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Fast facts*: 
• One in every four Canadian households has a 

small business owner in residence 
• 77% of all businesses are classified as small 

businesses (annual revenue/income less than $1 
million and/or fewer than 5 employees) 

• 97% of all businesses have less than 50 
employees 

• 50% of the businesses in operation today were 
started from scratch. This means that they are 
first generation businesses that are not 
franchises 

• Annually, 40% of new jobs in Canada are 
created by small businesses 

 

Introduction  
 
The business market in Canada is large, dynamic and on the upswing. At present, there are more 
than 2.1 million businesses operating in the country, with more than three quarters of these 
classified as “small business.” In the past 10 years alone, the number of businesses has grown 
by 40%. These jobs and wealth generated by these businesses have a significant positive impact 
on the Canadian economy. 
 
With these numbers in mind, it’s easy 
to see why small businesses are an 
attractive and potentially very 
rewarding market. 
 
Although you may not know it, you 
probably have a good headstart on 
the know-how you need to 
successfully penetrate this market.  
 
This guide is designed to build upon 
your knowledge base. It covers types 
of businesses in Canada, describes 
who the owners are, shows you how 
to identify decision makers, and 
details what their insurance needs are 
likely to be.  
 
When you complete the guide, you will have a good understanding of the small business market. 
You will understand how to approach business prospects, identify their needs, and present 
appropriate solutions.  
 
At the end of the guide you will find a list of resources and links you can use if you wish to deepen 
your understanding of what makes Canadian businesses—and their owners—tick. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
*Source: Statistics Canada
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If you plan to focus solely on family-owned 
businesses, you may want to check out 
The Guide to Family Business, Canadian 
Edition, by Peter Leach, Bruce Ball and 
Garry Duncan. It will give you a solid 
understanding of the issues and 
challenges inherent in family-owned firms. 
 

Small business owners—who are they? 
 
 
The vast majority of business owners are in the “family business” category. All sole 
proprietorships are by definition family-owned, and a significant percentage of businesses fall into 
this category as well. This market segment offers outstanding opportunities for the producer. 
 
Founders of family businesses will either look upon the business as a monument to their time on 
earth or as a burdensome albatross.   
 
Those who look upon their business with 
pride and a sense of heritage will want to 
protect their creation. They will be able to 
appreciate the importance of proper early 
planning.  
 
Those who see their business as an 
albatross will need help maximizing the 
company’s value. They will be particularly 
interested in protecting family assets. 
 
Whatever their own attitudes toward their companies, small business owners have an undeniable 
need for insurance advice and products. But before you can approach them with solutions, you’ll 
need to learn more about what drives them and influences their decisions. 
 
 
 
What motivates them? 
 
People start businesses for a variety of reasons. These can range from a desire to be their own 
boss, to leaving a legacy for their family, to benefiting the community. Understanding what 
motivates business owners will help you relate to their concerns and arrive at solutions that 
directly address the issues closest to them.  
 
As you review the motivating factors in this section, try thinking of the business owners you know 
in your community. Write down those names. They will form the basis for your introduction to this 
market. 
 
You may also want to examine your own reasons for starting a business. What motivated you? 
Was there just one reason, or were you driven by a number of factors? As a business owner, 
whether as partner in a business, a shareholder in a corporation, or a sole proprietor, you will 
readily identify with many of your prospects’ motivations because you share them. You will find 
this common ground invaluable in helping you deal with and understand other business owners. 
 
 
• Be my own boss 
For many people, the opportunity to have greater control over their own lives is the key reason for 
owning a business. These individuals often left the security and money offered by larger 
corporations in order to strike out on their own. 
 
A study of small business owners discovered that the most successful did not make immediate 
personal wealth—money—their primary objective. Instead, owners gave “being my own boss” as 
the most common reason for starting a successful business. 
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• Make money (income) 
Until the economic downturn of the early  '90s, “make money ” (income) was much further down 
the list of reasons than it is now. It moved up the list because displaced managers of the '90s 
needed to find a way to maintain their lifestyles. Because they needed income, they opted to  use 
their expertise to start businesses. Having said that, the decision makers in a small business— 
such as the owner and/or non-owner executives—are usually motivated by several factors. 
Making money is typically only one of many motivators. 
 
• Ownership 
Pride of ownership is strong in people. They want to call something their own. Many business 
owners could easily make more money, have more free time and live with less risk, as 
employees. Pride of ownership keeps them working in businesses they can call their own. 
 
