risk is often expressed in terms of a combination of the consequences of an event [like extreme weather] and the associated likelihood of occurrence.”

[iso 31000:2009(E)]

Weather + Climate Readiness Plan  

The severity of a risk is judged by the extent to 

which it affects our vision for public health and 

safety, and economy, the environment, and the 

provision of infrastructure and services.
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Timeframe1. Ensure ‘critical’ community facilities have a back-up power source for at least 
72 hours in the case of extended power 
outage caused

Very high 
(over 

$500,000)*

Short-term 
(2-5 years)

2. Develop a travel-to-work policy for City 
staff during extreme events, including rules and procedures governing travel bans

Low 
($10,000-
$50,000)

Near-term 
(<2 years)

3. Continue to enhance public awareness 
of the Emergency Preparedness Guide

Very low 
(under 

$10,000)
Ongoing

4. Examine feasibility of a flexible working 
policy for City staff Low 

($10,000-
$50,000)

Near-term 
(<2 years)

depending on the findings of the examination.

5. Hire a Municipal Emergency Plan (MEP) 
Coordinator Medium 

($50,000-
$100,000)

Near-term 
(<2 years)

•

coordination and implementation of the MEP, meeting 
legislative requirements, reviewing the business 
continuity plan, developing departmental emergency 
plans, coordinating training and exercises, supporting 
the Emergency Management Team, networking with 
stakeholders, and assisting in risk identification and 
implementation of the related recommendations 
contained in the WRAP

*The emergency management team is exploring opportunities for outsourcing back up power sources, in which case costs would be much lower.
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Water scarcity

Water is essential to all aspects of life in Leduc. Residents, the economy, and the natural 

environment all need clean fresh water in sufficient amounts to thrive. While water supply has not 

historically been an issue in Leduc, population growth and increased demand for water, coupled 

with increasing temperatures, changing precipitation patterns and melting glaciers, may lead to 

decreased water availability in the future. Two actions are identified to:

•	 Ensure the City of Leduc continues to have an adequate, safe and reliable water supply in 

the future; and

•	 Reduce the impact of dry spells and drought on trees, parks and other natural areas in 

the City.

The City of Leduc is actively working towards these objectives, and will continue to do so 

through implementation of the Water Conservation, Efficiency and Productivity Plan

Action
Cost Timeframe

Notes

19. Monitor projected water supply and 

water demand in Leduc

No Cost Ongoing

•Existing and planned policies, programs 

and projects to manage water use and water 

supply are judged adequate to meet demand 

projections for the next 10-20 years 

•The need for additional management of 

water use and supply should be re-evaluated 

in future

20. Increase tree and green space watering 

capability in the event of drought or dry 

spells

Medium 

($50,000-

$100,000)

Short-term 

(2-5 years)

•Could utilize gaiters or similar technology, 

or additional water trucks

The City of Leduc supplied us with the content which we wove into a cleanly designed product that 
features white space to o� set the sober content and accompanying data.  The crowning glory? 
Photos that are content-specifi c and at a glance help tell the story. 

The Canadian Municipal Water Priorites Report 

Collection and organization of data
from a variety of sources to produce reports
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section 3

Program

Contex
t
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ThIS SECTIOn PrOvIdES an OvErvIEW OF 

ThE mEaSurES COnTaInEd In ThE CITy'S nEW 

COnSErvaTIOn, EFFICIEnCy and PrOduCTIOn

PLan FOr 2015-2025. Following a brief summary 

of new measures, this section organizes all program 

measures into three themes: 

1) Enhanced community outreach: this involves 

educating residents about water systems and 

conservation, with specific attention toward seasonal 

and outdoor demand, and engaging restaurants 

and other food preparation facilities in conservation 

activities; 

2) municipal efficiency and leadership: this is about 

embedding conservation in municipal procedures, 

and ensuring municipal facilities and infrastructure are 

operating efficiently; and,

3) governance improvements: these involve judiciously 

modifying or creating regulations to more effectively 

encourage or require water efficient behaviours. The 

two enhancements proposed in this plan are high-

efficiency plumbing standards and a mandatory 

seasonal outdoor watering program. 

Within each theme, an overall explanation of the suite 

of measures is provided, ongoing measures are listed, 

new actions are described, and expected outcomes 

and indicators are identified.

4.1  Summary OF nEW mEaSurES

The new measures summarized in Table 2 performed 

the best in a screening and evaluation process that 

considered over 150 options. These will form the 

core of the City’s demand management program 

over the next 10 years, from 2015-2025. In the table, 

the measures are again organized according to the 

categories set out by auma (2013; refer to 

Text Box 5).

4.0

Community-based 
social marketing (CBSM) 

methodology is increasingly 

being adopted in 
environmental programs 

across the country.

categories set out by 

Text Box 5).
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modifying Leduc’s volumetric water rate structure was outside the scope of this planning process. 

however, it is an important water conservation tool and is regularly reviewed to ensure the 

principles of full-cost accounting and revenue sufficiency are met.
Combined with the new automated meter reading system, this program will create a strong 

foundation for future advanced and innovative demand management measures. It will foster an 

informed and engaged population, collect accurate, timely and reliable data, and position the 

municipality to become a community leader in water conservation, efficiency and productivity.
  

 

efficiency and productivity.

Type

Tool
Targeted Sector

High-Efficiency Plumbing Fixture Bylaw
All

Mandatory Seasonal Outdoor Watering Program
All

ICI Pre-Rinse Spray Valve Retrofit

ICI

Municipal Water Efficiency Purchasing Policy
Municipal

Billing Information System Enhancements
Municipal

Municipal Facilities Audit and Retrofit
Municipal

Improved Understanding and Control of Non-Revenue Water
Municipal

Website and Social Media Enhancements
Municipal

Printed Educational Material
Municipal

Outdoor Community Based Social Marketing Program
Municipal

Residential Pledge Program

Residential

Regulatory

Structural
& Operational

Education
& Outreach

Table 2: New Conservation Measures, 2015-2025

Residential Pledge Program
Asking residents to commit to a very limited number of specific behaviour changes is one of many specific community-based social marketing tools.

The next section describes the measures contained in Table 2, as well as the elements of the 

current program that will continue, in detail.

Water Conservation, 
Efficiency and 
Productivity Plan

2015-2025
Leduc's 10 Year Plan

The City of Leduc Water Conservation, 
E�  iciency and Productivity Plan. The 
photo choices and consistent treatment 
enriches the fi nal product with 
personality and human connection. A 
cleanly designed product where white 
space is queen, underpinning several 
graphs and tables. 

TOWARDS SUSTAINABLE AND RESILIENT 
WATER MANAGEMENT

PRIORITIES REPORT
Canadian Municipal Water
2015

Canadian Water  Network ’s

Canadian Municipal Water Consortium
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I
n Canada, water touches every facet of our lives — connecting our economy, our ecosystems 

and the health of our communities. Addressing each of these areas through a “water lens” can 

lead to integrated approaches that can achieve more resilient communities across Canada.

In 2014, four priorities critical to water management decisions were identified by the Canadian 

Municipal Water Consortium’s (Consortium) Leadership Group (CLG). The value of these priorities 

was reaffirmed by the CLG in 2015 to guide national discussions on what municipalities need, want 

and can address in order to collectively move forward. This report expands upon each of the four 

priority areas, demonstrating how pursuit of key knowledge within them can lead to solutions.

executive summary

Municipal water management is fundamentally an exercise in risk 

management. The wide range of tasks managed includes many risks, 

but they are not typically addressed within a coordinated structure 

that facilitates management of those risks within a unified approach. 

Thus, opportunities for the most effective means to achieve successful 

mitigation and management can be missed. 

Key Insights:

• Dealing effectively with the broad challenges posed by aging 

infrastructure, urbanization, population growth and climate change 

requires integrated strategic approaches that move beyond 

individual operational risks and include a consideration of strategic 

risks.  

• To be successful, it is essential that these strategies develop 

a common understanding and language among those identifying 

and managing the risks.

• Issues such as flood control and source water protection may 

involve decisions made outside of local water utilities or manage-

ment groups. They may also require a risk management approach 

that  can  involve  other  municipal  departments  and  public 

and private sector groups who operate beyond municipal boundaries.  

Integrated 

Risk
Management

PRIORITY

NO.1
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SECTION 1 INTEGRATED RISK 
MANAGEMENT
Municipal water management is at its core an exercise in risk management, and it presents 

a unique set of challenges. As the range of risks to be addressed is very broad, the 

organizational structures of public utilities generally do not lend themselves well to 

centralized risk management. Many of the factors impacting risks and management options are 

outside of the direct control of municipal water managers.  
Municipal water management includes the 

maintenance and delivery of safe, reliable 

drinking water, appropriate wastewater 

treatment, protection of the aquatic 

environment and impact mitigation for 

storms and extreme weather events. However, 

municipal departments are not typically 

structured to consolidate oversight of all 

risks involved in these tasks through a single 

approach. Often, risk management for water 

utilities is siloed, involving multiple levels of 

management in both operational and strategic 

areas. Establishing more effective ways of 

managing the full suite of risks across systems 

is needed to deal with the current challenges 

posed by aging infrastructure, urbanization, 

population growth and climate change.  

bEyOND OPERATIONAl RISK MANAGEMENT
Municipal risk management activities are typically focused on dealing with the most obvious and 

immediate operational risks (e.g., ensuring compliance with water quality regulations, infrastructure 

or procedural failure and ensuring protection against financial liability). However, regulators and 

managers also recognize a need for a long-term, integrated approach to water and more broadly 

defined risk management. Without this approach, comparing and prioritizing risks is difficult. 

It reduces the ability to identify important opportunities to more effectively manage risks by 

reaching outside of the normal scope of divisional operations. A broader, longer-term strategic 

framing of the risks that are facing municipal utilities includes the relevance of strategic risks 

(e.g., organizational or corporate factors) such as commercial, financial and reputational risks, 

infrastructure investments and maintaining adequate risk management with outsourcing, including 

public-private-partnerships.1

R egulatory requirements for municipal water 
systems draw on assessments that establish 

levels of  tolerable risk, particularly in the areas 
of  public and environmental health. Management 

of  these risks within the prevailing regulatory 
framework (outside of  federal lands and First 
Nations communities) is predominantly the 
responsibility of  municipalities and their utilities, 

with oversight by relevant public sector authorities 

(typically provincial/territorial departments).  
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Municipal risk management activities are typically focused on dealing with the most obvious and 

immediate operational risks (e.g., ensuring compliance with water quality regulations, infrastructure 

or procedural failure and ensuring protection against financial liability). However, regulators and 

managers also recognize a need for a long-term, integrated approach to water and more broadly 

defined risk management. Without this approach, comparing and prioritizing risks is difficult. 

It reduces the ability to identify important opportunities to more effectively manage risks by 

reaching outside of the normal scope of divisional operations. A broader, longer-term strategic 

framing of the risks that are facing municipal utilities includes the relevance of strategic risks 

(e.g., organizational or corporate factors) such as commercial, financial and reputational risks, 

infrastructure investments and maintaining adequate risk management with outsourcing, including 

public-private-partnerships.1
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Figure 2. Rate structures of residential water services in cities across Canada. 

Rate StRuctuReS of ReSidential WateR 

SeRviceS in citieS acRoSS canada
St. john’S1

halifax2

chaRlottetoWn2a

moncton1

quÉbec city1

laval1

montRÉal-noRd1

ottaWa2

toRonto2

Peel2

WateRloo2a

london2

WinniPeG2

ReGina1

SaSKatoon1
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victoRia1
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assumption for a metered system with a 5/8” size pipe.

volumetric component based on the national average — 25 m3

a groundwater as majority of drinking water source, all other surface water

1 primary as majority of wastewater treatment

2 secondary as majority of wastewater treatment

3 tertiary as majority of wastewater treatment

■ drinking Water flat charge■ drinking Water volumetric Rate■ Wastewater flat charge■ Wastewater volumetric Rate■ Stormwater

■ fire Protection charge■ Recycling charge
■ insurance Program fee■ infrastructure levy

■ customer assistance fund
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Thank You!
DONATIONS FROM GENEROUS DONORS ENABLE SERVICES SUCH AS: 

› Enhanced hospice care on our 18-bed  

  Inpatient Unit 

› Care at home through our Palliative    

  Response Team  

› Bereavement support for people 

  experiencing grief and loss 

› Counsellors including a specialized child      

  and youth counsellor

› Music therapy 

› Spiritual care

› Special comfort items and equipment 

  like beds and chairs

› Support services off ered by dedicated 

  volunteers 

› Education and research to improve and 

  advance hospice and palliative care

# Of New Donors

Total Funds 

Raised

Future Planned Gifts

Community 

Fundraisers

Cycle of Life 

Tour

Hike for 

Hospice 

Teeny Tiny 

Garden Tour

# Of Donors

(increase of 14% over 

last year)

(increase of 47% over 

last year)

in wills and insurance policies (from more than 30 events)

6,163

$21,6672,189

$65,787

277 $233,835

$308,572

$3,433,524

|  Collateral design Victoria Hospice Annual Report / Newspaper Advertising
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DONATIONS FROM GENEROUS DONORS ENABLE SERVICES SUCH AS: 

 Counsellors including a specialized child      
  volunteers 

› Education and research to improve and 

  advance hospice and palliative care

Read our 2023/24 Annual Report at
victoriahospiceimpact.org

Nothing can take away the 
pain of losing a loved one.

VICTORIA HOSPICE 4TH FLOOR, RICHMOND PAVILION, 1952 BAY STREET, VICTORIA BC   V8R 1J8  

250.519.1744 |  victoriahospice.org

But with your support, 
Victoria Hospice 

bereavement counsellors 
are here to help people who 

are grieving adapt to life 
after loss. This vital service 

is 100 percent funded by 
community donations. 

Please donate today.

Nothing can 
take away the 
pain of losing 
a loved one.

VICTORIA HOSPICE 4TH FLOOR, RICHMOND PAVILION, 1952 BAY STREET, VICTORIA BC   V8R 1J8 |  donate@victoriahospice.org

250.519.1744 |  victoriahospice.org |  CHARITABLE REGISTRATION NUMBER: 11928 4230 RR0001

Incorporating multiple design features — Fragment of Light Photography’s evocative photographs, strong 
storytelling skills of Hospice sta�  plus mapping the visual language of fi nancial details — is the formula we 
crafted to support Victoria Hospice as they continue to ensure that our community receives the best possible 
end-of-life care and support when they need it most.

Experience, broad skillset and past successes 
pave the way for teamwork with Victoria Hospice

VICTORIA HOSPICE ANNUAL REPORT |  2 0 2 2  /  2 3 7

WHEN SOMEONE WE LOVE is ill or dying, we want to protect 

them. We would give anything to make sure they are free from 

pain, and at peace. That’s how Kerry Ann Vasey felt about her 

chosen brother, Shonan Dillon-Davis. 

“It was such a relief to know he was being heard. He needed 

expert pain management, and he got it. He wanted to know 

what medications he was given, and how much, and why,” she 

said. “The nurses always took time for these conversations, 

never rushing.”

As a family caregiver, Kerry Ann was intent on ensuring 

Shonan’s safety. “I had felt it was my job to keep Shonan safe. 

But at Hospice, I was able to let my guard down. I realized 

compassionate care included me too. At Hospice, we all felt we 

were part of something special. Something priceless.”

“It was a gift to be with Shonan when he died, to know he 

was safe. It was a gift to see him held in dignity, grace and 

compassion, exactly as he had treated others in his lifetime.”

“At Hospice, I 

was able to let 

my guard down.”

We are so grateful to Kerry Ann Vasey for sharing her Hospice story 

for our Fall 2022 fundraising appeal. 
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WE HAVE SEEN A MARKED INCREASE IN THE NEED FOR BEREAVEMENT SUPPORT IN THE LAST TWO YEARS. 
Thanks to grant and donor support, we are able to 

provide up to six free individual counselling sessions 

to anyone in the community. Our workshop and group 

fees are nominal, with no one turned away for lack 

of funds.

Nothing can take away the pain of losing a loved one, 

but our specialized Bereavement Services counsellors 

help people learn to live with grief and adapt to life 

after loss.

479
New clients

195
People in facilitated support groups and 

workshops 

2,027 Individual counselling 
sessions

# Of Donors

(increase of 14% over 

last year) 6,163

2,189
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3,437
TOTAL NUMBER OF VOLUNTEER HOURS SERVED IN 2022-23

Victoria Hospice is grateful for the generous donation of time from our highly 

trained volunteers. They are an integral part of our circle of care as we aim to 

support the best possible end-of-life care for our clients and families. 

Here are the primary service areas through which our volunteers share their 

talents and compassion with clients, families, staff, and our community:

› Companioning
› Life Stories
› Hospice Unit
› Rooftop Garden

› Bedside Singing
› Bereavement Support› Fundraising & Admin › Community Events
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T I T L E 
S P O N S O R

F A S H I O N  S H O W 
S P O N S O R

L U N C H 
S P O N S O R

for Fashion 
Compassion

P R E S E N T S

Join us for a chic and 
delightful afternoon to support 
compassionate end-of-life care 

at Victoria Hospice.

Noon - 3:00 pm
Tickets: $195

victoriahospice.org/fashion

DELTA OCEAN POINTE RESORT

T ickets

SUNDAY
OCTOBER 26, 2025

L U N C H  S P O N S O R

•  F I R ST  C O U R S E

Tuscan Greens
Grilled Zucchini, Tomatoes

Lemon Gremolata Dressing 
Olives & Feta Cheese (GF)

•  E N T R É E

Roasted Chicken Breast
Babe’s Honey & Blackberry Glaze 

Asparagus and Roasted 
Sweet Peppers

Buttermilk Chive Mash Potatoes (GF) 
O R

Steelhead Trout
Corn & Leek Veloute

Tomato, Caper & Artichoke Gremolata
Asparagus

Roasted Fingerling Potatoes (GF)
O R

Butternut Squash Ravioli with Leek 
Velouté and Roasted Vegetables

•  D E S S E RT

Vegan Chocolate Cake
Fresh Berries & Candied Citrus

M
E

N
U

This annual event brings together community, couture, and compassion in a meaningful way.

Victoria Hospice’s signature, sold-out fundraising 
event; a celebration of style and generosity.
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IT IS MY GREAT PLEASURE TO welcome you to this 

beautiful celebration of fashion, friendship, and 
compassion. Today, we gather to enjoy the inspiration of 

the runway and to honour the profound impact you make 

for end-of-life and bereavement care.
The work of Victoria Hospice is rooted in compassion, 

dignity, and humanity, and I am reminded every day that 

it’s made possible by a community of people who show 

up with their whole hearts. 

I often hear from families who have experienced our 

care. They speak not only of comfort and skill, but of kindness, and of feeling seen 

and supported during one of life’s most profound times. That is the essence of 

hospice care, and it happens thanks to your generosity.Every moment of care begins with you.
Your support — through your ticket, your auction bids, and your presence — helps 

create a circle of care around people who are dying and their families. You make 

it possible for them to rely on Victoria Hospice for expert care and unwavering 

compassion when it matters most. 
Thank you for being part of our compassionate community. Your kindness and 

generosity are deeply appreciated. I invite you to cheer loudly for our incredible staff 

and volunteers as they take to the runway, each one a glowing example of the heart 

of hospice, just like you.

Wishing you a joyful and inspiring afternoon!Teri Henderson, RSW, MSWChief Executive OfficerVictoria Hospice

Welcome to Fashion for Compassion
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RafflePurchase your Raffle Tickets for a chance to win 1 of 3 amazing prizes!

Tickets are $50 each. A maximum of 150 tickets will be sold, so get them before they sell 

out! Look for our ticket sellers wearing the Heart Necklaces to purchase your tickets. WestJet Gift of FlightWin a roundtrip flight for two to any regularly 

scheduled and marketed WestJet destination!

Whether you’re dreaming of sandy beaches, 
bustling cities, or a mountain escape, this prize 

could take you there.(*Taxes, fees, and surcharges not included. No cash value. 

Blackout dates and restrictions apply.)
Value: PRICELESS
Donated by: WestJet

1

Raffle ticket purchasers must be present to claim their prize.

Designer AccessoryWin this fashionable Louis Vuitton Zippy Wallet – 

Jungle Collection. A compact and stylish wallet 

featuring bold animal print on Monogram canvas. 

Inspired by the savanna, it holds coins, cards, 

and folded bills — perfect for everyday elegance. 

Value: $895
Donated by: Turnabout Luxury Resale

2

Chances are 1 in 150; actual odds depend on the number of tickets sold.
Know your limit, play within it. Problem Gambling Help Line 1-888-795-6111                                 

19+ to play
www.bcresponsiblegambling.ca

A Luxurious Getaway Awaits! Whether you’re planning a romantic escape or a 

fabulous girls’ weekend, the Delta Ocean Pointe Resort 

offers the perfect backdrop. Indulge in a two-night 

stay in a beautifully renovated guestroom featuring 

sleek, modern finishes. To make your stay even more 

memorable, we’ve included a bottle of bubbly so you 

can celebrate in style! Value: $660
Donated by: Delta Hotels Victoria Ocean Pointe Resort 
& Private Donor

3

welcome you to this 

beautiful celebration of fashion, friendship, and 
compassion. Today, we gather to enjoy the inspiration of 

the runway and to honour the profound impact you make 
The work of Victoria Hospice is rooted in compassion, 

dignity, and humanity, and I am reminded every day that 

it’s made possible by a community of people who show 

I often hear from families who have experienced our 

care. They speak not only of comfort and skill, but of kindness, and of feeling seen Tickets are $50 each. A maximum of 150 tickets will be sold, so get them before they sell 

Chances are 1 in 150; actual odds depend on the number of tickets sold.
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F
RED LEE HAS HAD A DISTINGUISHED record 

helping steer charities to raise big bucks for 

worthy causes. 