• Legacy 
Many businesses today are family-owned and operated. The owners take pride in their humble 
beginnings. While there may have been other reasons for starting the business, the importance of 
wanting to pass it on cannot be ignored. Many business owners are willing to expend large sums 
of money and energy to establish businesses that extend to the next generation and beyond. This 
is not a new phenomenon. Many of today’s thriving large businesses are multi-generational firms. 
 
In these cases, successfully passing on or continuing to pass on the business will rely on careful 
analysis of both the business and the tax consequences of the generational transfer. 
 
• Noble purpose 
Surprisingly (and commendably), many businesses’ primary purpose is to fill an important need in 
the community, or to provide a solution that may benefit society as a whole. For example, the 
inventions of Alexander Graham Bell and Thomas Edison led to the founding of enterprises that 
continue to this day. Organizations that promote religion or the arts, provide medical care and 
pharmaceuticals, or focus on education, are particularly likely to be motivated by “noble purpose.” 
 
These organizations often have trouble attracting and keeping employees because of perceived 
lack of job security and low pay. Employee benefit and key person plans can be used to 
counteract these factors. However, these plans are seldom used effectively. This common failing 
opens up an opportunity area for you.  
 
Extremes are common in organizations driven by passion and nobility of purpose. Often, they 
spend either too much or too little on business insurance. Poorly designed and sometimes-
oversold business insurance plans do not provide the type of support and motivation they need 
for long-term strength and stability.  
 
When approaching businesses of this type, always conduct a thorough fact-find. Discuss your 
findings with the chairperson and board of directors before you recommend a course of action. 
This may lengthen the process, but it will increase your chances of developing a plan that meets 
the organization’s objectives. 
 
• Personal security 
Many people start companies because they want to control their own personal security. They left 
corporate Canada with its mergers, rightsizing, transfers and bureaucracy to gain more control 
over their lives. After a while, they discover that they continue to operate the business because 
“it’s all I know how to do!”  While they are not unhappy, they are also not completely satisfied with 
the business direction and its relationship to their personal goals. 
 
You will find that people in this situation concentrate on maximizing their own personal financial 
security rather than achieving specific business objectives. Spark their interest by offering advice 
on how to supplement their retirement income and/or handle incurred debt. 
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• Growth 
There’s no getting around the fact that growing a business is challenging. For some, it can be a 
big high. Some owners are very driven by the desire to help a business grow and prosper.  
 
Businesses with growth objectives will find your services extraordinarily helpful. They typically 
have difficulty attracting key employees during their expansion phase. A well-planned, effective 
business insurance plan can help a growing business reach its objectives more easily. 
 
Keep in mind that growing companies often overlook business insurance because they are 
moving so fast. You will need to clearly spell out how your advice can help maintain and support 
their momentum.  
 
• Save taxes 
Many people start businesses so they can deduct expenses on a business basis that they would 
not be able to on a personal basis. They want to use every possible tax advantage to keep or re-
invest more of the income they make.  
 
The creative use of insurance and financial products and services will help many business 
owners, and their employees, save even more taxes. 
 
• Power 
We may not feel comfortable with it, but some people like to have control over others. Such 
people may start a business and then use it to acquire the power they seek. 
 
Many individuals who are actively involved in municipal, provincial or federal politics use their 
business to fund their quest for power and influence, or to promote their ideals outside the walls 
of their businesses. 
 
Those with a “benevolent dictator” motivation generally have a strong tie to their business and to 
their key employees. In the majority of cases, these individuals are considered great bosses. 
When properly advised, they buy large amounts of business insurance for themselves and their 
key employees. 
 
Take care when dealing with the more self-serving of these power-hungry individuals. They are 
more interested in price than quality. To show who is in control, they will switch products for a 
penny. They will often be unappreciative of your help and may not be ideal clients. 
 
• Prestige 
This may be very similar to the power objective, but it differs slightly in that business owners who 
seek prestige are primarily seeking to raise their respectability. They are not necessarily out to 
increase their power base. Prestige-seekers may be motivated by the desire to overcome a 
previous business setback or become a part of a community’s elite. 
 
Their actions include treating their employees well, donating generously to charities, and 
maintaining a high profile. Their impact can be significant. Since 1998, five Canadians have 
committed $100 million or more to worthy causes (Globe & Mail Wealth Report May 25, 2002). 
 
Don’t overlook the desire for prestige as a powerful motivator for decision makers. Because of 
their motivation, they may be very interested in such strategies as planned giving as a part of 
their estate plan. They may also be interested in business continuation. 
 
• Ego 
This is one motivating factor you definitely won’t discuss with a business owner. After all, you 
wouldn’t just walk in and say, “ I know you’re in business for your ego!” 
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However, it is important to remember that many people are in business because it makes them 
feel good about themselves. Running a successful business will help a person build self-
confidence and self-image. 
 
Also, remember that that ego is not necessarily a negative motivating factor. It is the same 
motivator that triggers completing a marathon or creating a piece of art. 
 
This particular factor will probably be tied up with some of the other motivators already 
mentioned. For example, prestige and being one’s own boss will likely be combined with the ego 
reason. 
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The Decision Makers 
 
 
Sometimes the person who started a business is the same person you will ultimately end up 
meeting when you begin a business fact-finding process. Other times, you will deal with someone 
who, though still powerful within the company, is not the founder.  
 
Remember that one or a few individuals control every business. This person or small group 
makes all the important decisions about the company and decides its future direction. These are 
the decision makers. As a business advisor, you must win the confidence of decision maker(s) 
before they will act. 
 
You can gain insight into how decision makers think by either looking at your own practice, or by 
sitting down with your GA and discussing the business decisions that s/he has made. What are 
you, or your GA, doing to ensure that the enterprise continues in the event of retirement, death or 
disability? 
 
As you go through this section on decision makers, try looking at the issues though your eyes, 
those of your GA, or those of a business owner with whom you are familiar. 
 
There are four general categories of decision makers you will need to distinguish: 

• Founders 
• Owner-Executives 
• Absentee Owners 
• Executive Non-owners 
 
 

Understanding how different kinds of decision-makers think will help you recommend business 
insurance strategies that they will act upon. However, you should also remember that these 
profiles are merely guidelines. These patterns of behavior will not always apply. Never overlook 
the fact-finding process as a way to get insight into what makes a decision maker buy. 
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Founders 
 
Over the last few of decades, there have been an increasing number of business ventures that 
involve one person developing a dream into a thriving business. Our nation is filled with stories 
about founders like Roy Thomson of Thomson Corp, Paul Desmarais of Power Corp. of Canada 
and Armand Bombardier of Bombardier Inc. 
 
In each case, these companies began with one person and an idea. Hard work, determination 
and a little luck helped the founders establish businesses that have survived into the second or 
third generation. 
 
These are the “biggies,” but there are literally hundreds of thousands of small businesses in 
Canada that are striving for similar long-term results. And they are run by founders with the same 
ambition and drive as Thomson, Desmarais and Bombardier. 
 
One of the distinguishing characteristics of founders is that they view their enterprises as their  
”baby.” They immerse themselves both financially and emotionally into their business. They 
nurture it as if it were their very own child. 
 
Because of the deep emotional involvement, founders make decisions based on how they will 
impact both short-term and long-term goals. They often find themselves in “survival” mode for 
extended periods of time. Early on, they are cash-short and work long hours. For the most part, 
their early survival is determined by hard work and determination.  
 
Soon, most founders find themselves turning to experts who have a specific skill (or skills) the 
company needs to move from survival mode to profit mode. At this point, the founder’s insurance 
needs include: 
 

• Debt coverage  
In the vast majority of cases, the business growth is funded by borrowings 
supported by the founder’s personal guarantees. Founders may not recognize 
that these guarantees can saddle their heirs with unnecessary debt. They need 
guidance in this respect. 
 

• Key person insurance 
Founders can only run and manage businesses by themselves for a short time. 
As the businesses expand, they must hire experienced and reliable personnel. 
The new personnel can become just as important to the success of the 
enterprise as the founders themselves. At this stage, founders will be interested 
in insurance involving key personnel.  
 
Often, combining key person insurance with a competitive compensation plan 
can have dual benefits. First, it guarantees business stability by offering income 
protection for the business in the case of the key employee’s premature death. 
Second, it has the potential to provide more money for the key employee at 
retirement (thus supplying golden handcuffs to bind the key person to the 
business). 