In addition to hosting fundraisers and raising 

millions as an auctioneer, Fred is a mentor 

to many and continues to give his time and 

expertise to many not-for-profit organizations, 

including the Vancouver Chinatown Foundation, 

Chor Leoni, BC Children’s Hospital and 

CampOUT. 

Recognized for his impactful work, his 

contributions have been cited by many, including 

the Association of Fundraising Professionals Charity Champion, Rotary 

International’s Paul Harris Fellow Award for Community Service and UBC 

President’s Award for Equity, Diversity and Inclusion. In 2024 and 2025, Fred 

was named to Vancouver Magazine’s Power 50 List. 

Guest Emcee Fred Lee

T
ODAY, YOU CAN MAKE A DIFFERENCE.

Victoria Hospice depends on the 

generosity of community support to deliver 

compassionate care to hundreds of patients 

and loved ones each year. When you 

raise your paddle, you’re helping ensure 

person-centered care on our Inpatient Unit, 

urgent support for families at home, grief 

counselling for loved ones, and education 

that shapes the future of palliative care.

Your gift brings comfort, dignity, and hope—

and is eligible for a full tax receipt.

Paddle Raise
Raise Your Paddle for Compassionate Care

Purchase your Raffle Tickets for a chance to win 1 of 3 amazing prizes!

Tickets are $50 each. A maximum of 150 tickets will be sold, so get them before they sell 

out! Look for our ticket sellers wearing the Heart Necklaces to purchase your tickets. 

 to any regularly WestJet destination!

Whether you’re dreaming of sandy beaches, 
bustling cities, or a mountain escape, this prize (*Taxes, fees, and surcharges not included. No cash value. 

Blackout dates and restrictions apply.)

Raffle ticket purchasers must be present to claim their prize.

Win this fashionable Louis Vuitton Zippy Wallet – 

Jungle Collection. A compact and stylish wallet 

featuring bold animal print on Monogram canvas. 

Inspired by the savanna, it holds coins, cards, 

and folded bills — perfect for everyday elegance. 

Whether you’re planning a romantic escape or a Delta Ocean Pointe Resort 

offers the perfect backdrop. Indulge in a two-night 
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studio visit

Vancouver 
photographer 

captures the vast 
landscapes and 
big skies of the 

Prairies

WITH DANNY SINGER

in studio …

WORDS LIN STRANBERG  X  PHOTOGRAPHY DON DENTON

landscapes and 
big skies of the 
landscapes and 
big skies of the 
landscapes and 

WORDS LIN STRANBERG  X  PHOTOGRAPHYbig skies of the   PHOTOGRAPHYbig skies of the big skies of the DON DENTONbig skies of the 

Vancouver 
photographer 

The view 
from 
Main 
Street Danny Singer, a photo-based artist who lives in North 

Vancouver, says he loves to come back to Vancouver after 
spending three months on the Prairies. 

Danny spends his summers exploring and photograph-
ing Canadian and American prairie towns with his wife 
Tisha. In the past two decades or so, he has photographed 
more than 160 towns from which he has produced an epic 
series of  works depicting the main streets that define them.  

The photos, direct frontal views, are astonishing. At first 
glance, they appear as panoramas; a closer look reveals a 
much greater complexity. They are constructs, with each 
one an assemblage of  as many as 150 digital images that he 
methodically shoots, slices, masks and seamlessly edits togeth-
er on a tricked-out 2013 MacBook Pro. He uses a jumbo 
Epson inkjet printer in his small home studio to produce 
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The photos, direct 
frontal views, are 

astonishing. At first 
glance, they appear as 
panoramas; a closer 
look reveals a much 
greater complexity.

them as big-scale photographic prints, known as giclée or 
simply inkjet prints. They can be as large as 44” x 96” in size, 
a format at the top end for mounting materials.  

When it comes to describing his sophisticated process, 
Danny prefers to keep it simple. 

“It’s a case of  making choices,” he says. “It begins when I 
drive into a town and decide on whether I like it, based on no 
particular criteria.” 

If  the town appeals to him, he and Tisha draw a line in 
chalk and follow it, setting up a tripod and a 36-megapixel 
camera every two or three feet to shoot the buildings along 
the street. After that he works alone until he can show a print 
to Tisha, an art historian who teaches at Capilano University.

“I wouldn’t dream of  letting anything out of  my studio 
until she has seen it. She has a great eye for detail and she 
never lets me down.”   

Danny has an affinity for the vast landscapes and big skies 
of  the North American Great Plains. As a teenager growing 
up in Edmonton, Alberta, he spent summers with relatives in 
prairie towns and had vivid experiences that stayed with him 
all his life. 

“I didn’t come at these places from nothing,” he says, “I 
had some experience with them as active, small, safe commu-
nities.”   

These places have all changed, of  course, even in the years 
since he began the project. The typical “main street,” the 
centralized retail and social hub linked with traditional small-
town values, is part of  the past. 

How long can these towns last? The title of  his fall 2019 
exhibition at Vancouver’s Gallery Jones was The Forecast for 
Tomorrow, and Danny comments that the title could refer 
to the weather or the question of  the towns’ future. In the 
Main Street series, it seems he has been documenting both 
the changed prairie environment and a vanishing piece of  his 
own personal history. 

Since 1987, Danny has lived in a townhouse just up the 
street from where he lived in his days at Simon Fraser Uni-
versity. There was no film school at that time, but the theatre 
program student made films on a camera his father gave him. 

“I was a charter student at SFU,” he says, “and I made the 
first films on campus. Then I left to go to work at the CBC.” 

He moved to Montreal and pursued a career in film until 
he had a breakthrough meeting there with Lorraine Monk, 
then executive producer of  the Still Photography Division 
of  the National Film Board. Lorraine, who went on to help 
establish the Canadian Museum of  Contemporary Pho-
tography, took a chance on Danny by sending him out to 
shoot stills for the first time. He landed several pages in her 
prestigious 1976 book Between Friends/Entre Amis, which 
was Canada’s gift to the United States on the occasion of  its 
bicentennial.  

After that, he spent years working in both still and motion-
picture photography. “When I came back to Vancouver in 
1989 I was doing photography for an architectural firm and, 

Our work with the Boulevard team is a dynamic relationship that is solely car-
ried out through online and phone communication — from editor to photogra-
pher to publisher. Each issue’s theme is planned and executed with clarity, fl ow 
and faithful adherence to brand.
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Any pie recipe can be cut in half and baked in a tart pan with 

fluted sides, turning a basic dessert into something that looks 

like it was made in a professional bakery. 

Finally, never forget the ingredients. The holiday season is a 

time for indulgence. Instead of fresh fruit, think rich chocolate, 

toasted nuts, fragrant citrus, custard and caramel. 

With all this, it’s very important to make decent pastry, which 

is not nearly as difficult as most people think. The following 

recipe, with its detailed instructions, will be very helpful. For 

those who want an even simpler crust, my press-in shortbread 

crust for tarts always gets raves, and requires no pastry know-

how (see Cranberry Meyer Lemon Custard Tart). 

BASIC PIE PASTRYMakes enough dough for one double-crust pie, or two single-

crust pies.
2½ cups all-purpose flour, measured by the dip and sweep 

method1 Tbsp sugar1 tsp salt¾ cup cold unsalted butter, cut into small cubes

½ cup cold lard or shortening, cut into small cubes

7 to 9 Tbsp very cold waterFood processor method: In the work bowl of a food 

processor, combine the flour, sugar and salt. Process for a few 

seconds to combine evenly. Remove the lid, scatter the butter 

pieces over the flour, replace the lid and process again, using 4 

to 6 one-second pulses. Add the lard and pulse a few more times, 

until the fat is cut into the flour properly. The fat pieces should 

range in size between small peas and cornmeal, with fewer large 

pieces and greater smaller pieces. But make sure to leave some 

large pieces and some dry flour, because these two things help 

with the flakiness. Transfer the flour mixture to a bowl. Toss 

with fingers to ensure an even balance of fat to dry flour.

Hand method: In a medium bowl, combine the flour, sugar 

and salt. Whisk to combine. Add the cold butter pieces and use 

your finger or a pastry blender to cut the butter into the flour. 

Rub the butter pieces gently between your fingers, coating them 

in flour, until they are half the size. Add the lard pieces and 

continue cutting in, until the fat is the right size, ranging in size 

from small peas to cornmeal. There should be a greater number 

of smaller pieces than big ones.

To finish either method: Slowly sprinkle in the water, one 

tablespoon at a time, using a fork or rubber spatula to mix the 

dough. Stop after 7 tablespoons of water, no matter what the 

dough looks like.Turn the dough onto a counter. It will be very dry and 

crumbly at this point. Use your hands to gently gather the dough 

into a ball, using gentle pressure to make it hold together. If the 

dough is still too dry, sprinkle on a tablespoon more water and 

mix the dough with your hands again, until you can form it into 

a ball. In some cases, you will need to use the final tablespoon of 

water.  Divide the dough in two and form each into a disk. This 

dough can be used immediately, or wrapped in plastic wrap and 

refrigerated or frozen for later use.
BEST APPLE PIEIn this recipe, the true sweet-tart apple flavour really shines 

through. Note the subdued amount of spicing used. Feel free 

to use more, if you like, but I find that cinnamon and other 

traditional apple pie spices completely overwhelm the delicate 

apple flavour.
1 recipe Basic Pie Pastry

3 to 4 sweet apples (3 large or 4 medium)

3 to 4 sour apples (3 large or 4 medium)

Chocolate pecan pie
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emerald
city
Snuggle in and create a festive mood with shades 
of  lush greens, choosing everything from lively 
pistachio to deep moss. Try green on green — 
nature does it so well. Take a nod from the 
outdoors and pump up your holiday style with a 
monochromatic look this season.

BY JANICE JEFFERSON
MODHAUS DESIGNS

design notesdesign notes

1. Farrow and Ball paint in Calke Green, Bespoke 
Design, call for pricing.   2. Currey + Company 
Sommelier chandelier, Mclaren Lighting  $3,285.  3. 
Crown of Thorns ring, emmagloverdesign.com $1,225.  
4. Akvavit by Sheringham Distillery $24.26/375ml.  
5. “Parlour” mixed media on paper, 14x18.5 framed, 
sharonmontgomery.net $340.   6. Pro-Ject The Classic 
turntable in walnut, Sound Hounds $1,699. 7. Cotton 
cushion with tassels, Pigeonhole Home Store $89.   
8. Galiano Clay cup in moss $12.  9. Anni Large 
Shoulder in suede moss, Meraki Boutique $435. 

10. NIKKEBY 2-drawer chest, IKEA, $89.  11. Limerence 
wallpaper in sky, houseofhackney.com, call for pricing.  
12.  Hansel from Basel Wolfgang crew in spruce, 
Footloose Shoes $18.  13. Intentionally Blank Janet 
stretch boot  in khaki, Footloose Shoes $320.  
14. Fifties dining chair by Calligaris, StudioYdesign $728.  
15. Barnaby Sofa, Monarch Furnishings $2,299.
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4.

1.
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WITH STEPHANIE GREAVES

in studio …

Singing 
to her own

tune

WORDS SEAN MCINTYRE  X  PHOTOGRAPHY LIA CROWE
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Victoria songstress Stephanie Greaves
won’t ever forget her first live stage appearance, and not only be-
cause she stole the show: she nearly became the subject of  a miss-
ing persons investigation.

She and her parents were visiting family in England when they 
spontaneously popped in to watch a local talent competition in 
Great Yarmouth, where Stephanie soon vanished amid the crowd. 
By the time worry had set in for her parents, the curtain lifted to 
reveal their missing six-year-old daughter all alone on stage singing 
Raffi’s Mr. Golden Sun. Once the applause subsided and the show 
came to an end, the host announced that Stephanie had won the 
event’s grand prize: a bottle of  champagne.

Because they hadn’t anticipated the competition’s under-age 
winner, organizers scurried to come up with a more age-appropri-
ate prize. Stephanie walked away with a “Milk does a body good” 
T-shirt and a one-week, all-expenses-paid stay at a holiday resort.

Even at age six, Stephanie was living on a healthy diet of  the 
classics. She recalls a childhood household in which music was 
paramount. Songs by ABBA, Willie Nelson, The Carpenters and 
Frank Sinatra and a dose of  classical music floated within the walls 
of  her home in Toronto. She never doubted her love of  song and 
the power of  her voice. Stage fright was not a concern; Stephanie 
was never shy.

“I’ve never had that problem,” she says. “Mum and Dad always 
sang. I was literally raised on the good old music and didn’t wait 
long to make an impression whenever we were entertaining or at a 
social event.”

Stephanie’s penchant for song has helped her see and perform 
all over the world. With an untiring commitment to her craft, she’s 

Vocal 
powerhouse 
Stephanie 

Greaves takes 
centre stage

Purchase xmas gift card of 200.00 and receive
A 50.00 voucher for your enjoyment.

Barefoot, but warm.
Bare feet can hit some cold spots. Such as winter, fall, 

spring and even summer. (This is Canada.) Warm your feet
 in pure wool Glerups, the go-anywhere foot warmers from 

the Danish countryside, where it’s beautiful, but cold.

637 Fort Street   
250.383.4040   

footlooseshoes.com
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PIE IN THE SKY … AND OUT OF THIS WORLD

TEXT BY CHEF HEIDI FINK  PHOTOS BY CATHIE FERGUSON

DESSERTSDESSERTS
IE IS MY FAVOURITE DESSERT, and I find a way to make it any time of the year.

I happily throw together rustic fruit galettes in the summer and homey pumpkin pies in 
the fall, but the holiday season requires gorgeous, decadent desserts. Rather than complicate 
an already busy time of year by tackling a difficult recipe, I use some simple twists on my 

basic pie methods to make a celebration-worthy dessert.
It’s easiest first to focus on presentation. Something as simple as a beautiful garnish or 

complementary sauce can transform a basic pie into something special. My recipe for Crystallized 
Ginger Whipped Cream is a standout, but others such as vanilla- or citrus-scented crème fraîche, 
chocolate curls and candied citrus peel are easy to make and keep in the fridge, and can instantly 
make a pie or tart into a thing of beauty.
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Spirulina is a freshwater blue-green algae that is an excellent supplement 
for canine allergy relief and immune system support. It is safe for all dog 
breeds and labeled a “superfood” by health advocates. Our Pure Organic 

Spirulina is available as a powder or tablet. Both the powder and the 
tablets may be fed mixed into your dog’s regular food, and tablets can 
also be fed as a treat to fussy eaters.

A It’s 55-60% protein: Spirulina’s high 
protein content provides all essential and 
non-essential amino acids required for 
muscle development. 
A It’s highly digestible: Spirulina lacks 
cellulose cell walls, so is easily digested. 
Some studies say it is four times more 
digestible than animal protein.

A It’s a Superfood: Spirulina is a rich 
source of a spectrum of B vitamins, as well 
as Vitamins D, E, and beta-carotene (the 
precursor for Vitamin A). It also contains the 
plant pigments phycocyanin and chlorophyll 
which act as powerful antioxidants.
A It’s a natural remedy for allergic 
reactions: Research has demonstrated that 
the phycocyanin in Spirulina inhibits 

the release of histamine, thus preventing 
reactions to allergens in the environment and 
diet. 
A It stimulates the immune system: In 
clinical research, Spirulina demonstrated its 
ability to stimulate the immune system and 
enhance the body’s ability to generate new 
immune system cells. 

A It helps the body fight infection 
naturally: Scientists have observed Spirulina 
causing macrophages to multiply and 
become more efficient at killing germs. It 
is proven to increase disease resistance in 
animals.

1.5kg Tub 100g Bag

Both the tablets and powder are 
available in multiple size:

A SAFE, ALL-NATURAL, SUPERFOOD 
SUPPLEMENT FOR DOGS

Who Is Pure Organic Spirulina Right For?

Spirulina may be the safe, simple solution 
if your customer’s dog has:

  Skin issues or hot spots

  Allergies or ear infections

  Decreased energy levels

  Compromised immune function

  Poor skin and/or coat health

  Inadequate muscle development

Weight of 
Dog

Feeding 
Instructions

(based on 1/8
tsp/10lbs per day)

100g 
Bag 

1.5kg
Tub

20 lbs
¼ tsp per day

(or approx. 
5 tablets)

66 days 2000 days 

40 lbs
½ tsp per day

(or approx. 
10 tablets)

55 days 1000 days 

60 lbs
¾ tsp per day

(or approx. 
15 tablets)

44 days 666 days 

80 lbs
1 tsp per day
(or approx. 
20 tablets)

33 days 500 days 

SP IRUL INA
F O R  D O G SF O R  D O G S 

3 g per tsp (approx. 20 tablets per tsp)   

No scoop included - feed mixed into food or feed tablets as a treat

A Anti-cancer properties
A Benefits respiratory health
A Supports healthy gut bacteria
A Antioxidant properties

A Anti-inflammatory properties
A Detoxifying properties
A Antiviral properties
A Aids in post-exercise recovery

Some additional benefits of feeding Spirulina are:

HOW 
DOES IT 
WORK?

 A Spirulina is also recognized as 
an excellent source of nutrients for 
rehabilitating malnourished dogs.

DID YOU KNOW?

Q: Is there a loading dose 
vs. a maintenance dose of 

Spirulina for dogs?

A: No. If your dog has 
acute issues when starting 

Spirulina, you can feed 
the higher amount, then 
decrease that as you see 

improvements.

Q: Is this a product my 
dog should be staying on 

long-term?

A: If you are feeding 
Spirulina for muscle 

development, it’s likely that 

you may not need to feed 
it long term. For dogs with 
allergies, they may need 

to continue as long as the 
allergens are present.

Q: Is it the same thing 
as kelp?

A: No! Kelp is grown in 
saltwater, whereas Spirulina 
is grown in highly alkaline, 
fresh water. They are also 
fed for entirely different 

reasons. Check out the blog 
post on our website: Kelp vs 

Spirulina to learn more.

FAQ’s
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OUR MISSION IS TO HELP HORSES & 
DOGS LIVE LONGER, HEALTHIER, 

MORE COMFORTABLE LIVES.

A ORGANIC A

Because we don’t believe 
in feeding chemicals.

NO FILLERS 
OR BINDERS

Because there’s no sense feeding 
things they don’t need.

A WHOLE FOODS B

 Because Mother Nature 
knows best.

A HUMAN GRADE A

Because if it’s not safe for us, 
it’s not safe for our animals.

NO FLAVOUR     
ENHANCERS

Because we only use ingredients 
that they actually like.

A NON-GMO B

Because we want our animals’ 
bodies to function naturally.

A A A A
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PLEASE DON’T 
HESITATE TO 
CONTACT US

We are open Monday through Friday from 

8:30 to 4:00 however our hours do fluctuate 

so please leave us a message and we will get back to you!

1.844.343.0355 (toll free) • 250.597.8299 (local) • 250.516-5118 (Nelli’s Cell)

info@gsorganicsolutions.com • orders@gsorganicsolutions.com • nelli@gsorganicsolutions.com

Unit 402 - 5301 Chaster Road  Duncan, BC  V9L 0G4

PLEASE DON’T 
HESITATE TO 
CONTACT US
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info@gsorganicsolutions.com • orders@gsorganicsolutions.com

nelli@gsorganicsolutions.com
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Weight of 
Dog

Feeding 
Instructions

(based on ¼ 
tsp/10lbs per day)

400g 
Bag 

1.5kg
Tub

20 lbs ½ tsp 
twice daily 228 days 857 days 

40 lbs 1 tsp 
twice daily 114 days 428 days 

60 lbs 1½ tsp 
twice daily 76 days 285 days 

80 lbs 2 tsp 
twice daily 57 days 214 days 

CHIA SEEDS
F O R  D O G SF O R  D O G S 

3.5 g per tsp ›  75 mL scoop included for horses only - feed mixed into food

400g Bag1.5kg Tub

Available in multiple size:Available in multiple size:

A Chia seeds offer more potassium than 
bananas, more iron than spinach, more 
antioxidants than blueberries, and more 

calcium than milk.

A Chia seeds are high in fiber and have 
three times the amount of omega-3 fatty 

acids as salmon.

A A chia seed can expand up to 12 times 
its weight when soaked.

PURE ORGANIC

CHIA  SEEDS

A SAFE, ALL-NATURAL, SUPERFOOD 
SUPPLEMENT FOR DOGS

Chia Seeds are extremely palatable and beneficial for dogs with 
allergies, inflammation, digestive issues, and metabolic disorders. 
These tiny black seeds from the plant Salvia hispanica, (related to 
mint) are highly nutritious! Chia seeds are loaded with antioxidants 

and high in Omega-3s, fibre, protein, and magnesium, along with a 
variety of healthy minerals.
We only use human-grade ingredients which are organic and 
non-GMO so go ahead and try our Chia for yourself.

 A It’s high in Omega-3s: This 
superfood helps to boost the immune 
system and reduce swelling, giving 
dogs relief from allergies, and other 
inflammatory conditions. Omega-3s 
support healthy skin and a shiny coat.

A It supports healthy digestion and 
nutrient absorption: The soluble fiber 
in chia seeds absorbs large amounts of 
water in the stomach, which helps to 
balance metabolism and regulate stool 
movement. It also slows digestion 
to improve nutrient absorption and 
allows them to feel full longer.

A Chia seeds help stabilize blood sugar 
levels after meals: Animal studies 
have found that chia seeds, due to 
the high amount of fiber they contain, 
may improve insulin sensitivity and 
blood sugar control, stabilizing blood 
sugar levels after meals. This makes 
Chia ideal for animals who suffer from 
metabolic disorders.

HOW 
DOES IT 
WORK?

Who Are Pure Organic Chia Seeds Right For?

All-natural Chia Seeds may be the safe, simple solution if your 
customer would like their dog to have:

A Healthier skin and a shinier coat
A Added nutrition for breeding, 
  pregnancy, or lactation
A A healthy metabolism 

A Improved hydration for longer    
  playtime and activity
A Reduced inflammation and joint 
  pain (particularly for senior dogs)

A  They are extremely palatable and 
easy to digest
A Chia Seeds have an extremely 
long shelf-life

A They help your dog feel fuller for 
longer by slowing digestion

Chia Seeds have additional benefits:

Q: Is there a loading dose 
vs. a maintenance dose?

A: No. The dosage on the 
feeding chart is appropriate 

for all stages of feeding.

Q: Is this a product my 
dog should be staying on 

long-term?

A: Chia seeds are safe to 
feed long term, so as long 
as your dog seems to be 

benefiting from them, 
keep them going!

Q: I feed other omega-3 
supplements. Should I be 

feeding both?

A: Chia seeds will provide 
an adequate amount of 
Omega-3, so additional 

supplements shouldn’t be 
necessary.

FAQ’s

DID YOU KNOW?
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A SAFE, ALL-NATURAL, SUPERFOOD 
SUPPLEMENT FOR DOGS

Chia Seeds are extremely palatable and beneficial for dogs with 
allergies, inflammation, digestive issues, and metabolic disorders. 
These tiny black seeds from the plant Salvia hispanica, (related to 
mint) are highly nutritious! Chia seeds are loaded with antioxidants 

and high in Omega-3s, fibre, protein, and magnesium, along with a 
variety of healthy minerals.
We only use human-grade ingredients which are organic and 
non-GMO so go ahead and try our Chia for yourself.

 A It’s high in Omega-3s: This 
superfood helps to boost the immune 
system and reduce swelling, giving 
dogs relief from allergies, and other 
inflammatory conditions. Omega-3s 
support healthy skin and a shiny coat.

A It supports healthy digestion and 
nutrient absorption: The soluble fiber 
in chia seeds absorbs large amounts of 
water in the stomach, which helps to 
balance metabolism and regulate stool 
movement. It also slows digestion 
to improve nutrient absorption and 
allows them to feel full longer.

A Chia seeds help stabilize blood sugar 
levels after meals: Animal studies 
have found that chia seeds, due to 
the high amount of fiber they contain, 
may improve insulin sensitivity and 
blood sugar control, stabilizing blood 
sugar levels after meals. This makes 
Chia ideal for animals who suffer from 
metabolic disorders.

HOW 
DOES IT 
WORK?

Who Are Pure Organic Chia Seeds Right For?

All-natural Chia Seeds may be the safe, simple solution if your 
customer would like their dog to have:

A Healthier skin and a shinier coat
A Added nutrition for breeding, 
  pregnancy, or lactation
A A healthy metabolism 

A Improved hydration for longer    
  playtime and activity
A Reduced inflammation and joint 
  pain (particularly for senior dogs)

A  They are extremely palatable and 
easy to digest
A Chia Seeds have an extremely 
long shelf-life

A They help your dog feel fuller for 
longer by slowing digestion

Chia Seeds have additional benefits:

Q: Is there a loading dose 
vs. a maintenance dose?

A: No. The dosage on the 
feeding chart is appropriate 

for all stages of feeding.

Q: Is this a product my 
dog should be staying on 

long-term?

A: Chia seeds are safe to 
feed long term, so as long 
as your dog seems to be 

benefiting from them, 
keep them going!

Q: I feed other omega-3 
supplements. Should I be 

feeding both?

A: Chia seeds will provide 
an adequate amount of 
Omega-3, so additional 

supplements shouldn’t be 
necessary.

FAQ’s

DID YOU KNOW?

G’s Formula was initially developed to heal and maintain the equine 
digestive tract using proven, natural food sources.  While conducting 
clinical trials of G’s Formula with horses, we met a dog named Cooper.  
Recently rescued, he was thin, lethargic, had little appetite, and vomited 
frequently.  His rescuer had tried various foods and medications with no 
improvement.  After our success with G’s for horses, we asked if she would 
be willing to try it on Cooper. And she said yes!

So, we tweaked the formula to balance it for dogs. It only took a few 
weeks for Cooper and his owner to see real progress.
G’s Formula for Dogs includes the same organic, non-GMO, human-grade 
ingredients found in G’s Formula for Horses:  cabbage, oat flour, carrots, 
and hemp meal, with the addition of diatomaceous earth to act as a 
natural detoxifying agent and support internal parasite control. 
With no binders, fillers, or preservatives, you can feel good recommending 
G’s Formula.

CABBAGE contains the amino acid, L glutamine, which:

A Promotes a more alkaline environment in the stomach
A Supports immune cells lining the digestive tract 
A Has been shown in studies to repair leaky gut syndrome, 
irritable bowel, and diarrhea, and to strengthen and lengthen the 
intestinal villi (ripples) that allow for optimal nutrient absorption

OAT GROATS are the hulled kernels of the oat. Groats are 
whole grains that include the cereal germ and fiber-rich bran 
portion of the grain, as well as the endosperm. They are minimally 
processed, so are lower on the glycemic index, and take longer 
to digest compared to rolled oats. This allows for more nutrient 
absorption. 

OAT GROATS are a rich source of beta glucans which:

A Are prebiotics supporting the normal gut flora needed for correct digestion
A Aid in maintaining a regular rate of food passage through the GI tract
A Are key in improving immune response and eliminating toxins
A An important function of beta glucans in the oat groats is to aid the 
fermentation of fiber and feed the beneficial gut bacteria.  

CABBAGE also contains the B vitamin, choline, which:

 A Supports cell membrane maintenance
A Combines with inositol to produce lecithin (another amino acid) 
which keeps cholesterol soluble, detoxifies the liver, and supports T cells 
development for immunity
And cabbage is high in folate, which:
A Is critical in tissue repair
A Enables constant regeneration of digestive tract lining

|  G’S ORGANIC SOLUTIONS VENDOR GUIDE4

CABBAGE is the richest plant source 
of S-methylmethionine (SMM) - an enzyme 
used in human supplements to aid healing 
ulcers, colitis, and gastritis.

Whether your customer is feeding kibble, cooked meats and vegetables, or a completely raw 
diet, G’s Formula for Dogs is a natural, whole-food supplement that is able to heal the digestive 
cells and mucosa, reducing inflammation and allowing absorption of macro and micronutrients 
required for optimal health.

HOW DOES 
IT WORK?

“My 9-year-old Weimaraner 
Stella was diagnosed 

with pancreatitis about a 
year ago. Her symptoms 
did not respond to the 
vet recommended diet 

and medication such as: 
throwing up hours after 

eating her soaked kibble, 
watering eyes, a horrible 

pervasive odor, waking up 
every night to eat grass, 

nausea, and constant gas. 
She could only eat turkey 

and rice otherwise she 
would vomit.

After starting Stella on G’s 
Formula For Dogs she is 

literally symptom-free! She 
can now even tolerate other 
foods she would never have 

been able to eat before. 
G’s Formula For Dogs has 

changed my dog’s 
life and therefore my life for

the better!”

~ Breann King, Victoria, BC
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A WHOLE-FOOD DIGESTIVE SYSTEM 
SUPPLEMENT FOR DOGS

Does your customer’s dog suffer from any of these issues?

 Acidosis and/or ulcers

 Pancreatitis

 Leaky gut syndrome

 Diarrhea or vomiting

 Colon distension (bloated belly)

 Nasty smelling gas and/or bad breath 
 (not related to dental issues)

 Inconsistent bowel movements,   
 sometimes covered in mucus

 Food sensitivities, skin problems, other 
  immune system disorders

If so, G’s Formula for Dogs may be the 
natural solution this dog needs.

Some additional benefits of G’s Formula for Dogs include:

A Improved nutrient absorption for senior dogs
A Reduced digestive stress in weaning puppies

A Improved skin and coat health
A Prevents ‘hunger puking’

A Decreased body and breath odor (not related to dental issues)

CARROTS also provide: 
A Vitamin C for immune system support 
A Folic acid (B9) to assist the liver in flushing out toxins 
and help cleanse the colon
A Vitamin K, for bone health
A Other antioxidants (phytochemicals) to combat free 
radical damage from regular metabolism or inflammation

The HEMP MEAL used in G’s Formula is ground 
from the seeds of the Cannabis Sativa plant. Hemp 
seeds:

A Are high in protein (23%)
A Contain no  sugar (0%)
A Are an excellent prebiotic because of their high fibre 
content

HEMP is also a rich source of omega fatty acids! In 
particular, hemp: 

A Provides omega 3s and 6s, including the omega-6 
fatty acid gamma linolenic acid (GLA).  Unlike 
linolenic acid (LA), GLA reduces inflammation
A Contains omega 9s, which are another class of 
omega fatty  acids that do not promote inflammation 
and may protect the heart and blood vessels

The hemp meal used in G’s Formula is fully tested 
by a third-party lab.

CARROTS contain:

A Massive amounts of beta-carotene, which are 
converted to vitamin A during digestion. Vitamin 
A is crucial for eye health and vision, a strong 
immune system, and healthy skin. 
A Beta-carotene is also an antioxidant that 
improves blood circulation, chronic inflammation 
and helps decrease cancer risk.
A Stellar amounts of biotin  - a vitamin that has the 
ability to stimulate cell growth, and is necessary 
for the body to metabolize keratin and fatty acids, 

which are essential elements in hair growth 
and skin quality

Weight of 
Dog

Feeding 
Instructions

120g 
Bag

360g 
Bag

Under 20 lbs ¼ tsp 
twice daily 60 days 180 days 

20-50 lbs ½ tsp 
twice daily 30 days 90 days 

50-80 lbs ¾ tsp 
twice daily 20 days 60 days 

Over 80 lbs 1 tsp 
twice daily 15 days 45 days 

G ’ S  F O R M U L AG ’ S  F O R M U L A 
F O R  D O G SF O R  D O G S

4 g per tsp ›  ½ tsp scoop included - feed mixed into food

FAQ’s
Q: Why do you include 
diatomaceous earth?
A: Diatomaceous earth 
(DE) acts as a natural 

detoxifying agent killing 
internal parasites like worms 

and viruses while gently 
cleansing the digestive tract. 

Q: Is there a loading dose 
vs. a maintenance dose?

A: No. 

Q: Is this a product my 
dog should be staying 

on long-term?

A: If it is improving your 
dog’s overall health and 

quality of life, then yes! If 
you are unsure, feel free to 

get in touch with us.

Q: Can I give G’s Formula 
for Dogs to my cat?

A: G’s Formula for Dogs 
can be fantastic for cats, 

especially kittens who are 
being weaned onto solid 

foods. As always, you should 
always be working with your 

vet regarding your 
pet’s health.  

1.5kg Tub

360g Bag

Available in Multiple Size:

120g Bag

Available in Multiple Size:

120g Bag

Unit 402 – 5301 Chaster RoadDuncan BC  V9L 0G4

ORGANIC EQUINE & CANINE HEALTH & WELLNESS SOLUTIONS

CLEAN. WHOLE. NATURAL. ORGANIC. 

MOBILE  1.250.516.5118
Toll Free 1.844.343.0355 
nelli@gsorganicsolutions.com
www.gsorganicsolutions.com

NELLI CALVELEY



BENVENUTO
PILATES

lovely private studio and setting 

NEW STUDIO SCHEDULING CLASSES NOW

INTRODUCTORY PRICING 
PACKAGES AVAILABLE

|  Logo, Tagline + Brand Identity

Pricing

In addition to regular class pricing these 
introductory packages are available:

3 privates @ $150.00  SAVE $90.00.
Regular price $240.00. 1 time only

3 semi-privates @ $75.00 SAVE $45.00.
Regular price $120.00. 1 time only

10% off 10 sessions private or semi-private
5% off 5 sessions private or semi-private

Ask Melanie about other class options — 
booking sessions and individual classes now. 
Monthly packages available in September! 

Beginners welcome. 
All classes are by appointment.

Book early to secure your preferred schedule. 
Inquiries about your best scheduling options 

are welcome!

Other fitness
classes on offer

Martial Arts/Pilates Cardio Classes
$20.00

Experience this mixed class of non-
contact martial arts cardio and Pilates for 
a challenging non-contact calorie burner.  
Designed to improve your flexibility, core 

strength, coordination and tone. 
l Bonus: It’s also fun, and addictive!

FULLY EQUIPPED REFORMER 

PILATES CLASSES  l  THE ULTIMATE 

PILATES EXPERIENCE

Results-oriented exercise 
programming for every individual

BENVENUTO
PILATES

250 652 7702  l melanie@benpilates.ca
1217 Benvenuto Avenue, Brentwood Bay

benpilates.ca

BENVENUTO
PILATES

Pricing

In addition to regular class pricing these 
introductory packages are available:

3 privates @ $150.00  SAVE $90.00.
Regular price $240.00. 1 time only

3 semi-privates @ $75.00 SAVE $45.00.
Regular price $120.00. 1 time only

10% off 10 sessions private or semi-private
5% off 5 sessions private or semi-private

Ask Melanie about other class options — 
booking sessions and individual classes now. 
Monthly packages available in September! 

Beginners welcome. 
All classes are by appointment.

Book early to secure your preferred schedule. 
Inquiries about your best scheduling options 

are welcome!

Other fitness
classes on offer

Martial Arts/Pilates Cardio Classes
$20.00

Experience this mixed class of non-
contact martial arts cardio and Pilates for 
a challenging non-contact calorie burner.  
Designed to improve your flexibility, core 

strength, coordination and tone. 
l Bonus: It’s also fun, and addictive!

FULLY EQUIPPED REFORMER 

PILATES CLASSES  l  THE ULTIMATE 

PILATES EXPERIENCE

Results-oriented exercise 
programming for every individual

BENVENUTO
PILATES

250 652 7702  l melanie@benpilates.ca
1217 Benvenuto Avenue, Brentwood Bay

benpilates.ca

BENVENUTO
PILATES

challenging,
tailored 

workouts that 
fit your level, 

goals and 
schedule.

PRIVATE + semi- private sessions in GARDEN STUDIO 

3920 Quadra Street (At the corner of San Marino) 

C /  250.217. 2808  E /  sherry@121fitness.ca

Increase strength AND Physical conditioning 
PLUS endurance / increase energy and reduce 

fatigue / improve sport performance / decrease 
stress brought on by daily life and work / Improve 

range of motion BY BUILDING muscle AND creatING 
biomechanically more effective muscles, stronger, 

more resilient ligaments and connective tissues 
that are effective in preventing injuries AS WE AGE. 

BalancE extremity strength and core strength 
/ improve posture and correct body alignment / 
reduce or eliminate lower back pain aND reducE 

risk of injury

Increase cardiovascular health / reduce blood 
pressure / increase HDL (good) cholesterol / 

decrease total cholesterol /decrease body fat 
stores / decrease anxiety, tension and depression / 

increase heart functioning /  improve sleep

“An active exercise program, wisely adapted to 
one’s age and limitations, is vital in staying healthy. 
Exercise reverses all of the biomarkers of aging.”      

                              - Deepak Chopra

DO MORE.

Sherry Ulaszonek has 35+ years of experience and 
is B.C.R.P.A. certified. Today she has a proven track 
record — training with Sherry produces noticeable 

results, a healthier body, and a rejuvenated 
outlook on fitness training. Sherry has studied 
kinesiology, human anatomy, and physiology at 

UVic as well as nutrition for sport and fitness, and 
has a diploma in rehabilitation and Pilates certified. 
She is both certified and registered nationally and 

internationally CAIN and ACE. 

$55 / HR
SAVE $10 PER

 SESSION
1ST SESSION FREE 

WITH 3 MONTH 
COMMITMENT.

$25 / HR
SAVE $10 PER

 SESSION
1ST SESSION FREE 

WITH 3 MONTH 
COMMITMENT.

INTRODUCTORY PACKAGES

PRIVATE SEMI-PRIVATE

PRIVATE + semi- private sessions in GARDEN STUDIO 

3920 Quadra Street (At the corner of San Marino) 

C /  250.217. 2808  E /  sherry@121fitness.ca

sherry ulaszonek

PRIVATE + semi- private sessions in GARDEN STUDIO 

3920 Quadra Street (At the corner of San Marino) 

C /  250.217. 2808  E /  sherry@121fitness.ca
Do More.

Benvenuto Pilates, Brentwood Bay; 
One to One Personal Training, Saanich
Th e Soap Exchange, Victoria

Business Cards, Rack Cards, 
Product Labels

In the sea of home-based personal trainers, our client was keen on standing out 
for her diversifi ed training methods and personal ethos through her marketing 
collateral; she needed a lively tagline and high-powered, vivid copywriting to 
support her ambitious intentions.support her ambitious intentions.

Copywriting
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OAK bay

let’s eat more fish.

The very best affordable seasonal The very best affordable seasonal 
fish & seafood from our local waters fish & seafood from our local waters 

to your dinner plate.to your dinner plate.
Call ahead for pick-up or delivery!Call ahead for pick-up or delivery!

TONIGHT, YOU’RETONIGHT, YOU’RE 
OFF THE HOOK FOR DINNER. OFF THE HOOK FOR DINNER. 
TONIGHT, YOU’RETONIGHT, YOU’RE 
OFF THE HOOK FOR DINNER.OFF THE HOOK FOR DINNER.

2024 Oak Bay Avenue2024 Oak Bay Avenue 778-432-0227 for Pick-Up778-432-0227 for Pick-Upoakbayseafood.comoakbayseafood.com

Redeem this postcard for 

10% off all seafood 
+ take-out

Valid until January 2, 2021

Call ahead to pick it 
up on your way home, 

or order for delivery.

2024 Oak Bay Ave.2024 Oak Bay Ave. 778-432-0227 for Pick-Up778-432-0227 for Pick-Upoakbayseafood.comoakbayseafood.com

Fresh and delightfully tasty food made 
from scratch in a genuine labour of love. 
Try our signature fish and chips, popcorn 

shrimp, or tasty salmon burger!

Fish & Chips  Popcorn Shrimp  Crispy Fried Oysters  Salmon Belly 
Bites  Kennebec Fries  Hand-Peeled West Coast Shrimp Portuguese 
Bun  Sockeye Lox Portuguese Bun  Salmon Salad Portuguese Bun  
Grilled Salmon Burger  Oyster Burger  Creamy Seafood Chowder  
Fish Stew  Steamed Dungeness Crab

Come in and check out our
FRESH MARKET — fish, seafood + shellfish.

In addition to fully stocked fresh, frozen and smoked seafood, 
you’ll find our house-made Bisques – prawn or crab; Cioppino 
Soup Base; Coho Patties; Creamy Seafood Chowder; Dungeness 
Crab Cakes; Halibut & Sole Cakes; Marinated Salmon Portions; 
Salmon Cakes plus Stocks – halibut, prawn or crab. 

We look forward to 
feeding you!

|  Logo, Tagline + Brand Identity 
Oak Bay Seafood,
Victoria

SnapAdmail Canada Post Mailer 
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OAK bay

let’s eat more fish.

Due to COVID-19 restrictions,  the client’s goal was to entice new and 
existing customers to order take-out or get pick-up rather than eat in — 
something they had never previously focused their marketing on. They 
needed an eye-catching hook and copywriting that resonated with the 
target market to reel them in.target market to reel them in.

Copywriting
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ArtSea, Sidney

Become a member.

Volunteer at the 

gallery or an event.  

Join us!

Visit artsea.ca to learn more.

supports and promotes the development of 
all forms of the arts and cultural activities on 

the Saanich Peninsula.

Visit artsea.ca to learn more. Visit artsea.ca to learn more. Visit artsea.ca to learn more.Visit artsea.ca to learn more. Visit artsea.ca to learn more. Visit artsea.ca to learn more.
Visit artsea.ca to learn more. Visit artsea.ca to learn more. Visit artsea.ca to learn more.Visit artsea.ca to learn more. Visit artsea.ca to learn more. Visit artsea.ca to learn more. Visit artsea.ca to learn more. Visit artsea.ca to learn more. Visit artsea.ca to learn more.

ArtSea Community Arts Council SocietyTulista Park Box 2221, Sidney British Columbia V8L 3S8

SUSAN 
NAWROCKI 

E  secretary@artsea.ca    l   C  778.433.0199    l   

BOARD OF DIRECTORS

One of Vancouver Island’s longest 
running self-guided studio art tours!