 
• Development of a fully funded business continuation plan  

The business will not survive without large amounts of capital to replace the 
experience (and luck) resulting from the founder’s hard work and enthusiasm. 
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Founders will need help developing business continuation plans that provide the 
funds needed to keep their businesses strong. 
 
 

• Estate equalization  
In some cases, founders may have children who are not interested in the 
business, or who have other interests. It will be important to address the issue of 
how to treat these children fairly. 
 

Facts about Founders 
• Founders will sometimes make business decisions that do not seem reasonable or financially 

sound to an outsider. This is due to their emotional attachment to the business. Their 
continued ownership and control is important to them, even when giving up some ownership 
to others would make more sense. 

 
• Founders may not feel “right” about using corporate funds to increase their own 

compensation. They may even be more interested in using corporate funds for key 
employees than for themselves. This will be especially true if the key person in question has 
been a loyal supporter of the firm. 

 
Complete understanding of the founder’s hopes, dreams and aspirations is a must. Many 
founders may be willing to leave themselves and their families at risk if it will ultimately help them 
achieve their business goals. Only when you understand their feelings can you effectively advise 
them on how to achieve their business goals and maintain financial stability at the same time. 
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Owner-Executives 
 
Unlike founders, owner-executives purchase businesses for investment purposes. Typically, 
Owner-executives: 
- want return on their investment 
- want to actively manage a company 
- expect to be compensated for their management skills 
- run the business more by the numbers than by emotion or intuition  
- look for tried-and-true methods for making the business a success 
- are less patient about reaching their goals than founders 
- often approach decision making with a “What’s in it for me” (WIIFM) attitude 

 
This type of decision maker will frequently buy and manage a franchise or other “less risky” 
enterprise. They will look for ways to maximize return by increasing their own personal 
compensation. They will focus on managing the business to achieve greater growth, less debt 
and more profits. 
 
When working with owner-executives, remember that they purchased their business as an 
investment. If the right offer comes along, they may be happy to sell. Because of this, owner-
executives view business continuation planning as 
important only as it relates to the possible future sale of 
the business or to the security of their own families. 
 
Owner-executives may also be very interested in ways 
to use the corporate cheque-book for their own benefit 
and that of their families. They will be interested in: 
 

• Personal Compensation  
Owner-executives are often very interested in disability insurance and/or critical 
illness insurance plans. They are drawn to plans for corporate leveraging or 
Retirement Compensation Arrangements. They like the idea of constructing 
these programs on a shared-ownership basis. 
 

• Collateral Insurance  
Owner-executives understand that the only reason to borrow money for the 
business is so that the business will make more money. They are acutely aware 
of the cost of repaying debt. A good approach is to make sure they know that life 
insurance proceeds are an economical way of repaying the balance due if they 
die prematurely. Couple this with the fact that it helps secure lines of credit and 
the premiums may be deductible, and you have a great potential sale. 
 

• Key Person Insurance 
Owner-executives understand that key people are important to the continued 
profitability of the enterprise. They have a genuine concern for holding on to 
these individuals. They correctly believe that it takes the right people to make 
money, just as it takes money to make money. Successful owner-executives will 
plan around “corporate widowhood “as it relates to the key employees. They will 
view compensation coupled with key person insurance as an attractive golden 
handcuff and business management tool. 

Attention getting tip:  
Approach owner-executives with 
ideas about how to get more “tax-
advantaged’ or “tax-deferred” 
compensation from their business 
while maintaining a healthy 
balance sheet.  
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• Saving Taxes 
They are extremely interested in saving taxes. Attract their attention by showing 
them how corporate funds can be used to save taxes and increase 
compensation. The triple back-to-back annuity is a good example of a strategy 
that will spark an owner-executive’s interest. 

 
 • Buy/Sell Agreements 

Although owner-executives are less likely to help buyers finance such 
agreements than founders, they are still interested in buy/sell agreements. An 
excellent strategy is to present them with creative financing alternatives to 
supplement or provide retirement income. These may include a Living Buyout 
Arrangement or Corporate Leveraging. Owner-executives rarely desire an 
ownership or management position after retirement. Because of this, protecting 
that arrangement with life insurance is very important to them. Once these 
individuals have made the decision to retire, they expect the new owners to 
guarantee the sale completion.  
 