THE SAANICH PENINSULA

EACH SPRING AND FALL - check out artsea.ca for dates 
plus where to find the brochure and tour map!

supports and promotes the development of 
all forms of the arts and cultural activities on 

the Saanich Peninsula.

Business Cards, Rack Cards, Outdoor Hanging Banners, 
Outdoor Signage, Interior Reception Desk Wrap, 
Portable Retractable Banners, Building Exterior 
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equilibrium massage_JOINT JOY + GRIP • GRAB 02.28.18

F R O N T  P R O F I L E

j o i n t  j o y ™
M A N U A L  T H E R A P Y  C R E M E
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C R E M E  D E  T H É R A P I E  M A N U E L L E C R E M E  D E  T H É R A P I E  M A N U E L L E

Provides optimal friction for deep pressure techniquesPenetrates to sooth aches and pains

g r i p • g r a b
M A N U A L  T H E R A P Y  C R E M E

equilibrium massage SLO FLO jar_FRONT PROFILE
07.24.17
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CREME DE THÉRAPIE MANUELLE

eunoiacrème.com

s l o • f l o
MANUAL THERAPY CREME

Releases tension with a slow glide

B L U E  S T E E L

B L U E  S T E E L

equilibrium massage SLO FLO jar_BACK PROFILE
07.24.17

Spread the wellness.
Our manual therapy crèmes leave only goodness behind – in the body 

and on the planet. We use simple and responsible ingredients that 
come from the best that nature has to offer. We share your passion 

for wellness and practice what we preach by designing products that 
maximize therapeutic effectiveness and wellbeing. 

eunoiacreme.com        16 oz. / 473 mL

MADE WITH CARE, NATURALLY,  IN VICTORIA, BRITISH COLUMBIA

APPLY LESS • GO SLO

INGREDIENTS  I  DISTILLED WATER, RAW UNMELTED ORGANIC SHEA BUTTER, KASAVA 
STARCH, EMULSIFYING WAX N, SILICA MICROSPHERES, CARNAUBA WAX, VEGETABLE 

GLYCERIN, ARNICA TINCTURE, JAPANESE PEPPERMINT ESSENTIAL OIL, CETYL 
ALCOHOL [COCONUT], CITRIC ACID, ORGANIC HONEY

B A C K  P R O F I L E

equilibrium massage_JOINT JOY + GRIP • GRAB 03.15.18  
BACK PROFILE

B A C K  P R O F I L E
back back

S A N D S L A T E  G R A Y

eusara.com .com        7 fl. oz. / 207 mL.

Spread the 
wellness.

Our manual therapy 
crèmes leave only 

goodness behind – 
in the body and on 
the planet. We use 

simple and responsible 
ingredients that come 

from the best that nature 
has to offer. We share your 

passion for wellness and 
practice what we preach 

by designing products 
that maximize therapeutic 

effectiveness and wellbeing. 

eusara.com         7 fl. oz. / 207 mL.

APPLY LESS • GO SLO
VICTORIA, BRITISH COLUMBIA CANADA

Spread the 
wellness.

Our manual therapy 
crèmes leave only 

goodness behind – 
in the body and on 
the planet. We use 

simple and responsible 
ingredients that come 

from the best that nature 
has to offer. We share your 

passion for wellness and 
practice what we preach 

by designing products 
that maximize therapeutic 

effectiveness and wellbeing. 
INGREDIENTS  I   DISTILLED WATER, ALOE 

BARBADENSIS [ALOE VERA] LEAF JUICE, VITIS 
VINIFERA [GRAPESEED] OIL, MAGNESIUM CHLORIDE 

USP,  *COCOS NUCIFERA [ORGANIC COCONUT] 
OIL, *BUTYROSPERMUM PARKII [ORGANIC SHEA 

BUTTER], CETYL ALCOHOL [COCONUT], CERA ALBA 
[BEESWAX], *RICINUS COMMUNIS [ORGANIC CASTOR] 

SEED OIL, EMU OIL, *GAULTHERIA FRAGRANTISSIMA 
WALL [ORGANIC WINTERGREEN] OIL, CINNAMOMUM 

CAMPHORA [CAMPHOR], *MENTHA ARVENSIS 
(ORGANIC JAPANESE PEPPERMINT) OIL, 

PANTHENOL[VITAMIN B5], DIMETHYLSULFONE [MSM], 
ARNICA MONTANA [ARNICA] TINCTURE, CETEARYL 

ALCOHOL (AND) SODIUM CETEARYL SULFATE, 
GLYCERIN [VEGETABLE], POTASSIUM SORBATE, 

ECOCERT LEUCONOSTOC/RADISH ROOT FERMENT 
FILTRATE, *CAPSICUM ANNUM [ORGANIC CAYENNE] 

FRUIT, ZANTHOXYLUM AMERICANUM {PRICKLY 
ASH} TINCTURE, *HELIANTHUS ANNUUS [ORGANIC 

SUNFLOWER] LECITHIN, XANTHAN GUM, *ZINGIBER 
OFFICINALE [ORGANIC GINGER] SEED OIL, *EUGENIA 

CARYOPHYLLUS [ORGANIC CLOVE] FLOWER OIL, 
*PIPER NIGRUM [ORGANIC BLACK PEPPER] SEED OIL, 
COPAIFERA OFFICINALIS [COPAIBA] OIL, CURCUMA 

LONGA [TURMERIC], CITRIC ACID.  *ORGANIC

INGREDIENTS  I  DISTILLED WATER, 
*BUTYROSPERMUM PARKII [ORGANIC SHEA 
BUTTER] FRUIT, TAPIOCA [CASAVA] STARCH, 

SILICA MICROSPHERES, COPERNICIA 
CERIFERA [CARNAUBA WAX], CETEARYL 

ALCOHOL (AND) SODIUM CETEARYL 
SULFATE, ECOCERT LEUCONOSTOC/

RADISH ROOT FERMENT FILTRATE, 
*MENTHA ARVENSIS [ORGANIC JAPANESE 

PEPPERMINT] OIL, *ORGANIC HONEY, 
CETYL ALCOHOL [COCONUT], GLYCERIN 

[VEGETABLE], PRUNUS AMYGDALUS 
PULCIS[ARNICA], POTASSIUM SORBATE, 

ROSMARINUS OFFICINALIS [ROSEMARY] 
EXTRACT, CITRIC ACID, CURCUMA LONGA 

[TURMERIC CO2 EXTRACT], 
XANTHAM GUM.  *ORGANIC

VICTORIA, BRITISH COLUMBIA CANADA
APPLY LESS • GO SLO

C: 250.217.8781

E: victor@eunoiacreme.com

eunoiacreme.com
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V I C T O R  M O R I N

eusara, Victoria (Equilibrium Massage Th erapy)
Business Cards, Labels and Packaging
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M A N U A L  T H E R A P Y  C R E M E

Invigorates legs and feet with essential oils

C R E M E  D E  T H É R A P I E  M A N U E L L E

eusara.com

equilibrium massage RAMBLE jar_06.07.18

pantone 5425 + white  F R O N T  P R O F I L E
equilibrium massage RAMBLE jar_06.07.18

pantone 5425 + white   B A C K  P R O F I L E



|  Labels and Packaging
Karen Van Dyck

Local professional 
Perfumer Karen 
Van Dyck specializes 
in creating nautral 
perfumes, skincare and 
body care products. 
Her request was simple: 
design a line of grease-
proof and waterproof 
labels that evoke nature 
in black and white.



HISTORY OF METERING AND WATER CONSERVATION IN MISSION & ABBOTSFORD

1990
Implementation of sprinkling 
restrictions to mornings and 

evenings only

2008
Sprinkling 

Restrictions 
– switched to 
mornings only

2009
High Efficiency 
Toilet Rebates

introduced 

2009
Mission 

implements 
meter installation 

for all new 
developments

2011
Advanced 
Metering 

Infrastructure 
installed in 
Abbotsford

NOV
2011

Failed Referendum 
for Stave Lake Water 

Supply; increased 
urgency for water 

conservation efforts

2011
Industrial, 

Commercial and 
InstitutionalWater 
Audits and School 

Fixture Grant 
Program introduced

2012
Water Source and 
Water Efficiency 

Studies 

2014
AWWA/IWA 

Leakage Study

2015
Full lawn 
Sprinkling 

Ban due to no 
snowpack and 
low lake levels

2018
Update of 

the Regional 
Water 

Master Plan

2023
Stage 2 & 3 

Water 
Restrictions

2006
KWL Drought Management and 

Water Conservation Study  *Study 
was commissioned to help 

address peak water demands 
(highest water use days)

2009
Full lawn 

sprinkling ban 
since water 
demands 

were nearing 
water system 

maximum 
capacity

2010
High Efficiency 

Washing 
Machines 
introduced

2019-
2021

Update of Water 
Efficiency Plan – with 
targets to reduce total 

water consumption 
by 0.7% year over 

year with population 
growth. Identifies the 

need for universal 
metering in Mission.

2021-
2022

Water Efficiency 
Plan Market 

Research 

2011
Abbotsford 
Switched 

from annual 
to bi-monthly 

billing

2011
Free Residential 

Irrigation and 
Landscape 

Assessments 
Introduced

2012
Large-scale 
Rainwater 
harvesting 

systems installed 
at several 
municipal 
facilities

2013
AMWSS Water 
Efficiency Plan

2015
Mission 

implements 
pilot water 

metering study 
for 500 homes

2016
Update 

of Water 
Shortage 
Response 

Plan – stages 
and water 

restrictions

2023
Starting 
Update 

of Water 
Shortage 
Response 

Plan

2024
Water 

Shortage 
Response 

Plan updated

2025
Mission Council approves voluntary 
metering program at the cost of the 

utility (approximately 
100 per year)

A MESSAGE FROM THE CITY OF MISSION

INCREASED 
WATER USE

TIME AM PMDATE
ADDRESS

CURRENT METER READING

INSPECTED BY

To verify if you have a leak:
Prior to these steps, please ensure there is NO WATER being 
used on your property. All taps and running water must be 
turned off.
• Locate water meter box, typically located in the front yard 
near the property line.
• Carefully lift the water meter box lid, taking care not to dis-
connect the radio wire. 
• Looking into the meter box, locate the meter read display.
• Watch for movement of the sweep hand or indicator dial on 
your water meter for at least one minute. 
• If the meter shows active water usage, you could have a leak 
in your plumbing system. 
• To help isolate the leak location, turn off the main water valve 
to the house or building and recheck the meter to see if the 
leak is outside in the line between the meter and the house.

TIPS ON CHECKING 
FOR A WATER LEAK:

If you’re surprised by the increase, you should 
check for a leak. Below are some reasons your 

water use may be higher. It looks like you’ve used 
a lot more water recently.

FIND OUT MORE.

REASONS YOUR WATER USE MAY BE HIGHER:

HOW TO DETECT A TOILET LEAK1. Lift off the toilet tank lid.2. Place 10 drops of food colouring into the toilet tank or pick up a leak 
detection dye tablet from Public Works,  the Welton Office or City Hall 
Finance Department.3. Do not flush. Wait 15 minutes.4. If colour appears in the bowl, the toilet has a leak.

IF YOU FIND A LEAKIf a leak is detected in your residence or business, take immediate steps 
to fix the leak or plumbing problem on your property. Once a leak has 
been repaired you can apply for a Utility Invoice Review for confirmation 
and possible 1x Water Leak Adjustment.https://laserfiche.mission.ca/Forms/Utility-Invoice-Review

INDOOR 
PIPE LEAK

TOILET 
LEAK

OUTDOOR
USE

CHECK FOR TOILET LEAKSMost leaks happen in toilets.

CITY OF MISSION WATER UTILITY604.820.3761  mission.ca

OUTDOOR 
SERVICE LEAK

MORE PEOPLE USING WATER

OUTDOOR SERVICE LEAK1. A water leak may be on private property if: • Areas of your yard are always soggy or wet. • Patches of grass that stay greener than the rest of lawn. • Water is coming out of the ground in your yard.2. The City is responsible for leaks from the water main to the property 
line shut off or water meter. Homeowners are responsible for leaks from 
property line shut off or meter to the house. City staff can confirm there 
is a leak and also determine if it is on the City’s side of the service valve.

WANT TO TAKE 
CONTROL OF YOUR 

WATER USE?

THE CITY OF MISSION 
WATER UTILITY IS 

OFFERING WATER METERS 
TO HOMES THAT ARE NOT 

METERED AND ARE ON 
CITY WATER AT NO COST.

The Mission’s water utility can only 
install a limited number of meters each 
year. In 2025, approximately 150 to 200 
meters can be installed.  Applications 

will be reviewed on a case-by-case basis 
for the capacity to accept a water meter 
in accordance with the City of Mission 

Bylaws and Standards.

BENEFITS OF A 
WATER METER

CONTROL OF YOUR 
WATER USE?

THE CITY OF MISSION 
WATER UTILITY IS 

OFFERING 
TO HOMES THAT ARE NOT 

METERED AND ARE ON 
CITY WATER AT NO COST.

The Mission’s water utility can only 
install a limited number of meters each 
year. In 2025, approximately 150 to 200 
meters can be installed.  Applications 

will be reviewed on a case-by-case basis 
for the capacity to accept a water meter 
in accordance with the City of Mission 

WANT TO TAKE 
CONTROL OF YOUR 

WATER USE?

THE CITY OF MISSION 
WATER UTILITY IS 

OFFERING WATER METERS 
TO HOMES THAT ARE NOT 

METERED AND ARE ON 
CITY WATER AT NO COST.

You might be interested in a water meter 
because you have a suite. Installing a meter 

could save your household money based on the 
current rate structure. As the additional  utility 
amount is phased out the savings may be less, 
based on your consumption and the current 

rate structure. To determine approximate 
savings, go to mission.ca to use the online 
calculator. There is also a first-year price 

guarantee program that allows you to apply for 
a credit if your new volume-based water bill for 

that year exceeds the flat rate charge.

BENEFITS OF A 
WATER METER

HOW A METER 
CAN BENEFIT YOUR 

HOUSEHOLD.

Potential annual savings with a 
meter switching to a metered rate:

If you are a family of four or less, have low flow 
fixtures and don’t water your lawn you will likely 
save by having a meter. There is a first-year price 

guarantee program that allows you to apply for a 
credit if your new volume-based water bill for that 
year exceeds the flat rate charge. There is also a leak 
rebate program if a leak is identified in the first six 
months of metering, and it is promptly repaired.

$1,008.95

$749.58

$490.21

$230.84

Approximate savings based on
moderate consumption of
220 litres/person/day (1000 litres = 
1 cubic meter [m3]). Use the
calculator at mission.ca to
modify consumption and
number of people to determine
approximate annual savings. All
savings to the left are without a
suite. Savings with the secondary
suite will change as the rate
structure changes.

CITY OF MISSION WATER UTILITY
watermeters@mission.ca

THE CITY OF MISSION 
WATER UTILITY IS 

OFFERING 
TO HOMES THAT ARE NOT 

METERED AND ARE ON 
CITY WATER AT NO COST.

The Mission’s water utility can only 
install a limited number of meters each 
year. In 2025, approximately 150 to 200 
meters can be installed.  Applications 

will be reviewed on a case-by-case basis 
for the capacity to accept a water meter 
in accordance with the City of Mission 

Bylaws and Standards.

THE CITY OF MISSION 
WATER UTILITY IS 

OFFERING 
TO HOMES THAT ARE NOT 

METERED AND ARE ON 
CITY WATER AT NO COST.

The Mission’s water utility can only 
install a limited number of meters each 
year. In 2025, approximately 150 to 200 
meters can be installed.  Applications 

will be reviewed on a case-by-case basis 
for the capacity to accept a water meter 
in accordance with the City of Mission 

Bylaws and Standards.

CAN BENEFIT YOUR 
HOUSEHOLD.

Potential annual savings with a 
meter switching to a metered rate:

If you are a family of four or less, have low flow 
fixtures and don’t water your lawn you will likely 
save by having a meter. There is a 

guarantee program 
credit if your new volume-based water bill for that 
year exceeds the flat rate charge. There is also a leak 
rebate program if a leak is identified in the first six 
months of metering, and it is promptly repaired.

$1,008.95

$230.84

HOW A METER 
CAN BENEFIT YOUR 

HOUSEHOLD.

Potential annual savings with a 
meter switching to a metered rate:

Approximate savings based on
moderate consumption of
220 litres/person/day (1000 litres = 
1 cubic meter [m3]). Use the
calculator at mission.ca to
modify consumption and
number of people to determine
approximate annual savings. All
savings to the left are without a
suite. Savings with the secondary
suite will change as the rate
structure changes.

If you are a family of four or less, have low flow 
fixtures and don’t water your lawn you will likely 
save by having a meter. There is a first-year price 

guarantee program that allows you to apply for a 
credit if your new volume-based water bill for that 
year exceeds the flat rate charge. There is also a leak 
rebate program if a leak is identified in the first six 
months of metering, and it is promptly repaired.

$1,008.95

$749.58

$490.21

$230.84

CITY OF MISSION WATER UTILITY
watermeters@mission.ca

DYE TESTING YOUR TOILETS

INSTRUCTIONS

CITY OF MISSION WATER UTILITY

604.820.3761  mission.ca

FLUSH YOUR TOILETS BEFORE 

STARTING THE PROCESS

REMOVE TOILET LID

Take the lid off the top 

of the toilet tank.

LOOK INTO THE TOILET 

BOWL AT THE WATER

If there is colour in the bowl,

your toilet needs to be repaired.

POUR/DROP 

YOUR SELECTION 

INTO THE 

TOILET TANK

DO NOT 
FLUSH

WAIT 
30-60 
MINUTES

1

6

3 4 5

CHOOSE FROM ONE OF THE 

BELOW OPTIONS

G Add 3-5 drops of food colouring; or2
G 1-2 cups of dark-coloured juice 

   (ex: cranberry juice); or

G One dye tab — available at Welton 

Common and Public Works for free or 

you can purchase for minimal cost at 

any hardware store.

Please contact a licensed 

professional if you are not able to 

complete repairs yourself.

COLOUR = REPAIR

VOLUNTARY WATER METERING PROGRAM

        PROTECT OUR       WATER SUPPLIESReducing your water use can help ensure the local watersheds 
support not only our needs, but the ecosystems that thrive in 
them, especially during summer droughts.

        

        THE ONLINE APPLICATION PROCESS IS EASY.The only criteria are that the property owner applies, 
and your home receives water services from the city. Each 
application will be reviewed on a case-by-case basis for the 
capacity to accept a water meter in accordance with City of 
Mission Bylaws and Standards.

        CONTROL YOUR WATER COSTSA family of four with moderate water use could save 
approximately $230 a year on water and sewer costs (assuming 
use of 220 litres per person per day*). Use the meter cost 
calculator to determine what your savings might be.

          

        

        

               SAVE WATERWater metering helps your household use water wisely by 
enabling you to track your consumption and helping you 
identify wasteful leaks in places like toilets or service lines. 

*Based on a moderate use of 220 litres/person/day.

VOLUNTARY WATER METERING PROGRAM

        WHAT IS A “SMART” WATER METER?A water meter is installed on your water service line before 
any other connections and measures the amount of water 
consumed on a property. “Smart meters” will be used for all 
new installations. This enables the City water utility to collect 
meter data remotely using radio and cellular technology. The 
information can then be utilized to provide property owners 
with accurate and detailed water bills.        WHO CAN APPLY FOR THE PROGRAM?All single-family homes that are currently not metered and are 

on city water. Applications must be submitted by the property 
owner.

        WILL IT COST ME ANYTHING?There is no cost to the homeowner. The meter and its 
installation will be 100% funded by the City of Mission water 
and sewer utility.

        HOW WILL THIS AFFECT MY UTILITY BILLING?Properties that have a water meter installed will no 
longer be billed the flat rate charge; those property 
owners will be billed according to the meter.Utility bills are sent out quarterly are billed separately 
from property tax. For more information, visit https://www.mission.ca/services/utility-bills        WILL I SAVE MORE IF I HAVE A SUITE IN MY HOME?

Unmetered homes with suites currently pay an additional utility amount. As a result, for homes with 
suites, the savings could be significant. Homeowners 
with suites can use the meter cost calculator to estimate 
the potential savings they could see.

FAQs

        WHAT IS A “SMART” WATER METER?A water meter is installed on your water service line before 
any other connections and measures the amount of water 
consumed on a property. “Smart meters” will be used for all 
new installations. This enables the City water utility to collect 
meter data remotely using radio and cellular technology. The 
information can then be utilized to provide property owners 
with accurate and detailed water bills.        WHO CAN APPLY FOR THE PROGRAM?

        WHO CAN APPLY FOR THE PROGRAM?

        WHO CAN APPLY FOR THE PROGRAM?All single-family homes that are currently not metered and are 

All single-family homes that are currently not metered and are 

All single-family homes that are currently not metered and are 
on city water. Applications must be submitted by the property 

on city water. Applications must be submitted by the property 

on city water. Applications must be submitted by the property 
owner.

        WILL IT COST ME ANYTHING?
        WILL IT COST ME ANYTHING?
        WILL IT COST ME ANYTHING?
        WILL IT COST ME ANYTHING?There is no cost to the homeowner. The meter and its 

There is no cost to the homeowner. The meter and its 

There is no cost to the homeowner. The meter and its 
installation will be 100% funded by the City of Mission water 

installation will be 100% funded by the City of Mission water 

installation will be 100% funded by the City of Mission water 
and sewer utility.and sewer utility.

FAQs

VOLUNTARY WATER 

METERING PROGRAM

HOMEOWNERS OF 

SINGLE-DETACHED HOMES CAN 

TAKE CONTROL OF THEIR WATER 

COSTS BY APPLYING FOR A 

“SMART” HOME WATER METER.

The City will provide meters and will be installed 

at no cost by a professioanl contractor. Availability 

is limited.  Each application will be reviewed on a 

case-by-case basis for the capacity to accept a water 

meter in accordance with City of Mission Bylaws and 

Standards.

LET’S GET
STARTED

USE A LOW-FLOW TOILET THAT USES 

4.8 LITRES OR LESS PER FLUSH TO 

SAVE WATER.

TOILET FLUSHING AND LAUNDRY 

ACCOUNT FOR 50% OF 

RESIDENTIAL WATER USE.

THE AVERAGE GARDEN HOSE 

DELIVERS 2,700 LITRES (2.7 CUBIC 

METERS) OF WATER PER HOUR. 

SMALL LEAKS OR A LOOSE COUPLING 

CAN QUICKLY ADD UP TO A LOT OF 

WASTED WATER.

?
DID YOU 

KNOW

FAQs

CITY OF MISSION WATER UTILITY

watermeters@mission.ca

VOLUNTARY WATER METERING PROGRAM

CONTROL YOUR WATER COSTSA family of four with moderate water use could save 

A family of four with moderate water use could save 
approximately $230 a year on water and sewer costs (assuming 

approximately $230 a year on water and sewer costs (assuming 
use of 220 litres per person per day*). Use the 

use of 220 litres per person per day*). Use the meter cost 
calculatorcalculator to determine what your savings might be.

VOLUNTARY WATER 

METERING PROGRAM

SIGN UP HERE!

APPLICATIONS OPEN MARCH 22

APPLICATIONS OPEN MARCH 22

        WHY SIGN UP FOR A 

SMART WATER METER? 

Metering will help to ensure our water supplies are safe 

and sustainable for the future and will help Mission 

work towards the goals set out in the Regional Water 

Efficiency Plan. 

Metering has been shown to reduce water consumption. 

When a community uses less water, infrastructure 

investment can be deferred, and more water is available 

to sustain ecosystems.

       BE PART OF THE SOLUTION

Homeowners of single-family homes can take 

control of their water costs by applying for a 

“Smart” home water meter. Meters will be 

provided by the City and will be installed at no 

cost by a trained contractor. Availability is limited. 

Each application will be reviewed on a case-by-

case basis for the capacity to accept a water meter 

in accordance with City of Mission Bylaws and 

Standards.

The smart water meters will allow for residents 

to review their water consumption in a timely  

manner and assist with conservation efforts. At any 

time, a resident can access their consumption in 

real time by contacting watermeters@mission.ca.

       

CITY OF MISSION WATER UTILITY

watermeters@mission.ca

|  Outdoor Signage, Retractable Banner, Rack Cards, Door Hangers, Handouts 
   City of Mission   Design + Art Direction   

Retractable Banner
Door Hanger

Rack Cards

Information Handouts

Outdoor Signage

Timeline/Website



|  Miscellaneous Logo and Landing Page 

BC Colleges

Nimble and engaging 
BC Colleges needed a logo and landing page design — pronto — to include in a 
presentation to springboard a new program — Skill-Up BC. 



Discounts for 

Cruise Passengers

Call or click 1.855.385.6553 sightseeingvictoria.com

HarbourSights

Victoria’s Best

City Tour!

See our agent under the red umbrella 

in front of the Empress Hotel or 

Coho Ferry Terminal

HOP-ON HOP-OFF 

CitySights
Victoria’s Original 

Double Decker 
Hop-On Hop-Off Tour
Narrated 90-minute loop 
with stops at Victoria’s 
major points of interest!

Welcome Aboard!
Soak in the the views and 

enjoy our informative 
narration on a loop 

of Victoria’s 
vibrant Harbour!

LUGGAGE

STORAGE
SHORT TERM AND 

LONG TERM

OPTIONS AVAILABLE

ENQUIRE WITH ANY 

OF OUR AGENTS TODAY!

SUITCASES

BACKPACKS

SHOPPING PURCHASES

PLEASE RETAIN

WE OFFER

1.855.385.6553
sightseeingvictoria.com

VICTORIA’S 
ORIGINAL 

DOUBLEDECKER 
HOPON

HOPOFF TOUR!

Narrated 90-minute 
loop with scheduled 
stops at Victoria’s 

major points of interest.

Experience Victoria like 
no other, aboard one 

of our open top 
double-decker buses!

Sightseeing Victoria’s 
Hop-On Hop-Off 

CitySights Tour allows 
you the flexibility 

to explore the many 
popular attractions 

Victoria has to offer.

Please present this ticket 
to our agent (in front of the 
Empress Hotel) to obtain a 

boarding pass.

Choose your tour

EXPERIENCE

HOP-ON HOP-OFF 

CitySights

|  Miscellaneous Posters, Sandwich Boards, Multilingual Brochures, Bus Tickets
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Mount Baker and the Songhees Islands as its backdrop (view weather 

dependent).

10. Willows Beach and Cattle Point

A scenic 1.5 km walk along Beach Drive from the 

Marina, Willows Beach features oodles of white sand, a 

kid’s playground and pathways to Cattle Point, arguably Victoria’s best 

view. Bring a picnic or join the locals in the tearoom for lunch service daily 

(seasonal hours).

11. Estevan Village Just steps away from Willows 

Beach up Estevan Avenue. Explore the quaint village centre 

featuring boutique shopping and great eats! Cupcakes 

anyone?

BUS STOP 13

12. Oak Bay Beach Hotel Where a bird’s eye sea-view, great 

eats, hot drinks and cool pints await! Enjoy the hospitality of Kate’s 

Café or the Snug Pub or relax awhile in the lobby lounge.

                 
 FROM ALL STOPS  Extend your adventure!!  If you             

                 
        can’t get enough of Oak Bay you’ll also find ready-made   

                 
           trails in their Self Guided Walking Tour brochure. 

                 
             Find your brochure at: 

                 
                 

  - Visitor Info Kiosk at Municipal Hall 

                 
                 

  - Oak Bay Marina Gift Shop

                 
                 

  - Oak Bay Beach Hotel Concierge Desk

ZONE 5

11
12
13

TIP:  Bicycles can 

be rented at the 

Oak Bay Marina!

TIP:  While exploring 

Oak Bay, keep your 

eye open for the 

Visitor Info Bike for 

guidance and a warm 

welcome.

< 17 > 

Hop On 
OAK BAY MARINA

                  Stop 12

Take advantage of our picks for a tasty tour or use this tour 

format as a guide to build your own activity-themed trail.

Our trail starts at Stop 1

CULINARY TRAIL

FEELING FULL … ?

Hop on at Stop # 13 at 

Cook St Village

Hop Off at Stop # 1 or 

any bus stop preferred 

at the end your tour.

STILL HUNGRY … ?

Take a 1 km walk on 

Moss St or Cook St to 

Fabulous Fort Street 

to keep eating your 

way back to downtown 

centre/Inner Harbour. 

• Tana Bakery for delish Italian 

cookies and pastries

• Kid Sister for handcrafted 

ice cream and paletas

• Explore Chinatown’s unique    

  food markets markets and try the 

tasty dumplings at Little Yunnan

• Enjoy tea tasting at Silk Road

Oak Bay Marina!

Check your map to find your 

way from Oak Bay Village to 

Oak Bay Marina where you’ll 

find plenty of treats at the 

Dockside Café 

Hop Off Stop

Oak Bay Village!

•Enjoy a pint at Victoria’s most 

traditional English pub -The Penny 

Farthing

- Sample cheese at Ottavio

- Stop for sweets fro
m “around the 

world and through tim
e” at 

Sweet Delights

Cook Street Village! 

Prima Strada Pizzeria 

and Big Wheel Burgers 

are the highlights here!

Hop On 
REGENT 
HOTEL

                  Stop 3

Visit Fan Tan Alley’s

EMPRESS HOTEL
2

Stop 12
Hop Off Stop

Hop Off Stop

11

14

Or

< 4 >

  

Get tickets at our kiosk – just look for the 
RED UMBRELLA in front of the Fairmont Empress! 

CitySights
HOP-ON HOP-OFF 

Enhance your 
Hop-On Hop-Off Experience!

Ask our agents about combo tickets including 
entrance to Craigdarroch Castle or a history walking 

tour with Discover the Past.

Victoria’s Only
Double Decker

Hop-On Hop-Off

EXPLORE YOUR
W

AY
!

EXPLORE YOUR
W

AY
!

VICT
ORIA

Reasons to Go

REASONS TO GO

Discover 50+ things 

to do near our 
stops!

City Tours! 
Victoria’s Best

バスストップ 111. ホワイト・ヘザー・ティー・ルーム White Heather Tea Room

1885 Oak Bay Ave. 古き良き時代にタイムスリップできるティール

ームまで足を延ばして、地元の人に愛されている昔ながらのアフタ

ヌーンティーをお楽しみください。2. オークベイビレッジ   オークベイアベニューのビ

レッジ中心街で宝物を見つけましょう！クールなファッ

ションやギフト、アンティークなど、素敵なショッピング

を楽しめます。
3. ギャラリー通り ビクトリアで一番ギャラリーが密集してい

るのがオークベイアベニュー。ブティックの間に並ぶギャラリ

ーはそれぞれに特徴的で、著名な作家のアートと工芸品や、地元アーティ

ストによる個性的なギフトが見つかります。
4. スウィートディライツ Sweet Delights オークベイアベニュー

とハンプシャーロードの角にあるアスローンコートの後ろ、小道から脇に

入ってすぐのところにある、「世界のお菓子と昔懐かしいキャンディー」を

集めた宝箱のようなショップ。バスチケットの提示で無料の綿あめがもら

えます。選りすぐりのお菓子をじっくり眺める時間を予定に入れておきま

しょう。  
5. ハイド＋シーク・コーヒー Hide and Seek Café オークベイ

ビレッジのたくさんのショップの中にある家族経営のカフェ。地元

焙煎のコーヒーと自家製スイーツで人気です。
6. ペニー・ファージング・パブ Penny Farthing Pub ビクトリア

で伝統的な英国式パブと言えばここ。ロバート・サービス・パイント

を試して、ここでしか味わえないこのビールにまつわる魅力的な逸

話について尋ねてみましょう。7. オッタビオ・イタリアン・ベーカリー・アンド・デリ Ottavio 

Italian Bakery and Deli カフェでランチを楽しんだり、幅広い

セレクションの素敵な食材をみて回ったり、チーズやデリのショーケース

をチェックしたり。200種類以上のチーズを扱う知識豊富なスタッフが、

どんな質問にも答えてくれます。バスストップ 128.  オークベイマリーナ マリーナの魅力は素晴らしい

景色だけではありません。ボート、カヤック、自転車を

レンタルしてマリーナを探索したり、可愛いアザラシを見に行ったり、ギ

フトショップを覗いたり、とさまざまな楽しみ方ができます。もちろん景色

に浸るのもおすすめ。マリーナ・ドックサイド・イータリー(Marina Dockside 

Eatery) ではマリーナを眺めながら、自家製スモークサーモンや焼きたての

ペストリーを味わえます。目にも舌にも至福のひとときです！
9. サリッシュ・シー・スカルプチャー・バイ・クリス・ポール 眺めの良

いターキー・ヘッド・ウォークウェイ（オークベイマリーナのある場

OAK BAY

ビーチが連なる美しい海辺、ビレッジ中心街、ブティックでのショッピ

ング、たくさんの美味しいレストランが並ぶ通りが地元で人気のオー

クベイ。アートギャラリー巡り、オークベイマリーナのアザラシ見物、

砂のビーチでピクニックなど、多彩なアクティビティから選んでも、

または全部試しても、楽しみ方は自由自在。「ホップオン・ホップオフ」

のバスとガイドマップが素敵な一日をお手伝いします。

オークベイ

エリア 5
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モデルコースに沿って美味しさいっぱいのツアーに出発！ガイドからお好みの

グルメスポットを選んで自由にコースを組み立てることもできます。グルメコースの出発地点：ストップ 1

グルメコース

お腹いっぱい！という方は……クックストリートビレッジのストップ13でバスに乗車ストップ1またはお好きなスップで下車してグルメツアーを終えましょう。

まだ食べられる！という方は……モスストリートかクックストリートを1kmほど歩いてフォートストリートへ。食べ歩きを楽しみながらダウンタウン中心街／インナーハーバーへ戻りましょう。

ファンタンアリーを散策• ラ・ターナ・ベーカリーの美味しいイタリアンクッキーとペストリー
• キッドシスターの手作りアイスクリームとアイスキャンディー

• チャイナタウンで、個性的な食料品店をチェック• シルクロードでお茶の試飲

オークベイマリーナ！
マップを見ながらオークベイビレッジか

らオークベイマリーナへ。地元産のシー
フードやハムの盛り合わせを堪能

ストップ        で下車

• ビクトリアの伝統的な英国パブ、ペニーファージ

ングでビールを一杯

- オッタビオでチーズを試食

- スウィートディライツで

世界のお菓子と

昔懐かしいキャンディーを満喫

クックストリート

ビレッジ！

バスに乗車　リージェントホテル　ストップ

3

エンプレスホテル

2

ストップ 12

ストップ       で下車　

オークベイビレッジ！

ストップ       で
下車 

11

14

Or

バスに乗車 オークベイマリーナ　ストップ 
                  12

ベスト・スポット・ガイド
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Mount Baker and the Songhees Islands as its backdrop (view weather 

dependent).

10. Willows Beach and Cattle Point
A scenic 1.5 km walk along Beach Drive from the 
Marina, Willows Beach features oodles of white sand, a 

kid’s playground and pathways to Cattle Point, arguably Victoria’s best 

view. Bring a picnic or join the locals in the tearoom for lunch service daily 

(seasonal hours).

11. Estevan Village Just steps away from Willows 

Beach up Estevan Avenue. Explore the quaint village centre 

featuring boutique shopping and great eats! Cupcakes 

anyone?

BUS STOP 1312. Oak Bay Beach Hotel Where a bird’s eye sea-view, great 

eats, hot drinks and cool pints await! Enjoy the hospitality of Kate’s 

Café or the Snug Pub or relax awhile in the lobby lounge.
                  FROM ALL STOPS  Extend your adventure!!  If you             

                         can’t get enough of Oak Bay you’ll also find ready-made   

                            trails in their Self Guided Walking Tour brochure. 

                              Find your brochure at:                                     - Visitor Info Kiosk at Municipal Hall 
                                    - Oak Bay Marina Gift Shop
                                    - Oak Bay Beach Hotel Concierge Desk

ZO
NE 5

11
12
13

TIP:  Bicycles can be rented at the Oak Bay Marina!

TIP:  While exploring Oak Bay, keep your eye open for the Visitor Info Bike for guidance and a warm welcome.

< 17 > 

Hop On OAK BAY MARINA
                  Stop 12

Take advantage of our picks for a tasty tour or use this tour 

format as a guide to build your own activity-themed trail.Our trail starts at Stop 1

CULINARY TRAIL

FEELING FULL … ?Hop on at Stop # 13 at Cook St VillageHop Off at Stop # 1 or any bus stop preferred at the end your tour.

STILL HUNGRY … ?Take a 1 km walk on Moss St or Cook St to Fabulous Fort Street to keep eating your way back to downtown centre/Inner Harbour. 

• Tana Bakery for delish Italian 
cookies and pastries

• Kid Sister for handcrafted 
ice cream and paletas

• Explore Chinatown’s unique    
  food markets markets and try the 
tasty dumplings at Little Yunnan
• Enjoy tea tasting at Silk Road

Oak Bay Marina!
Check your map to find your 
way from Oak Bay Village to 

Oak Bay Marina where you’ll 
find plenty of treats at the Dockside Café 

Hop Off Stop

Oak Bay Village!

•Enjoy a pint at Victoria’s most 

traditional English pub -The Penny 

Farthing

- Sample cheese at Ottavio

- Stop for sweets from “around the 

world and through time” at 

Sweet Delights

Cook Street Village! 

Prima Strada Pizzeria 

and Big Wheel Burgers 

are the highlights here!

Hop On REGENT HOTEL                  Stop 3

Visit Fan Tan Alley’s

EMPRESS HOTEL

2

Stop 12

Hop Off Stop

Hop Off Stop

11

14

Or

< 4 >
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CUALQUIER PARADA

Fabulous Fort Shopping Distrito en Fort Street – Entre 

Douglas y Cook St. encontrará un colorido distrito de 

tiendas de moda y pequeños lugares fantásticos para 

comer. Con tanta variedad, nuestra descripción no alcanzará, pero a continuación 

detallamos nuestros favoritos:  

700 Block Fort Street Entre varios lugares étnicos de comida, se encuentra 

Oscar and Libby’s, un lugar donde la innovación se reúne con la moda, los 

artículos para el hogar y más… ¡un buen lugar para encontrar obsequios 

exclusivos! Russell Books es un lugar que los ratones de biblioteca no pueden 

dejar de visitar si buscan una gran selección de libros. Dese un gusto en la 

exclusiva repostería de Chocolat Chocolatiere de Victoria y visite Dutch Bakery, 

¡donde los postres, los pasteles y la cafetería retro son una tradición local que 

hace honor al paso del tiempo!

800 Block Fort Street Algunas de las mejores comidas de Victoria se 

encuentran aquí: fantástica cocina española y productos de delicatesen en 

Chorizo, y una degustación de comida de mar local en Fish Hook. La alta moda 

también se reúne con el estilo local aquí en Folk Boutique.

900 Block Fort Street Ubicado en el centro de “Antique Row”, Blue Fox Café

hace tiempo que es un favorito de los residentes locales que buscan un desayuno 

abundante (se sirve “todo el día” hasta las 3 p. m.). Cruzando la calle, una visita a 

la sala de observación en Lund’s Auction ofrece otra fabulosa mirada al pasado 

de Victoria. 

1000 Block Fort Street Conozca Leka, una tienda de moda exclusiva y de 

diseño local, y también Vegan Hippie-Chick Café, la última incorporación de la 

cuadra. ¡Es bueno, es saludable y el nombre habla por sí solo!

PARADA DEL AUTOBÚS 1

1. Empress Hotel Experimente la tarde de té más famosa de 

Victoria: una tradición local desde hace más un siglo.

2. Descubra los Paseos por el Pasado y las Caminatas 

Fantasma Pregúntele a su agente de Gray Line cómo ampliar 

su experiencia en Old Town para hacer una caminata con uno de 

los historiadores más expertos de Victoria. Conozca más sobre el pasado 

extravagante de Victoria o, si se atreve... haga una caminata espeluznante a 

través de las calles y callejones encantados de Victoria. 

3. Red Fish Blue Fish 1006 Wharf Street (en el muelle) Con una 

ubicación exclusiva en un buque portacontenedores convertido en tienda 

de fish and chips, este comercio también sirve sus famosos tacos y sus 

platos de pescado originales Ocean Wise™. Puede decirse que RFBF es uno de 

los restaurantes más populares para comer en el muelle y, a menudo, las colas 

son largas... ¡pero los residentes locales le dirán que la espera vale la pena!

4. Victoria Kayaks Explore el puerto de Victoria en agua y alquile 

un kayak por hora en esta reconocida compañía ubicada en el 

puerto, junto a Red Fish Blue Fish. También encontrará paseos 

guiados partiendo desde el muelle de Canoe Brew Pub.

PARADA DEL AUTOBÚS 2

5. Barrio Chino El Barrio Chino más antiguo de Canadá sigue 

floreciendo con interesantes almacenes, restaurantes de parrilladas 

familiares y fantásticas opciones de comida asiática. Durante los 

fines de semana, los residentes locales se amontonan para comprar 

el dim sum de Don Mee’s, durante las noches especiales de verano 

para visitar el Night Market y todo el año para conseguir comidas especializadas, 

productos frescos y artículos importados de Asia. Explore más allá de la calle 

principal para encontrar Fan Tan Alley y Dragon Alley. 

6. Fan Tan Alley Alguna vez conocido por sus ocultos clubes 

de apuestas y fumaderos de opio, Fan Tan Alley aún conserva su 

naturaleza misteriosa más de un siglo después. Hoy, la calle más 

angosta de Canadá presenta tiendas locales exclusivas en algunos de los más 

antiguos e interesantes edificios de BC.  

7. La Tana Bakery #3 Fan Tan Alley en Pandora Ave. ¡Un tesoro 

oculto! ¡Aquí es donde los ingredientes locales y orgánicos se 

transforman en los deliciosos productos favoritos de panadería de Milán! 

A los residentes locales les encanta pasar por un rápido y delicioso almuerzo o 

un dulce y experimentar la maravillosa atmósfera de una tradicional panadería 

de familila italiana.

8. Kid Sister Ice Cream  #10 Fan Tan Alley  Sin duda, ¡el líder en la 

revolución de helados artesanales de Victoria! Su dueño, Brett Black, se 

toma muy en serio su trabajo y es probable que usted termine degustando 

algún producto de su propio jardín o de sus frutales en el batido de leche, el cono 

de helado o la refrescante paleta de frutas. Ah, ¿mencionamos que también hay 

postre helado caliente? Si parece demasiado bueno para ser real, ¡pellízquese y 

visite la tienda para comprobarlo!