• Funding and Investment Timelines 
Owner-executives often make decisions based on bottom-line financial analysis. 
The timelines that you set for reaching the objectives set forth in your analysis 
should be relatively short—five to 10 years. They will see business insurance 
funded over this period of time as an ideal way to provide business security and 
capital, and keep key employees. Concentrate your recommendations on 
maximizing the decision maker’s personal income and security, minimizing their 
taxes, and improving their investment value. 

 
 
 
Absentee Owners 
 
• Types 
There are essentially two types of absentee owners. The first is a founder or owner-executive 
who has passed the business on to an heir. He or she is no longer directly involved in running the 
company. 
 
This type of absentee owner may have emotional involvement with the business, but limited 
desire to be involved with the day-to-day operation. In fact, as hard as this may be to believe, this 
type of owner may allow the business to disintegrate rather than become too directly involved. 
 
The second type of absentee owner is the passive investor who has purchased the business to: 

• reduce personal taxes 
• increase their net worth (long term tax-advantaged growth) 
• improve return on investment capital (greater return than a passive investment) 
• create potentially inflation-proof investment income 
 

This type of absentee owner purchases a business as an investment and is not looking for 
executive responsibilities. He or she will understand that some risks need to be assumed if the 
business is not successful. From an insurance perspective, these owners may be more open to 
considering business insurance than heirs who inherited a business but are not interested in 
running it. 
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• Approaches 
In many companies, both the owner and the management team review business insurance 
decisions. In an absentee-owner situation, the 
person you need to speak with is usually the 
accountant or comptroller. S/he is the 
absentee owner’s eyes and ears into the daily 
operations of the company. 
 
Most absentee-owners are primarily 
concerned with keeping quality management 
in place to ensure a productive business. They 
seldom want to become active in 
management. Because of that, they are willing 
to spend business dollars on selective benefits 
to keep quality executives happy.  
 
Selective benefits, which are provided on a 
discretionary basis to one or more employees, 
can include: 
• Shared ownership insurance, regular or reverse 
• Individual Disability or Critical Illness Coverage 
• Retirement Compensation Arrangements 
 
The business may also purchase additional coverage to ensure management continuity should 
the key people die prematurely or become disabled. 
 
You may want to investigate an estate-planning sale for the absentee-owner. Shared ownership 
plans to fund a capital gains tax liability can be especially attractive when the costs are paid either 
in whole or in part by the business. 
 
In general, succession or business continuation planning is not an effective door opener with 
absentee-owners. They are only interested in succession planning if it relates to preserving the 
investment for the heirs, or maximizing the return on investment by ensuring that the business will 
be sold for the best possible price. You will probably spark more interest if you suggest 
coordinating an absentee-owner’s estate planning with business planning. 
 
 

Getting in the door: 
You will probably find that the best way to 
get an appointment with an absentee-
owner is through the team managing the 
business on their behalf.   
 
Always present yourself as a neutral party 
who is interested in assisting both the 
owner and the management team. 
 
You will find it easier to establish a 
successful advisor/client relationship if you 
maintain a neutral role rather than aligning 
yourself with the interests of either the 
absentee-owner or the management team. 
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Executive non-owners 
 
As a rule of thumb, the older and larger the business, the more likely it is that you will interact with 
an executive who does not own the company. A prime example is Rogers Communications. Its 
founder recently stated that in all likelihood, a non-family (i.e. non-owner) executive manager 
would run his business, at least in the short term.   
 
Executive non-owners are motivated by the desire to keep their jobs and maximize their income. 
Some of them plan to become owner-executives themselves. They may be prime candidates for 
“buy/sell” planning with a willing absentee-owner of a private corporation. 
 
You must be careful in this regard, however. Always make sure that you have a clear 
understanding of the executive’s personal goals towards the owner. You also need to gauge the 
current owner’s willingness to sell the business to the executive at some point in time. 
 
When considering insurance, executive non-owners are concerned about whether their actions 
will: 

• retain key people 
• maintain business stability upon death or disability of a key individual or owner 
• maintain lines of credit or sales 
• increase their own compensation, either immediately, on a deferred basis, or both 

 
Selective benefits focused on executive compensation have great potential with executive non-
owners. This is true both for the non-owners themselves and for other key individuals in the 
business. Retirement planning techniques are particularly attractive to executives who are happy 
at the company and intend to stay until retirement.  
 
You may find that combining retirement planning with salary continuation for key individuals is a 
cost-effective way to provide security. The executive and owner’s willingness to extend these 
benefits to other key employees will also be of interest. 
 