En su momento, Old Town fue el lugar que vio nacer a Victoria, 

y hoy es un dinámico distrito cultural. A los residentes les 

encanta esta zona por sus fantásticos bares, su Barrio Chino 

(el más antiguo de América del Norte), las calles históricas, las 

plazas repletas de tiendas de moda, los productos alimenticios 

especializados y la interesante arquitectura... ¡todo para que 

usted lo explore!

ZONA 1

OLD TOWN

< 4 >

< 13 >

REASONS TO GO

TIP:  ¡Explore 

Rockland durante 

la mañana y luego 

almuerce y haga 

compras de regreso al 

centro por Fabulous 

Fort Street!

TIP:  Encuentre un 

centro cultural local en 

la PARADA 9, donde 

tres atracciones de arte 

y cultura se reúnen 

en un vecindario 

residencial histórico.

ZONA 4

Th e Reasons to Go brochure 
was produced in English, 

French, Spanish and 
Japanese; the native language 
fi les were formatted for each 

brochure.

Grayline Victoria

Local, specifi c photography
Local photographer Joanne Richards of Works Photography has 
helped us build an arsenal of Grayline Victoria’s myriad fl eet photos, 
capturing them in various locales around the city.
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UIDE

JUNE 8 + 9, 2019  
10am - 4pm

Join us on a self-guided tour of artists’ studios in
Sidney by the Sea, Central and North Saanich. 

This is your opportunity to visit and learn more 
about the creative process from painters, sculptors, 

jewellers, weavers, potters, carvers and more.

Check out their latest works, ask questions, learn 
more about the artist’s passion and perhaps find a 

special piece as a memory of your adventure. 
Studios will be open between 10 am and 4 pm on 

Saturday and Sunday.

We gratefully acknowledge the assistance and 
support of the Town of Sidney, the District of North 
Saanich, the Municipality of Central Saanich and the 

Province of British Columbia through the 
British Columbia Arts Council.

Funding for this brochure is provided by the 
participating artists and ArtSea.

For more information visit
artsea.ca, email 

studiotour@artsea.ca or call 
250.656.7400.

Thanks to our Sponsors!

Watch for the red ArtSea Studio Tour signage along your route!

Please support these community-minded businesses 
who have helped make the ArtSea 2019 

Spring Studio Tour a success.

print & imaging

One of Vancouver Island’s longest running studio art tours!

T H E  S A A N I C H  PE N I N S U L AT H E  S A A N I C H  PE N I N S U L A

2624 25

|  Miscellaneous Map Work

Grayline Victoria, Central&Watkins, ArtSea

ArtSea annual 
spring and fall 
Studio Tour 4-panel 
brochure features 
participating artists’ 
location on the map.

Central&Watkins 
Master on Main fl oor plans, 

Kimberley BC 

Grayline Sightseeing Victoria’s 16-panel brochure features 15 route-stop 
locations on the map.



Bars
raspberry streuselfudge brownies
blueberry crumblehedgehogs
lemon zing 
mountain 
oat 
chocolate peanut butter oat 
okanagan fruit

Scones
pumpkin
cheddar & chive
raspberry white        chocolate
apple cinnamon crunchblueberry
cranberry orangecherry dark chocolatewhole grain raisin   

Cupcakes
vanilla with vanilla      butter cream
chocolate with       chocolate butter creammarble with marble       butter cream

mini cupcake platterbite-size delights

Loaves
banana, blueberry cherry almond, 
carrot sunflower, cranberry orange, lemon fondant, 

lemon poppy.
   

Cookies
ginger snaps
peanut butter
trail 
triple chocolate

Ask us about our whoopie cookies! 

Pastry plattersFruit tarts
chocolate-lined tarts filled with pastry cream and decorated with fruit.  

Home of the

ORIGINAL ISLAND OAT BAR

P  250.360.2390   F  250.360.2396info@cakesetc.caTo see more of our famously beautiful cakes, desserts, cookies and bars visit cakesetc.ca

PETIT FOURS
A beautifully arranged platter of petit fours with other assorted delicacies. 

Your sweet happy place!

2821 Quesnel Street, Victoria British Columbia Canada V8T 4K2

Established 1989

Chocolate 

Symphony 
White and milk Belgian 

chocolate mousse 

layers on a rich dark 

chocolate cream cheese 

base. Finished with 

ganache and decorated 

with chocolate curls 

and strawberries. 

Chocolate Silk 

Silken smooth dark 

Belgium chocolate 

cream layered with 

six thin slices of 

chocolate cake. 

White Chocolate 

Raspberry
White chocolate and 

raspberry mousse 

layered with vanilla 

sponge. 

Cappuccino
Five layers of vanilla 

cake infused with 

coffee and brandy and 

layered with a light 

cheese filling. 

Belgian Raspberry

Chocolate and vanilla 

sponge cake layered 

with chocolate cream, 

raspberries, orange, 

and a hint of 

Grand Marnier.

Fruit Melody 
Strawberry, mango, 

passion fruit, 

blackcurrant, and 

raspberry purée 

layered with a light 

cream cheese and 

whipping cream filling 

between thin layers 

of vanilla sponge 

cake.  Decorated with 

seasonal fresh fruit.

Passion Fruit 
The exotic taste of 

passion fruit blended 

with a smooth light 

fresh cream layered 

between five layers of 

vanilla sponge cake.

Coconut Mango 

Layers of vanilla 

sponge cake infused 

with vanilla, mango and 

coconut then layered 

with a light coconut 

cream filling.

Sicilian Lemon 

Lemon curd is folded 

into a light cream filling 

then layered between 

vanilla sponge.

Tiramisu Five layers 

of chocolate cake 

layered with a light 

coffee cream and a 

hint of brandy.

Belgian Brownie

Cheesecake
Chunks of Belgian 

chocolate brownie folded 

into a fresh vanilla 

cheesecake. Decorated 

with chocolate curls and 

brownie chunks. 

8” 38.75   

10” 47.75

Turtle Cheesecake

Roasted pecans, caramel 

and chocolate ganache 

marbled in a vanilla 

cheesecake.

8” 38.75   

10” 47.75

Vanilla Cheesecake

A classic cheesecake 

baked with pure vanilla 

bean extract. Available 

undecorated or decorated 

with chocolate and fruit.

8” 38.75   

10” 47.75

Cakes &

Torte
s

Cheese
cakes

Cake Cutting Service 

$5 for 6”-12” cakes

$10 for half and full slabs.

Available on pre-ordered cakes.

Chocolate Message Plaques Messages are 

complimentary for pre-ordered cakes. Same day plaques 

cost $3 for 6”-12” cakes and $5 for half and full slab 

Suggested Cake Servings

6” 4-6 people      8” 8-12 people

10” 14-18 people  12” 24-28 people

Half Slab 40-50    Full Slab 90-100

White Chocolate Raspberry Chocolate Symphony

Fruit Melody

Fruit Melody

Passion Torte

Cappuccino

Raspberry Truffle (Seasonal)

Belgian Raspberry
Tiramisu

6” from 25.75-28.75   8” from 38.75-42.75   

10” from 47.75-54.75   

12” from 61.75 -68.75

Half Sheet from 74.75-82.75   

Full Sheet from 134.75-149.75

Your sweet happy place!

Gluten
Free

Options

Available

Silk Torte

BaBaB
raspberry streuselfudge brownies
blueberry crumblehedgehogs
lemon zing 
mountain 
oat 
chocolate peanut butter oat 
okanagan fruit

Scococono
pumpkin
cheddar & chive
raspberry white        chocolate
apple cinnamon crunchblueberry
cranberry orange

Bars
raspberry streusel

fudge brownies

blueberry crumble

hedgehogs

lemon zing 

mountain 

oat 
chocolate peanut 

butter oat 

okanagan fruit

Scones
pumpkin
cheddar & chive

raspberry white      

  chocolate

apple cinnamon crunch

blueberry

cranberry orange

cherry dark chocolate

whole grain raisin

   

Cupcakes

vanilla with vanilla    

  butter cream

chocolate with     

  chocolate butter cream

marble with marble     

  butter cream

mini cupcake platter

bite-size delights

Loaves
banana, blueberry 

cherry almond, 

carrot sunflower, 

cranberry orange, 

lemon fondant, 

lemon poppy.

   

Cook
ies

ginger snaps

peanut butter

trail 
triple chocolate

Ask us about our 

whoopie cookies! 

Pastry
platters

Fruit tarts

chocolate-lined tarts 

filled with pastry cream 

and decorated with fruit.

  

Home of the

ORIGINAL ISLAND OAT BAR

P  250.360.2390   F  250.360.2396

info@cakesetc.ca

To see more of our famously beautiful cakes, desserts, cookies and bars visit cakesetc.ca

PETIT FOURS

A beautifully arranged 

platter of petit fours with 

other assorted delicacies. 

Your sweet happy place!

2821 Quesnel Street, Victoria British Columbia Canada V8T 4K2

Established 1989

Belgian Raspberry

Chocolate 
Symphony 
White and milk Belgian chocolate mousse layers on a rich dark chocolate cream cheese base. Finished with ganache and decorated with chocolate curls and strawberries. 

Chocolate Silk Silken smooth dark Belgium chocolate cream layered with six thin slices of chocolate cake. 

White Chocolate Raspberry
White chocolate and raspberry mousse layered with vanilla sponge. 

Cappuccino
Five layers of vanilla cake infused with coffee and brandy and layered with a light cheese filling. 

Belgian RaspberryChocolate and vanilla sponge cake layered with chocolate cream, raspberries, orange, and a hint of 
Grand Marnier.

Fruit Melody Strawberry, mango, passion fruit, 
blackcurrant, and raspberry purée layered with a light cream cheese and whipping cream filling between thin layers of vanilla sponge cake.  Decorated with seasonal fresh fruit.

Passion Fruit The exotic taste of passion fruit blended with a smooth light fresh cream layered between five layers of vanilla sponge cake.

Coconut Mango Layers of vanilla sponge cake infused with vanilla, mango and coconut then layered with a light coconut cream filling.

Sicilian Lemon Lemon curd is folded into a light cream filling then layered between vanilla sponge.

Tiramisu Five layers of chocolate cake layered with a light coffee cream and a hint of brandy.

Belgian BrownieCheesecake
Chunks of Belgian chocolate brownie folded into a fresh vanilla cheesecake. Decorated with chocolate curls and brownie chunks. 8” 38.75   

10” 47.75

Turtle CheesecakeRoasted pecans, caramel and chocolate ganache marbled in a vanilla cheesecake.
8” 38.75   
10” 47.75

Vanilla CheesecakeA classic cheesecake baked with pure vanilla bean extract. Available undecorated or decorated with chocolate and fruit.8” 38.75   
10” 47.75

Cakes &

Tortes
Cheesecakes

Cake Cutting Service $5 for 6”-12” cakes$10 for half and full slabs.Available on pre-ordered cakes.
Chocolate Message Plaques Messages are complimentary for pre-ordered cakes. Same day plaques 
cost $3 for 6”-12” cakes and $5 for half and full slab 

Suggested Cake Servings6” 4-6 people      8” 8-12 people10” 14-18 people  12” 24-28 peopleHalf Slab 40-50    Full Slab 90-100

White Chocolate Raspberry Chocolate Symphony

Fruit Melody

Fruit Melody

Passion Torte

Cappuccino

Raspberry Truffle (Seasonal)

Belgian Raspberry
Tiramisu

6” from 25.75-28.75   8” from 38.75-42.75   10” from 47.75-54.75   12” from 61.75 -68.75Half Sheet from 74.75-82.75   Full Sheet from 134.75-149.75

Your sweet happy place!

Gluten Free Options

Available
Silk Torte

|  Brochure
   Cakes Etc. Victoria   Design + Art Direction   



When you love food, you love The Market Stores.
In Millstream Village  /   Downtown Yates at Quadra
themarketstores.com

LOCALLY OWNED AND OPERATED

When you love your lifestyle, you love The Market Stores’  online express 
purchasing and delivery — no matter where you are, or what you’re enjoying, 

West Shore’s quality grocer is one click away.

We deliver your peace of mind.

express.themarketstores.com  
{ delivering more than just groceries }
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LOCALLY OWNED AND OPERATED

When you love your lifestyle, you love The Market Stores’  online express 
purchasing and delivery — no matter where you are, or what you’re enjoying, 

West Shore’s quality grocer is one click away.

We deliver your happy-place time.

express.themarketstores.com  
{ delivering more than just groceries }
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LOCALLY OWNED AND OPERATED

When you love your lifestyle, you love The Market Stores’  online express 
purchasing and delivery — no matter where you are, or what you’re enjoying, 

West Shore’s quality grocer is one click away.

We deliver your fuss-free lifestyle.

express.themarketstores.com  
{ delivering more than just groceries }

express.themarketstores.com  
{ delivering more than just groceries }

When you love food, you love The Market Stores.
In Millstream Village  /   Downtown Yates at Quadra
themarketstores.com

LOCALLY OWNED AND OPERATED

When you love your lifestyle, you love The Market Stores’  online express 
purchasing and delivery — no matter where you are, or who you’re enjoying, 

West Shore’s quality grocer is one click away.

We deliver more family time.

When you love food, you love The Market Stores.
In Millstream Village  /   Downtown Yates at Quadra
themarketstores.com

LOCALLY OWNED AND OPERATED

When you love your lifestyle, you love The Market Stores’  online express 
purchasing and delivery — no matter where you are, or what you’re enjoying, 

West Shore’s quality grocer is one click away.

We deliver your happy-place time.

express.themarketstores.com  
{ delivering more than just groceries }

|  Magazine Print Advertising, Tagline, Reusable Bags
Th e Market Stores, Victoria  Design, Art Direction and Copywriting
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The client needed full page ad options for Bear Mountain Life Magazine with 
the goal of  highlighting their grocery delivery service on the West Shore and 
motivating Bear Mountain residents to use it. The copywriting refl ects the target 
market’s busy, healthy lifestyle and o� ers the option of quality food delivery. 
We came up with the tagline “When you love food, you love The Market Stores” a 
number of years ago and the client wholeheartedly embraces it still today.

market’s busy, healthy lifestyle and o� ers the option of quality food delivery. 
We came up with the tagline “When you love food, you love The Market Stores” a 
number of years ago and the client wholeheartedly embraces it still today.

Copywriting



DAIRY • FROZEN

Photos used in 

this ad are for 

presentation 

purposes only. We 

reserve the right to 

limit quantities. 

Some advertised 

items may not be 

available at some 

locations.

 McKenzie & Cedar Hill

1521 McKenzie Ave., Victoria

7am-9pm

Westshore Town Centre

2945 Jacklin Rd., Langford

7am-9pm

Brentwood Bay Village

7108 W. Saanich Rd., 

Central Saanich

7am-9pm

Sidney-By-The-Sea

2531 Beacon Ave., Sidney

8am-9pm

Greater Victoria

Gorge Centre 

272 Gorge Rd. West, Victoria

7am-9pm

Quadra Street Village

2635 Quadra St., Victoria

7am-10pm

Up-Island
Nanaimo North Town Centre

4750 Rutherford Rd., Nanaimo 

7am-9pm

Langford Centre

772 Goldstream Ave., Langford

7am-9pm

Shelbourne Plaza

3651 Shelbourne St., Victoria

7am-10pm

Oak Bay Village

2187 Oak Bay Ave., Oak Bay

7am-9pm

www.fairwaymarkets.com

Fri Sat Sun Mon Tues Wed Thurs
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Weekly Specials  |  May 2023

Register for our 

e-flyer online and 

never miss our weekly 

Fairway deals!

fairwaymarkets.com
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DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

DAIRY • FROZEN

BULK FOODS

DELI
BAKERY

Register for our 

e-flyer online and 

never miss our weekly 

Fairway deals!

fairwaymarkets.com

•Ice Cream 
  414-450 mL

•Novelties 3’s

Häagen-Dazs

Assorted

Light Tuna
in Water
•Chunk •Flaked

Ocean’s
170 Gram Tin

Yogurt
Activia Multipack

Assorted

8 x 100 Gram Package

•Chicken
•Turkey
•Strips •Nuggets •Burgers

Janes Pub Style Fully Cooked  

600-700 Gram Package

Ataulfo
Mangos
Imported from Mexico

5 Lb/2.27 Kg Box

MAY 5,
6 & 7

HOT PRICE
HOT PRICE

3 DAYS ONLY!
MAY 5,

6 & 7

499
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 199
ea

HOT PRICE
HOT PRICE

3 DAYS ONLY!

HOT PRICE
HOT PRICE

3 DAYS ONLY!
MAY 5,

6 & 7

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Cashews
•Salted •Unsalted

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

1199
ea

Biscuits
McVitie’s Assorted

300-400 Gram Package

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Cheddar
•1 Year Old •2 Year Old

•Extra Old 
•Appletree Smoked

Cow’s Creamery

180-200 Gram Package

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

1799
 ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

FRESH!

599
lb

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!Cross Rib
Roast
Diamond Black Angus Beef

Boneless   13.21 Kg

Sausage
•Lyoner
•Beer
•Paprika Lyoner

Freybe 199
/100g

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Salad
Broccoli Crunch

with Bacon
Arbutus Farms 199

/100g

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

•Spinach Dip
•Salsa 
Medium or Hot

Fresh is Best

220-375 mL Tub

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Sunshine
Mix

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 99¢
/100g

Raw Almonds
Dan-D-Pak

650 Gram Package

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Cheese
Faith Farms Assorted

Random Weight Approx.

360-380 Gram Package

Feta
Cheese
Saputo Assorted

200 Gram Tub

Entrées
Crave Assorted

200-340 Gram Pkg

Mozzarellissima 

Cheese Saputo Lite  454 Gram Pkg

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!Real Whipped

Cream
Island Farms

400 Gram Aerosol 

Potatoes
Premium Specialty 

McCain Selected

600-800 Gram Pkg

699
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 499
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 499
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

899
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Cottage
Cheese
Island Farms Assorted

750 Gram Tub

299
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!599
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Yogurt
Avalon Organic Assorted 

1.75 Kg Tub
Hashbrowns
McCain
900 Gram Pkg

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!
DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Chocolate Cream Pie
Cyrus O’Leary’s

8”/822 Gram Package

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 999
ea

999
ea

FROZEN

Navel
Oranges

California Grown Fancy
4.39 Kg

199
lb

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Strawberries
California Grown

1 Lb/454 Gram Clamshell

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 499
ea

399
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Margarine
I Can’t Believe It’s Not Butter

427 Gram Tub

Coconut
Milk
Thai Kitchen

Regular Assorted

(Except Organic)

400 mL Tin

599
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Ham
•Old Fashioned

•Smoked Bavarian

Freybe
DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

229
/100g

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 1099
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Charcuterie
Trio
•Regular 
•Mediterranean

San Daniele   

150 Gram Pkg

999
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Salami
•Genoa •Hot Genoa  

Mastro
349

/100g

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Swiss 
Farmer
Sausage Freybe359

/100g

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

349
/100g

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Turkey Breast
•Roast Fat Free •Smoked Fat Free

Lilydale

549
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Sliced 
Cheese
•Havarti
•Irish Cheddar

•Swiss
Preema
160 Gram Pkg

Hawaiian
Sweet Rolls
King’s
340 Gram Package

449
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Garlic 
Bread
Le Bon Croissant

325 Gram Loaf
329

ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Signature Bread

•Cinnamon Raisin •Sesame White •100% WW   

Dempster’s  600-680 Gram Loaf

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 399
ea

Dark Rye
Bread
454 Gram Loaf

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 349
ea

Fresh Baked!

499
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!Sesame 
Seed Sticks
Ready to Serve Assorted

240 Gram Package

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

599
 ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Rice 
Crackers
Dan-D-Pak

500 Gram Package

Mixed Nuts
•Salted •Unsalted

Andi’s Extra Fancy

908 Gram Package

1299
 ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Chicken
Drumsticks

Lilydale Air Chilled

3.73 Kg

169
lb

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

fresh

sale!

HOT PRICE
HOT PRICE

3 DAYS ONLY!
MAY 5, 6 & 7

5Lb 
box

EXCLUSIVE TO FAIRWAY! 
large
size

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 299
ea

FRESH!

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Chocolate
Milk
Island Farms 

4 Litre Jug + Dep

Margarine
I Can’t Believe It’s Not Butter

427 Gram Tub

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!Lasagna
Bassili’s Best

Meat w/ 3 Cheese

1.5 Kg Package

299
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

499
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Organic
Milk
Natrel Assorted

4 Litre Jug + Dep

499
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

899
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Ice 
Cream
Premium Plus

Chapman’s Super 

Assorted  500 mL Tub

1199
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Eggs
Free Run
Island Gold Large Brown

One Dozen
649

ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

•Ice Cream 
  414-450 mL

•Novelties 3’s

Häagen-Dazs

Assorted

Yogurt
Astro Assorted

650-750 Gram Tub

399
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 799
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

•Ice Cream
•Vanilla +
•Premium

•Frozen 
  Yogurt
Island Farms Asst’d

1.65 Litre Tub

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 2/$9

699
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

599
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

DEAL !

PRICE!

PRICE!

DEAL!

DEAL! 2/$5

Nuts
•Mixed w/ 80% Peanuts 190 G 

•Roasted Salted Peanuts 200 G

Beaver

299
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

399
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

699
ea

279
/100g

FROZEN

www.fairwaymarkets.com

in Water
•Chunk •Flaked

Ocean’s
170 Gram Tin

1 ea

300-400 Gram Package

DEAL!

Nuts
•Mixed w/ 80% Peanuts 190 G 

www.fairwaymarkets.com

Register for our 

e-flyer online and 

never miss our weekly 

Fairway deals!

fairwaymarkets.com

Register for our 

e-flyer online and 

never miss our weekly 

Fairway deals!

fairwaymarkets.com

Ground
Pork
Canada Premium Grain Fed

Family Pack  8.80 Kg 

Mixed Sweet
Bell Peppers
BC Grown
2 Lb/907 Gram Bag

 McKenzie & Cedar Hill

1521 McKenzie Ave., Victoria

7am-9pm

Brentwood Bay Village

7108 W. Saanich Rd., Central Saanich

7am-10pm

Sidney-By-The-Sea

2531 Beacon Ave., Sidney

7am-9pm

Up-Island
Nanaimo North Town 

Centre
4750 Rutherford Rd., Nanaimo 

7am-9pm

Greater Victoria

Gorge Centre 

272 Gorge Rd. West, Victoria

7am-9pm

Quadra Street Village

2635 Quadra St., Victoria

7am-10pm

Shelbourne Plaza

3651 Shelbourne St., Victoria

7am-10pm

Oak Bay Village

2187 Oak Bay Ave., Oak Bay

7am-9pm

Langford Centre

772 Goldstream Ave., Langford

7am-9pm

Fri Sat Sun Mon Tues Wed Thurs
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Weekly Specials  |  June 2025

Photos used in this ad are for presentation purposes only. 

We reserve the right to limit quantities. Some advertised 

items may not be available at some locations.

DAIRY • FROZEN

BULK FOODS

399
ea

English
Muffins
Dempster’s Assorted

6’s Package

limit3
per 

customer

limit3
per 

customer

Chicken 
Wings
Lilydale Air Chilled

Family Pack   8.80 Kg

Early 
Warba
Nugget
Potatoes
BC Grown   3.28 Kg

149
lb

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

399
lb

399
lb

Pork 
Sirloin
Roast
Canada Premium Grain Fed

Boneless   7.69 Kg

349
lb

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Tuna
•Chunk •Flaked

Ocean's Light In Water

170 Gram Tin

699
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Soft Drinks
Coke Assorted

12 x 355 mL Tin 

+ Dep

DAY
SONLY

DAY
SONLY

DAY
SONLY

JUNE
6, 7 & 8

JUNE
6, 7 & 8

DAY
SONLY

DAY
SONLY

DAY
SONLY

JUNE
6, 7 & 8

DELI
BAKERY

DAY
SONLY

DAY
SONLY

DAY
SONLY

Muffins
Blueberry Lemon

6’s/500 Gram Package
599

ea

ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

399
ea

Ice Bars
Binggrae Fruity

T’aom Assorted

5 x 75 mL Package

Snack
Mixes Asst’d

Dan-D-Pak
1 Kg Package

999
 ea

Butter
•Organic •Lactose Free

Natrel 
250 Gram Package

599
ea

499
ea

Shredded
Cheese
Western Family

Assorted
320 Gram Package

599
ea

FRESH!

ea

FRESH!

FRESH!

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Montreal
Beef
Grimm's

399
/100g

/100gCapicolli 
Grimm's

349
/100g

Ham
Old Fashioned

Grimm's

259
/100g

Bavarian
Meatloaf

Grimm's

229
/100g

•Crunchy Coleslaw

•Macaroni Salad

•Potato Salad

•Potato Salad w/ Egg

425-454 G

529
ea 399

ea

Swiss Rolls
Quinn’s
•Chocolate •Raspberry

6’s/400 Gram Package
699

ea

599
ea

•Ice Cream
•Vanilla + •Premium

•Frozen Yogurt
French Vanilla

Island Farms Assorted

1.65 Litre Tub

FROZEN

Whole Grains 
Bread

Dempster's Assorted

600 Gram Loaf

ea

ea

Chilled
Beverage
(Except Next Milk)

Silk Selected

1.75 - 1.89 L Carton + Dep

•Ice Cream
•Vanilla + •Premium

•Frozen Yogurt
French Vanilla

Island Farms Assorted

1.65 Litre Tub

599
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Hashbrowns
McCain
800 Gram Package

Entrées
Crave Assorted

200-320 Gram Package
599

ea

Milk
Saputo
Milk 2 Go Selected

310-473 mL Bottle 

+ Dep

Cashews
•Salted •Unsalted

Dan-D-Pak  600 G

1499
 ea

Roasted
Almonds
•Salted •Unsalted

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

299
/100g

Royal 
Nut Mix
•Salted •Unsalted

Chestnuts
Dan-D-Organic

5 x 60/300 G Package

499
 ea

99¢
/100g

Roasted
Sunflower
Seeds
•Salted •Unsalted 99¢

/100g

Mountain
Mix
•Salted •Unsalted

Hearth Loaf
Artisan Seeded

Portofino Bakery

600 Gram Loaf

Fresh Baked!Classic
Ham Grimm's 269

/100g

499
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

2 Lb

Pepperoni
Sticks
Grimm’s Assorted

9”/45 G

149
ea

Bruschette
Chips
•Mediterranean

 Vegetable
•Slow Roast Garlic

•Tomato Olives

 Oregano
Maretti  142 G

1149
ea

•Crunchy Coleslaw

•Macaroni Salad

•Potato Salad

•Potato Salad w/ Egg

1.25 Kg   Reser’s

Blue Cheese
•Crumbled •Traditional

•Extra Creamy •Velvet

Castello  113-125 G
599

ea

349
ea

849
ea

•Prosciutto•Antipasto Misto

Marc Angelo   100 Gram Package

1499
lb

Beef Steaks
•T-Bone •Porterhouse

Canada   33.05 Kg
FRESH!

2/$4 DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

699
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

399
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

599
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Select
Sushi Rice
Mizuho
15 Lb Bag

1499
ea

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Pasta
Sauce
Classico Assorted

218-600 mL Jar

Peanut
Butter
•Creamy •Crunchy

Adams
1 Kg Jar

Dumplings
O'Tasty Assorted

567 Gram Package

FROZEN

1299
ea

Japanese Cheesecake

Carole’s Classic

500 Gram Package

Steam Buns
Chicken & Mushroom

Maxim  4's/440 Gram Package

699
ea

499
ea

1299
ea

Cheese
Cracker Barrel

Assorted
740 Gram Package

2/$5

2/$4

2/$7
Sour 
Cream
Island Farms 

Assorted
250 mL Tub

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Cheese
Faith Farms

Assorted
Random Weight Approx. 

320-340 Gram Package

Feta
Cheese
Tre Stelle
850 Gram Tub 699

ea

699
ea

Mozzarella
Tre Stelle
3 x 250 Gram Package

1599
ea

1199
ea

Cakes
McCain 
Deep’n Delicious

Assorted
510 Gram Package

Vancouver Island Grown

Romaine Lettuce
Vancouver Island Grown

Weather Permitting

2/$5 DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

local

199
lb

DEAL !

PRICE!

PRICE!

DEAL!

DEAL!

Yu Choy 
Sum
BC Grown  4.39  Kg

Sat Sun Mon Tues Wed Thurs

6 7 8 9 10 11
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www.fairwaymarkets.com

Register for our 
e-flyer online and 

never miss our weekly 
Fairway deals!

fairwaymarkets.com

Register for our 
e-flyer online and 

never miss our weekly 
Fairway deals!

fairwaymarkets.com

199
lb

Strawberries
Imported Mexico Driscoll’s
1 Lb/454 Gram Clamshell

 McKenzie & Cedar Hill
1521 McKenzie Ave., Victoria
7am-9pm

Brentwood Bay Village
7108 W. Saanich Rd., Central Saanich
7am-10pm

Sidney-By-The-Sea
2531 Beacon Ave., Sidney
7am-9pm

Up-Island
Nanaimo North Town 
Centre
4750 Rutherford Rd., Nanaimo 
7am-9pm

Greater Victoria
Gorge Centre 
272 Gorge Rd. West, Victoria
7am-9pm

Quadra Street Village
2635 Quadra St., Victoria
7am-10pm

Shelbourne Plaza
3651 Shelbourne St., Victoria
7am-10pm

Oak Bay Village
2187 Oak Bay Ave., Oak Bay
7am-9pm

Langford Centre
772 Goldstream Ave., Langford
7am-9pm

Fri Sat Sun Mon Tues Wed Thurs
 21 22 23 24 25 26 27

Weekly Specials  |  March 2025

Photos used in this ad are for presentation purposes only. 
We reserve the right to limit quantities. Some advertised 
items may not be available at some locations.

DAIRY • FROZEN

BULK FOODS

399
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL! 599
ea

Lean 
Ground 

Beef
Family Pack   11.00 Kg 

DEAL !

PRICE!PRICE!

DEAL!DEAL!499
lb

Pasta
Sauce
Classico Assorted
218-650 mL Jar

DEAL !

PRICE!PRICE!

DEAL!DEAL! 399
ea

Pasta
Sauce
Classico Assorted
218-650 mL Jar

DEAL! 33399
ea169
lb

Bok Choy
•Baby •Shanghai
Imported Mexico  
3.73 Kg

limit4
per 

customer

Ice Cream
Chapman's Super Premium Plus 
Assorted
500 mL Tub

399
ea

DAYSONLY DAYSONLYDAYSONLY

FROZEN

1299
ea

99¢
lb

•Jumbo Sweet Carrots 

•Taiwan Cabbage
Imported China 
2.18 Kg

DEAL !

PRICE!PRICE!

DEAL!DEAL! 999
ea

Soft Drinks
Coke Assorted
20 x 355 mL Tin + Dep

DEAL !

PRICE!PRICE!

DEAL!DEAL! 999
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL! 399
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL! 1099
ea

2 Kg

MARCH
21, 22 & 23 DAYSONLY DAYSONLYDAYSONLY

MARCH
21, 22 & 23DAYSONLY DAYSONLYDAYSONLY

DEAL !

PRICE!PRICE!

DEAL!DEAL!

DELI BAKERY

Fresh Baked!

599
ea

•Superfries 
Straight Cut

•Tasti Taters
McCain  1.5-1.8 Kg Bag

Head
Cheese
Continential

Garlic 
Coil
Continential

Mascarpone
Tre Stelle
275 Gram Tub 899

ea

•Old Fashioned Ham
•Smoked Bavarian Ham
  Charcuterie
   Freybe

DEAL !

PRICE!PRICE!

DEAL!DEAL!

Cheese
•Tickler Cheddar
•Aged Havarti/Gouda
Castello
200 Gram Package

Roasted
Almonds
•Salted •Unsalted

DEAL !

PRICE!PRICE!

DEAL!DEAL!

Snack 
Mixes
Dan-D-Pak Asst’d 
1 Kg Package

999
 ea299

/100g 599
 ea

Dragon 
Boat Mix 129

/100g 199
/100g

Chicken
Drumsticks
Lilydale Air Chilled Family Pack
4.39 Kg

FRESH!

FRESH!

Fresh Baked!Frerer sh Bakekek d!

Red Grapes
Imported Chile/Peru

Seedless   6.59 Kg

899
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL!

Yogurt 
Drinks
Yoplait Assorted
200 mL Bottle

DEAL !

PRICE!PRICE!

DEAL!DEAL!

599
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL!

Havarti
Cheese
Castello Assorted
200 Gram Package

Vegetable Mix
•Asian Mix •Stirfry Blend
•Garden Medley
Western Family
500 Gram Package

Feta 
Cheese
Tre Stelle Assorted
200 Gram Tub 499

ea
DEAL !

PRICE!PRICE!

DEAL!DEAL!

Pizza
Pockets
McCain Assorted
600 Gram Package

•Shepherd’s 
  Pie
•Lasagna
Bassili’s Best Assorted
907 Gram Package

DEAL !

PRICE!PRICE!

DEAL!DEAL!

Yogurt
•Cream Top •Greek
Tree Island
1.5 Kg Tub

Novelties
•Magnum 3’s
•Popsicle 12’s
Breyers Selected

699
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL!

1299
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL!

Turkey 
Breast
•Fat Free •Fat Free Smoked
Lilydale 299

/100g

Irish Ham
Continental

259
/100g

Turkey 
Beer
Sausage
Lilydale 229

/100g 269
/100g

Kentucky Style
Chicken

Breast
Lilydale

Prosciutto Cotto 
Ham
Mastro 269

/100g

Charcuterie
Mastro Gran Piatto
200 Gram Package

159
/100g 269

/100g

1299
ea799

ea

Bread
Cranberry Orange Sourdough
Polestar  650 Gram Loaf 499

ea

Sesame 
Seed Sticks  
Ready to Serve
Assorted
240 Gram Package 599

ea

English
Muffins
Golden West Assorted
6's/390-450 Gram Package

•Bagels Plain 328 G •Bread Asst'd 528 G

•Hamburger Buns 328 G
The Grain Escape

Gluten and Grain Free

1299
ea

Cheesecake
Blueberry Swirl
Sugar Plum
6”/550 Gram Package

Muffins
Blueberry Lemon

6’s/500 Gram Package

Fresh Baked!

DEAL !

PRICE!PRICE!

DEAL!DEAL!

Royal
Nut Mix
•Salted •Unsalted

Dried Fruit
•Thai Honey Mango
•Royal Figs
Healthy & Happy  454 G

899
 ea

Pumpkin
Seeds Roasted
•Salted •Unsalted

Banana
Chips
Dan-D-Pak 
500 Gram Package

MARCH
21, 22 & 23

ea

Thick
Sliced 
Bacon
Harvest Asst'd
500 Gram Package

Sparkling
Water
Bubly Assorted
12 x 355 mL Tin 
+ Dep

Cheddar
Cheese

Cracker Barrel Assorted
740 Gram Package

DEAL !

PRICE!PRICE!

DEAL!DEAL!

399
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL!

Cottage
Cheese
Island Farms Assorted
500 Gram TubGreek

Yogurt
Oikos Multipack
Assorted
4 x 100 Gram Package 399

ea
DEAL !

PRICE!PRICE!

DEAL!DEAL! 699
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL!

Novelties
Chapman’s Yukon
Assorted
5-8’s Package

Cheddar
Cheese
Cracker Barrel Assorted
740 Gram Package

Frozen Dessert
Breyers Family Classic Assorted
1.41 Litre Tub

DEAL !

PRICE!PRICE!

DEAL!DEAL! 2/$10

Hashbrown
Patties
McCain Classic
1.3 Kg Package

DEAL !

PRICE!PRICE!

DEAL!DEAL! 2/$11

599
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL!

1199
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL!
DEAL !

PRICE!PRICE!

DEAL!DEAL! 2/$3 999
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL!

2/$5

Peanut
Butter
•Smooth 
•Crunchy
Western Family
Regular   2 Kg 

Pasta
Sauce
Classico Assorted
218-600 mL Jar

299
lb

599
ea

DEAL !

PRICE!PRICE!

DEAL!DEAL! 2/$7

|  Weekly Flyer, Reusable Bags
Fairway Market, Victoria
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Remember your reusable bag every day!
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Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!Remember your reusable bag every day!
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LOREM IPSUM

BRINGING COMMUNITIES TOGETHER 
THROUGH PADDLING
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cherry 
tomatoes

nuts

CRUSTY
BAGUETTE

CURED 
MEATS

OLIVES

CRUNCHY 
CRACKERS

cheeses • dried fruits
jelly • FIGGY jam • GRAINY mustard

tangy pickles • dates 

SINCE 1963

BUILD YOUR OWN 
CHARCUTERIE BOARD.
SO MUCH FUN + YUM!

TRY fresh herbs like
rosemary, sage, BASIL

and oregano!

make it pop with 
bright reds & greens!

strawberries, cherries and tomatoes
grapes, apple slices, herb garnish

SKEWERS OR 
Bowls for fresh 

mozzarella 
balls!



|  Retractable Banners, Gift Cards + Large Signage
Fairway Market, Victoria

fresh
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INTERNATIONAL

 ISLAND OWNED

��e 1963
Serving Vancouver Island 

for over 55 years
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for over 55 years
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Serving Vancouver Island 
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Serving Vancouver Island 

for over 55 years

Serving Vancouver Island for over 57 Years!

Since 1963Since 1963

Serving Vancouver Island for over 57 Years!

Serving Vancouver Island Since 1963!Serving Vancouver Island Since 1963!

Since 1963Since 1963
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2013 SALES TRAVEL AND ACTIVITIES
We have paced our activity to align with major industry tradeshows 
and events, as well as including the right intervals of time for 
pursuing and following up with prospects.

January
PCMA -  Orlando, FL
Tête-à-Tête Tradeshow, MPI Dinner, Sales Calls, Ottawa

February
CSAE Trillium Chapter Winter Summit & Sales Calls, Toronto
Tourism Victoria Client Event, Vancouver

March
Sales Calls, Montreal (with Tourism Victoria)
Sales Calls, Ottawa
Sales Calls, Washington DC

April
Sales Calls, Vancouver

May
Sales Calls, Ottawa
ASAE Association International Conference, Washington DC
Sales Calls, Toronto

June
FAM June 9 - 12
PCMA Education Conference
Sales Calls, Vancouver

July
Strategic Site Selection FAM July 13 - 16
CESSE Annual Meeting, Providence RI
Sales Calls / Industry Event, Ottawa

August
ASAE Annual Meeting and Expo, Atlanta GA
Odd Fellows & Rebekahs Club Annual Convention, Chicago IL

September
CSAE, Winnipeg
Sales Calls, Washington DC
Sales Calls, Toronto

October
Sales Calls, Ottawa / Montreal
IMEX NA, Las Vegas NV
Sales Calls, Vancouver

November
Sales Calls, Chicago       
Sales Calls, Toronto

December
MPI & CSAE Holiday 
Events, Sales Calls, 
Ottawa
Association Forum of 
Chicagoland Holiday 
Showcase, Chicago IL

The Association market, typically slow to feel a downturn, 

will be one of the last to come out of it.  While there have 

been the signs of a slight recovery in the US Incentive and 

Corporate Travel markets,  it’s the Association market that 

accounts for over 80% of our business.

We have good solutions:  We 

are capitalizing on the value proposition that 

places increased importance on second-tier 

cities and venues. We are positioning the 

centre and the city as what Associations are 

looking for.

We are playing up the uniqueness of our 

centre — bright airy spaces, natural light, 

and First Nations museum-quality art – to 

reinforce the appeal that our ‘boutique’ 

image holds.

We are being less modest about our excellent reputation 

and our performance relative to our competitive set. In the 

Convention Centres of Canada annual benchmarking study, 

Victoria tied with Calgary for the best exhibit hall utilization 

and is ranked third in our group (which includes Calgary, 

Edmonton, Niagara Falls, Winnipeg, Halifax, Ottawa, and 

Quebec City) for overall meeting space utilization.  Victoria 

also booked the highest number of citywide (over 400 

delegates) conventions within the group in 2012, 2011, 2010 

and second highest in 2009 and 2008.

The VCC’s ongoing pursuit and sole focus of booking 

conference business is linked to the fact that Victoria has 

the highest ratio of hotel rooms to conference centre square 

footage in Canada.  Due to the size of the VCC, filling those 

6100 hotel guestrooms is challenging at the best of times but 

the number and range of hotels available is a superb offering 

to delegates and meeting planners.

We are investing in relationships and 
collaboration:  Our best asset, our biggest benefit is 

our community.  Through our Business Ambassador program, 

we are fostering more meaningful business relationships. 

We are asking community leaders to partner with us by 

identifying leads within their networks:  Who do you know 

who might have a lead to Association conference business of 

up to 1500 delegates?  

Knowledgeable, values-based, influential people choose 

to live here.  Their contributions of intellectual capital to 

technology, business, government and entrepreneurship help 

make Victoria a vibrant city.  We are building more and better 

connections to these thought leaders. With their support, the 

VCC can highlight the global reputation that Victoria has with 

Canadian and North American research, post-secondary and 

knowledge-based industries.  

We have strengthened our collaboration with Tourism Victoria, 

following our five-month creation of a formalized agreement.  

Now more than ever we are able to identify areas where we 

can leverage each other’s knowledge, connections and selling 

opportunities.

We are positioned to make the impact we need in 2013. 

Working together, we can bring the business home.
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* Bookings as of Feb 12, 2013

  City Wide Conferences
  Small-Mid Sized Conferences

  Consumer & Trade Shows
  Meetings & Special Events
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July 2013

August 2013

September 2013

October 2013

November 2013

December 2013

January 2013

February 2013

March 2013

April 2013

May 2013

June 2013

WE’RE SERIOUS ABOUT MEETING SOMEONE NEW.

www.VictoriaConference.com

Brenda AndersonDirector of Sales & Marketing
BrendaA@VictoriaConference.com
250. 361.1035

Maybe you can be our matchmaker — is there someone in your business, 
professional association or volunteer network who 

can connect us to new conference business?  Help us fill our city with delegates who stay in 
our hotels and shop in our stores. Call me and help the VCC identify future business.  

Qualify to win an iPad or iPhone when your matchmaking turns into a Citywide conference! 