Helping the executive do a cost-benefit analysis of your proposal will help win the business. It will 
put both the advisor and the key individual managing the business on behalf of the absentee-
owner, in a favorable light. 
 
As mentioned earlier, business continuation may or may not have its place with the executive 
non-owner. Make sure you carefully review all the facts before taking this approach. Unless you 
tread carefully when doing succession planning involving absentee owners and executive non-
owners, you may plant seeds of discontent. 
 
You should also make sure that the owner(s) are happy with the performance of the current 
management team before recommending that the corporation fund the benefits. On a final point, 
the executive non-owner must want the benefit before s/he will put it forward to the owner. 
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The Four Stages of Business 
 
The introductory part of this guide reviewed what motivates people to go into business. The next 
section described characteristics of the four types of decision-makers. This section reviews the 
four different stages of businesses development. 
 
The New Business 
 
During the “new “business or startup phase the, the major concerns are: 
• protecting the capital invested in the enterprise 
• repaying debt that was acquired to start the business  
 
At this stage, owners are concentrating on producing as much revenue as possible. Profit, while 
the ultimate goal, is not yet realistic. Expenses, although shown as level, may increase in the 
short term because the search for revenue can require a substantial investment in advertising 
and promotion. 
 
Young owners of new and small businesses will have needs that are very similar to non-business 
owners of a similar age and family status. Their ability to pay for financial security solutions may 
be less than the non-business owner due to the strain of finding capital for the business. You will 
find that financial planning for people in these situations is not dramatically different than financial 
planning for “family” markets.   
 
As the business grows, more complex and uniquely business-related needs will arise and the 
ability to pay for solutions will increase. If you are seeking to be a key advisor to owners in those 
situations, you will need greater experience and expertise. 
 
The Developing Business 
 
During the developing phase, revenue increases to the point at which founders require additional 
personnel. First and foremost, they will require key employee(s). Smart business owners will seek 
to fill gaps in their own ability by hiring key employees who posses the skills they lack. Depending 
on the type of business, these skills may be in the areas of finance, sales and marketing or 
production. In addition, it may also be necessary to hire employees to conduct the “routine” 
business of the enterprises (handling clerical and/or general sales functions, producing product, 
etc.) 
 
During this stage of upward development, the business will require two types of coverage: 
 
• Key person coverage to protect the business from the unplanned loss of key employees 

due to death or disability 
• An employee benefits program to help attract and retain competent employees 
 
The Growing Business 
 
The main difference between a developing business and a growing business is that at the latter 
stage, invested capital is secure and the business is operating profitably. Businesses in the 
growing stage will concentrate on retaining earnings and maximizing return on investment (ROI). 
 
Due to the fact the business is now profitable and, in all likelihood, the key individuals 
(executives) have contributed to this profitability, executives will be looking at ways to improve 
their financial situation. This is the point when business owners start looking for ways to reward 
their key people for their contributions. Executive benefits, such as Retirement Compensation, 



 

15 

 

Individual Retirement Plans and/or Disability & Critical Illness coverages will form a key part of 
the reward mechanism. 
 
Owners will also be in a position to optimize their own retirement plans.  
 
The Mature Business 
 
At this phase, owners have many decisions to make. If they have not yet considered what to do 
with their business, they will have to start planning. 
 
Many owners will already have plans in motion for the orderly sale, liquidation or retention of their 
business or business assets. Others will have postponed the decision because they were unsure 
whether their child(ren) would be interested and/or capable of taking over. 
 
This is a very complicated stage for business owners. The decisions they need to make require 
much thought and insight. Your guidance will be invaluable at this stage. You can offer:  

• A checklist of the options available to the business owner 
• An explanation of the options and their relative merits 
• Suggestions/recommendations for other required professional advisors  
• Your ability to act as a coordinator to bring all of the necessary resources together to 
make the plan work 

 
 
More information 
• The Canadian Small Business Handbook, by Susan Kennedy-Loewen, published by Key 

Porter Books Limited, Toronto, 2002, has a wealth of detail on the small business market in 
Canada 

 
• Guide to the Family Business, Canadian edition, by Peter Leach, Bruce Ball and Garry 

Duncan. Published by Carswell, 2002: 
http://bellzinc.carswell.com/vertical/description.asp?productId=55 

 
 
 

 
 
 