2013 ADVERTISING OVERVIEWWe are customizing our message to the specific demographic represented in the 

below publications:
PCMA MagazineCSAE Association Magazine (Buyers Guide)

CSAE Association Magazine      (Ontario Supplement) CSAE Trillium (Toronto)MPI Ottawa Membership DirectoryMPI Ottawa Communique

UVIC Business Class Magazine Greater Victoria Chamber of Commerce Business MattersGreater Victoria Chamber of Commerce    Annual ReportDouglas Magazine / 10-to-Watch

2013 ASSOCIATION MEMBERSHIPSActive participation in the right organizations elevates our profile, connects us to decision makers 

and increases our leads.

Association Forum of Chicagoland
Chicago

TVIC
Tourism Victoria

Victoria

SportHost SportHost Victoria

Victoria

GVCC
Greater Victoria Chamber of Commerce

Victoria

CCF
Canadian Culinary Federation (Victoria Branch) Victoria

BOMA
Building Owners and Managers Association

Canada

IAMM
International Association of Assembly Managers International

DMAI
Destinatlon Marketing Association International International

CSAE
Canadian Society of Association Executives

Canada

CCC
Convention Centres of Canada

Canada

GMIC
Green Meeting Industry Council

USA

IAVM
International Association of Venue Managers

USA

ASAE
The Centre for Association Leadership

USA

PCMA
Professional Convention Management Association USA

ICCA
International Congress and Convention Association International

AIPC
International Association of Congress Centres

International

MPI
Meeting Professionals International

International
   

On

We are being less modest about our excellent reputation 

and our performance relative to our competitive set. In the 

Convention Centres of Canada annual benchmarking study, 

Victoria tied with Calgary for the best exhibit hall utilization 

and is ranked third in our group (which includes Calgary, 

Edmonton, Niagara Falls, Winnipeg, Halifax, Ottawa, and 

Quebec City) for overall meeting space utilization.

also booked the highest number of citywide (over 400 

delegates) conventions within the group in 2012, 2011, 2010 

and second highest in 2009 and 2008.

The VCC’s ongoing pursuit and sole focus of booking 

conference business is linked to the fact that Victoria has 
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1. INTERDEPENDENCE

Goal: Creating a model of collaboration and 
interdependence where we leverage and build on each other's 
strengths. 

What we’re doing:
Internal
1. Identifying and fostering 
each other's strengths to 
maximize what we're capable 
of, and accountable as a team 
to meet and exceed our goals. 
2. Ensuring that the basis 
for our team communication 
is that everyone is heard, 
respected, valued and 
informed.

External
1. Enhancing communication 
with the hotel community and 
key industry stakeholders so 
that we can achieve our goals 
and bring more business to 
Victoria.  It is our goal for you 
to feel heard, respected, valued 
and informed.
2. Embracing that we're inter-

connected through the hotel tax. The delegates that come to the 
VCC meet at our place and stay at yours.  We are accountable to 
you and are transparent in how we use these funds. 

2. ENHANCED PROCESS

Goal: Implementing improved data measurement and 
reporting so that we leverage our opportunities and enhance our 
return on investment. 

What we’re doing:
Internal
1. Continue to mine our internal sales data for areas of highest 

return so that this information is directly linked to how we 
spend our resources.

2. Conducting ongoing reviews of sales processes and data
tracking system for greater efficiency.

External
1. Working even more closely with our partners in the 

community to provide the most relevant data. 

3.  ENHANCED RELATIONSHIPS

Goal: Continue developing relationships that can help us 
efficiently, effectively deliver on our mandate.

What we’re doing:
Internal
1. Continue creating learning opportunities through our 

quarterly Spotlight Series, now offered to community partners.
2. Working hand-in-glove with our events department to ensure 

repeat business and to maximize client touch points from 
pre-sale to post-sale.  

3. Hosting an internal Leads Exchange twice a year with 
our VIP program participants and our suppliers.  This after-
hours event of networking, business brainstorming and 
prize incentives will result in shared leads that directly and 
indirectly bring new business to all. 

External
1. Creating awareness within our local business community that 

contacts within their networks may hold the potential for new 
conference business. We are delivering this message through 
our advertising, sector contacts, and placing emphasis on our 
Business Ambassador program.

2. Continuing to host Coffee Talk as an informal open discussion 
of trends, concerns and how we are going after business. This 
keeps us ahead of the curve so that we can better respond to 
and support our partners.

3. Building on our growing readership of our “Connection” 
newsletter.  We have added new features about incoming new 
business and the resulting delegate days. Social media will 
also broaden its reach. We continue to focus on information 
that matters to you.

4. Participating in social media for the first time and moving to 
the next level of followers and conversations to generate top-
of-mind awareness that results in new leads or business.

5. Implementing our collaboration agreement with Tourism 
Victoria to make the most of every prospecting and sales 
opportunity. 

4. ENHANCED SALES CYCLE

Goal:  Increase the number of Citywides.

What we’re doing:
Internal
1. Remaining focused on our strengths and our sales strategy.  

This is not a time to second-guess, nor is it a time to let up. 
Our average sales time is three years from first contact to final 
contract.   During these tough times, we are increasing our 
market activity to achieve our results in the years ahead.

2. Increased activity and productivity for each sales person.  In 
2013, we will be growing the number of leads and prospects 
for business and will be focusing on closing business faster.  

3. Targeting our markets:
a. Primary focus: Cultivating the key Association markets: 

Ottawa, Toronto, Vancouver and DC

b. Secondary focus: Reintroducing the VCC to the Chicago and 
Montreal markets

c. Tertiary focus:  Maintaining our minor involvement in the 
international market

External 
1. Focusing and strengthening our website to ensure maximum 

engagement and exposure through social media/blogging and 
ease of use for planners.

2. Strengthening our Business Ambassador program through 
increased personal contact, focused advertising messages, 
incentives, and community outreach.

3. Hosting our regular June FAM VIP Event, and adding a 
third-party FAM event in July.

1. INTERDEPENDENCE What we’re doing:

THE ENHANCED PLAN & 
PROCESS 2013

SALES & MARKETING PLAN

SUMMARY Whereas 2012 was a year for the VCC to 

redefine and solidify the ‘new normal’ of how 

we do business; 2013 is a year to further integrate these best practices and to focus 

on who can help us have further reach to generate more  business. 

We have an excellent reputation as a city and a conference centre.  Nationally and 

internationally Victoria is known for its intellectual capital, the beauty of our city, and 

a conference experience that is second to none.  We are building on that excellence 

this year and will be heightening that awareness with the business community in 

Victoria. 

Like the salmon of our logo that represents the economic life blood of our First 

Peoples, we understand the importance of what we do in supporting the local 

economy and we look forward to working with our community in 2013 to create 

increased economic impact that carries us into the future.

Brenda Anderson

Director of Sales & Marketing

250.361.1035

BrendaA@VictoriaConference.com

Susan Elrick, CMP

Senior Account Executive

Ottawa, Chicago

SusanE@VictoriaConference.com

250-361-1004

Evelyn O'Connor, CMP

Senior Account Executive

Vancouver, Toronto

EvelynO@VictoriaConference.com

250-361-1019

Monika Lebedynska

Senior Account Executive

International, DC

MonikaL@VictoriaConference.com

250-361-1017

In 2013, your Victoria Conference Centre is working harder than ever to 

deliver on its mandate: to increase conference business and economic 

impact to Victoria. Our strength will come from three areas:  knowing the reality of 

our challenges, being pragmatic in our solutions, and deepening our collaboration 

with our community partners.

We know our current reality:  There is a continued absence of 

US Association business in Canada in general, which has resulted in increased 

competition among Canadian conference venues for Canadian Association business.

There is additional and new convention product being developed in Canada. Many 

new and expanded centres have come on stream in the last two years, and there are 

more to come in the next three. 

A continued depressed economy and tighter budgets have resulted in increased 

scrutiny on travel: fewer delegates are being allowed to attend conferences.

the enhanced plan & 
process 2012

sales & marketing plan

Themarket has changed:  convergence is upon us where we're all 

expected to do more with less.  competition is fierce, sales lead times 

are shorter, clients are more sophisticated and demand what they want. in this 

market, negotiation favours the buyer.  Factor in a slowly recovering economy, and 

it is especially incumbent upon us to look at not only what we do but how we do it.

our 2012 sales and marketing plan of the Victoria conference centre (Vcc) reflects 

this new ‘normal’.  We know the same activities will not yield the same results. We 

are clear and focused and we are leveraging every possible resource. While we are 

doing the basics well, it's a year to enhance all that we do.  We will lead with our 

strengths, sure in the knowledge that we are a vibrant conference destination and 

that we’ve gone through a market shift: 89% of our business is now comprised of 

canadian associations.  By focusing on this ‘sweet spot’ we are spending our dollars 

in the wisest possible way.  We will make every dollar count so that we can create 

economic impact for the city and return the Vcc to self-financing by 2014.

sUmmarYthe conference business has changed.  our vision 

is one of trend management and optimization of 

our resources to deliver the best results. and by being true to who we are and playing 

to our strengths, we can ride out the changes and even flourish.  

We are living our logo.  We are located on First nations land and our logo's imagery is 

meaningful to us. the three salmon heads, created by First nations artist chris paul, is 

very sacred and holds great purpose: salmon diligently travel upstream year after year 

to come together again to create another cycle of life.  so it is with us: we work hard 

throughout all seasons to bring people from all over the world to meet here again at 

the Victoria conference centre — and the magic that happens when they do. 

Brenda anderson

director of sales & marketing

 250.360.1035

Brendaa@Victoriaconference.com

susan erlick, cmp

senior account executive

ottawa, chicago

susane@Victoriaconference.com

250-361-1004

evelyn o'connor, cmp

senior account executive

Vancouver, toronto

evelyno@Victoriaconference.com

250-361-1019

monika lebedynska

senior account executive

international, dc

monikal@Victoriaconference.com

250-361-1017

ashley spilsbury

sales & research 

coordinator

ashleys@Victoriaconference.com

250-361-1009

|  Marketing Plan, Business Cards + 10 Year Planning Calendar
   Collateral design, Victoria Conference Centre  

The Conference Centre’s 10 Year Planning Calendar is a marketing tool they 
share with existing clients and prospects — a compact resource that showcases 
Victoria’s  year-round natural beauty and vibrant culture. Victoria’s  year-round natural beauty and vibrant culture. 

Local and specifi c imagery

  
  T 250.361.1004
  C  778.415.0560

ngauld@victoriaconference.com 

Nathan Gauld
Senior Manager of Events

720 Douglas Street  
Victoria BC Canada  V8W 3M7

www.victoriaconference.com

    
  T 250.361.1004
  C   778.415.0560ngauld@victoriaconference.com  

Nathan Gauld
Senior Manager of Events

720 Douglas Street  
Victoria BC Canada  V8W 3M7

www.victoriaconference.com

    
  T 250.361.1006
  C   250.415.0560ngauld@victoriaconference.com  

Nathan Gauld
General Manager

720 Douglas Street  
Victoria BC Canada  V8W 3M7

www.victoriaconference.com



THE MASTER

BUILDERBUILDER

HAPPY
DAYS

APRIL 23-MAY 5

“Harrowing, funny, tender and terrifying…” The TimesBY SAMUEL BECKETT

MAY 28-JUNE 9

“Perplexing and fascinating.” The GuardianBY HENRIK IBSEN

JULY 2-14

“A bubbling, rib-tickling comedy.” The New York TimesBY NEIL SIMON

Barefoot in
THE PARK

A FUNNY THING
happened on the way to the FORUM

JULY 30-AUGUST 11

BY STEPHEN SONDHEIM, 

BURT SHEVELOVE AND LARRY GELBART

“A marvel of gleefully saucy yet wholly innocent farce that leaves 

you spent from laughter!”  The Guardian
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Directed by Don Shipley 

Starring Nora McLellan and Michael Armstrong

Directed by Brian Richmond

Starring David Ferry and Amanda Lisman

Directed by Fran Gebhard

Starring Laura-Jane Tresidder and Jonathan Mason

with Gwynyth Walsh, Chris Britton

Directed by Kevin McKendrick

Starring Britt Small and Damon Calderwood

|  Posters + Outdoor Canvas Banner • Online Assets
Blue Bridge Th eatre (Layout, Art Direction + Photoshoot)

HAPPY

“Harrowing, funny, tender and terrifying…”

Starring Nora McLellan and Michael Armstrong

        Season Tickets 250.382.3370 
Single ticket purchase online at bluebridgetheatre.ca

Roxy Theatre  2657 Quadra Street
blue bridge
repertory theatre
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2019 SEASON
OF GREAT CLASSIC THEATRE!

BLUE BRIDGE REPERTORY THEATRE PRESENTS  ITS

APRIL 23-MAY 5
v HAPPY DAYS

MAY 28-JUNE 9
v THE MASTER BUILDER

july 2-14
v BAREFOOT IN THE PARK

july 30-august 11
v A FUNNY THING HAPPENED
    ON THE WAY TO THE FORUM

BY SAMUEL BECKETT

BY HENRIK IBSEN

BY NEIL SIMON

BY STEPHEN SONDHEIM, 
BURT SHEVELOVE AND LARRY GELBART 

Consistently themed assets + 
made-to-measure photography

RESERVE YOUR SEAT TODAY!

“A marvel of gleefully saucy yet wholly innocent farce 

that leaves you spent from laughter!” The Guardian

JULY 30-AUGUST 11

BY STEPHEN SONDHEIM, 

BURT SHEVELOVE AND LARRY GELBART 

A FUNNY THING
happened on the way to the FORUM

RESERVE YOUR SEAT TODAY!JULY 30-AUGUST 11

RESERVE YOUR SEAT TODAY!

“Perplexing and fascinating.” The Guardian

MAY 28-JUNE 9

THE MASTER

BUILDER
BY HENRIK IBSEN

Adapted by David Hare

RESERVE YOUR SEAT TODAY!

HAPPY
DAYS

“Harrowing, funny, tender and terrifying…” The Times

APRIL 23-MAY 5

BY SAMUEL BECKETT

DISCOVER INTERNATIONAL PL AYWRIGHTS

IN OUR 2019 SEASON

2019 SEASON OF 

GREAT CLASSIC THEATRE!
BUY A 
BLUE PASS 
BEFORE 
MAY 5TH AND 

SAVE UP 
TO 15% 
OFF SINGLE 

TIX PRICE

blue bridge
repertory theatre

RESERVE YOUR SEAT TODAY!

Each season, Blue Bridge Repertory Theatre marries large outdoor exposure marketing with 
targeted websliders to spread the word of their annual productions. Mindful of their budget, 
we called upon various members of their friends and family to model — the sterling skills of 
local photographer Joanne Richards pulls it o� . We also create a 12-page playbill that spring-
boards o�  the creative for each production.



Season Tickets 250.382.3370        Single ticket purchase online at bluebridgetheatre.ca

Thank you to our Sponsors

Roxy Theatre  2657 Quadra Street
BLUE BRIDGE REPERTORY THEATRE

10TH ANNIVERSARY SEASON

SWan song
{and other farces}  

BLUE  BRIDGE  REPERTORY THEATRE  PRESENTS

An evening of hysterical one act plays by Anton Chekhov, the great 19th Century Russian playwright.

"Wonderfully witty..." The NY Times

APRIL 24-MAY 6
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reduced
75%

Mini Blue Pass 10% Off • Single ticket purchase by phone 250.382.3370 or online bluebridgetheatre.ca

Thank you to our Sponsors

Roxy Theatre  2657 Quadra Street

BLUE BRIDGE REPERTORY THEATRE

10TH ANNIVERSARY SEASON

ALL MY SONS
CLASSIC DRAMA BY ARTHUR MILLER  

BLUE  BRIDGE  REPERTORY THEATRE  PRESENTS

"A rollicking good story about family secrets.”  The Guardian

MAY 29-JUNE 10
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T H E  M A I T L A N D
F O U N DAT I O N

Purchase by phone 250.382.3370 or online bluebridgetheatre.ca

Thank you to our Sponsors

Roxy Theatre  2657 Quadra Street

BLUE BRIDGE REPERTORY THEATRE

10TH ANNIVERSARY SEASON

THE drawer boy
CLASSIC DRAMEDY BY MICHAEL HEALEY  

BLUE  BRIDGE  REPERTORY THEATRE  PRESENTS

"A landmark in Canadian Theatre.”  The Guardian

JULY 3-15
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T H E  M A I T L A N D
F O U N DAT I O N

Purchase by phone 250.382.3370 or online bluebridgetheatre.ca

Thank you to our Sponsors

Roxy Theatre  2657 Quadra Street

BLUE BRIDGE REPERTORY THEATRE

10TH ANNIVERSARY SEASON

CLASSIC MUSICAL BY Stephen Sondheim  

BLUE  BRIDGE  REPERTORY THEATRE  PRESENTS

JULY 31
-AUGUST 12
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“One of the most exciting and innovative musicals in the genre’s history.”
The Guardian

SWEENEY TODD
THE DEMON BARBER OF FLEET STREET

|  Posters
Blue Bridge Th eatre (Design, Art Direction + Photoshoot); ArtSea; Salish Sea Lantern Festival; Vogue Knitting Live! Seattle

A week of events, shows, displays and activities at various locations on the 
Saanich Peninsula, leading up to the ArtSea Fall Studio Tour October 21 & 22.
A week of events, shows, displays and activities at various locations on the 

Saanich Peninsula, leading up to the ArtSea Fall Studio Tour October 21 & 22.

SIDNEY PIER BAND SHELL
AUGUST 25TH, 2018

7:30 PM - 10:00 PM
LANTERN PROCESSION AT 8:30 PM

SENCOTEN SINGERS, NEW MUSICAL GUESTS THE WILDS,

FACE PAINTING, BALLOON TWISTING, BUBBLES AND A 

DISPLAY OF HAND-MADE CREATIVE LANTERNS.

Bring your creative spirit, dress up in costume, or carry your own hand
-made lantern!

Be part of a magical celebrat
ion of light, community and artis

tic expression.

NOVEMBER 3-5, 2017
MEYDENBAUER 

CONVENTION CENTER

SPECIAL DISCOUNT RATES! 
HALF OFF ALL MARKETPLACE TICKETS 

WITH CODE BPM50

20% OFF REGISTRATION OF PACKAGES, 

CLASSES OR LECTURES WITH 

CODE BPM20 

CLASSES, LECTURES, FASHION 

SHOWS, ART INSTALLATION

JOIN VICTORIA CRAFTERS!
SAVE ON REGISTRATION!
vogueknittinglive.com

SPONSORED BY

www.beehivewoolshop.comwww.blackpress.ca

CALLING ALL VANCOUVER 
ISLAND KNITTERS

Join ArtSea Community 
Arts Council.

Make art 
happen.
Add yours to the collective voice in support 
of arts and culture on the Saanich Peninsula.

Visit artsea.ca to learn more.

Benefits of Membership:
• Participate in events and renting of ArtSea Gallery in Tulista Park.
• Apply for funding grants and scholarships.
• Free newsletter to stay connected.
• Artist’s profile on artsea.ca.

             Friends of ArtSea discount card.Plus



Independent and assisted 
living choices for today’s senior

LOCALLY OWNED & OPERATED 
by THE TIDMAN GROUP

2290 Henry Ave. Sidney  l  250.656.8827  l    www.welcometopeninsula.ca

Shot on location at Peninsula at Norgarden

Newly 
acquainted 
Eileen and 
Joyce share 
piano keys 
and laughter. 

Life is 
joyful 
here.

Ask our residents:

Independent and assisted 
living choices for today’s senior

LOCALLY OWNED & OPERATED 
by THE TIDMAN GROUP

2290 Henry Ave. Sidney  l  250.656.8827  l    www.welcometopeninsula.ca

Shot on location at Peninsula at Norgarden

Joyce and 
Sandra share 
a passion for 
crib and story-
telling.

Life is 
full
here.

Ask our residents:

Independent and assisted 
living choices for today’s senior

LOCALLY OWNED & OPERATED 
by THE TIDMAN GROUP

2290 Henry Ave. Sidney  l  250.656.8827  l    www.welcometopeninsula.ca

Shot on location at Peninsula at Norgarden

Helen, Glenn and Otis 
are happy to have 
all the comforts 
of home.

Life is 
relaxing
here.

Ask our residents:

Independent and assisted 
living choices for today’s senior

LOCALLY OWNED & OPERATED 
by THE TIDMAN GROUP

2290 Henry Ave. Sidney  l  250.656.8827  l    www.welcometopeninsula.ca

Shot on location at Peninsula at Norgarden

Roy and Philip 
get up to no good 
in the games 
room.

Life is
fun & 
games 
here.

Ask our residents:

|  Ad Campaign + Photography
Th e Peninsula at Norgarden Independent and Assisted Living; 
(Design, Art Direction, Copywriting + Photoshoot)

Every two years we enjoy coming up with a concept for Denise Tidman and her 
team at Peninsula at Norgarden, at the time an independent and assisted retire-
ment community. We provide them the concept and work closely together to se-
lect the ‘models’ from their community. We called upon photographer Lia Crowe 
for this particular series that puts a spotlight on all things joyful, relaxing and 
fun to be had as a resident of Peninsula at Norgarden. It’s immensely rewarding 
to work with these lovely seniors who get a real charge out of the experience 
and graciously deal with their newly-minted celebrity status.

Copy-writing + local, specifi c imagery


