
T
hroughout its history,

Ontario’s electronic se-

curity industry has oper-

ated in a vacuum, ungoverned

by legislation or specific regu-

lation. Some may argue that

alarm dealers are captured

under many provisions of the

Consumer Protection Act, and

they would be correct. For the

most part, though, electronic se-

curity operates without in-

dustry-specific government

mandated protections for the

public.

Nature abhors a vacuum. In

Ontario, it’s not the province

that is moving toward regu-

lating our industry. In fact, the

Ministry of Community Safety

and Correctional Services has

its hands full with the imple-

mentation of Bill 159, which

regulates private investigators

and security guards. The first

move toward regulation in On-

tario is manifest in the form of

a sweeping ‘Alarms Manage-

ment Program Service Agree-

ment’ authorized in a municipal

bylaw in the Regional Munici-

pality of Durham. The rational

for the Durham bylaw was ex-

pressed by Durham police chief,

Mike Eweles, who told

CANASA representatives, “I

think that when my officers at-

tend a false alarm, they spend

more time advising your cus-

tomers about what set off the

alarm and how to operate their

systems than you (the alarm in-

dustry) do. I want you to do

your job, and let us do ours.”

The Durham Service Agree-

ment purports to govern the cir-

cumstances in which the

Durham Regional Police

Service will respond to an alarm

dispatch. In fact, the Service

Agreement, as currently in

force, dictates the full scope of

business service provided by

central monitoring stations with

accounts in the Region. The

Service Agreement requires an-

nual registration of central sta-

tions, ULC listing, lists of

accounts, and minimum levels

of liability insurance. The

Service Agreement establishes

protocols for reporting changes

in customer information, alarm

dispatch, prioritization of police

response, and central station

record-keeping. Although the

Durham Service Agreement tar-

gets central stations, it is clear

that the Agreement’s impact

will filter down to every dealer

and installer doing business in

the Region. It is hard to imagine

provincial licensing legislation

that could be more intrusive or

more onerous. Police depart-

ments across the country are

watching the Durham initiative;

if it is effective, other police

services will adopt Durham’s

program. The certain effect will

be the incremental regulation of

the electronic security industry

by police services. Few

CANASA members want de

facto regulation, in checker-

board fashion, by police forces.

What is the alternative?

The electronic security in-

dustry has a unique opportunity

to advance the cause of self-reg-

ulation. In a member survey last

fall, the following question was

posed: Which organization is the

best qualified to manage con-

sumer complaints and to enforce

security industry standards? Sev-

enty one percent of respondents

chose CANASA as the regulator.

Few wanted to be regulated by

the provincial government;

fewer still wanted police services

dictating business practices.

Self-regulation will not

come easily. It requires an in-

dustry-wide commitment to

putting the public’s interest

first; institutionalized best

practices; a feasible business

plan; a fair revenue model; and

broad stakeholder support.

CANASA is committed to self-

regulation of our industry; the

Durham by-law is telling us

that the time is now!
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  The Time Has Come
for Self-Regulation
By Ken Mitchell



Your CANASA Ontario Chapter Board is
pleased to confirm its continuing com-
mitment to good governance and pro-

moting the Canadian security industry with the
view of achieving a number of worthwhile objec-
tives. Amongst the latter, is professionalism,
which through self-regulation and education will
be the cornerstone of our future development.

Our primary goal is to serve the current mem-
bership by delivering tangible value through ad-
vocacy with authorities and police services, but
also grow the membership and appeal to the

smaller communities where potential members
may not be fully informed on the benefits of
CANASA membership and all of the work the as-
sociation is doing. Hence, our very important
project of providing webinars and strengthening
the inclusiveness of this association.

Security Canada Central, held this past Oc-
tober in Toronto, marked our 30th anniversary
as a national association. It was by all accounts a
resounding success in attendance and exhibit hall
booths. These are but a few of the projects your
Ontario Board has been working on.

All of this would not have been possible
without the dedication and professionalism of
CANASA’s national office staff. They have done
an outstanding job organizing, managing and ad-
ministrating a number of events and ongoing
communications. 

On behalf of the Ontario Chapter members
and their board, we extend our heartfelt thanks
to our executive director, Ken Mitchell, and his
team of professionals. We wish them success
going forward.
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It should come to nobody’s surprise that
many building owners are not familiar
with the purpose of Ontario’s fire code,

its contents or its application. However,
would you be surprised to hear that many
companies that install fire and life safety
equipment are not up to date either on the
guidelines of the fire code?

The purpose of the fire code is to reduce
the risk and/or consequences of fire to per-
sons, property and to the environment. The
responsibility for providing fire protection
services and fire prevention rests with each
municipality. The fire chief and members of
the municipal fire department have the au-
thority for conducting inspections and taking
other measures respecting fire safety under the
provisions of the Fire Protection and Preven-
tion Act, 1997 (FPPA). The fire code is an
Ontario regulation made under the FPPA.
The fire code establishes a uniform, minimum
fire safety standard throughout Ontario.

The building or property owner is respon-
sible for complying with the fire code, regard-
less of whether an inspection has been
conducted by the fire department. The fire
code defines owner as “any person, firm or cor-
poration having control over any portion of
the building or property under consideration
and includes the persons in the building or
property.” It is important to note that a tenant,
lessee or mortgage holder could be considered
the owner under certain circumstances.

The Ontario Fire Code contains nine parts
(chapters). Parts 1, 2 and 6 apply to almost
every building and property, with few excep-
tions. Here’s a brief explanation of some of
the parts.

Part 1 requires written records of tests pre-
scribed by the fire code and subsequent cor-
rective measures to be retained and made
available upon request by the inspector with
the municipal fire department. Part 1 also re-
quires that only qualified individuals conduct
tests and repairs on fire alarm systems. Indi-
viduals who have successfully completed a fire
alarm training program offered by either the
Electrical Contractors’ Association of Ontario
(ECAO) or the Canadian Fire Alarm Associa-
tion (CFAA) meet the requisite qualifications.

Part 2 regulates the safety of occupants in
buildings through the elimination and control
of fire hazards in and around buildings. It re-
quires maintenance and minimum frequency
to check, inspect and test certain fire and life
safety systems or equipment provided in build-
ings including: fire separations, exits and ac-
cess to exits, door release hardware, emergency
lighting and exit signs, just to list a few. Where
a device or system does not operate as in-
tended, it must be repaired or be replaced.

Part 2 includes specific requirements for
operation of exit door hardware. Door secu-
rity devices should be evaluated to ensure that
they are compatible with these requirements.
Part 2 also outlines requirements for the
owner to develop a comprehensive fire safety
plan and to implement the plan in specified
buildings and occupancies. This includes re-
quirements for staff training and the need to
conduct fire drills.

Parts 3, 4 and 5 address requirements that
certain fire protection measures be provided
where the use, storage and handling of haz-
ardous materials or the stockpiling of com-
bustible materials create a potentially serious

fire hazard. These sections also mandate the
proper storage, handling, processing and use
of flammable or combustible liquids in build-
ings and open areas. Materials, processes and
operations that involve a risk from explosion
or high flammability, or otherwise create a
hazard to life safety or health. 

Part 6 requires the inspection and testing of
fire protection systems, such as fire extinguishers,
fire alarm and voice communication systems,
standpipe and hose systems, sprinkler systems,
special extinguishing systems and emergency
power supplies. This also includes requirements
for the classification and distribution of fire ex-
tinguishers for various occupancies and hazards.

Part 8 contains provisions for the preven-
tion or control of fire during demolition.

Part 9 addresses mandatory upgrading of
certain existing buildings (residential, assembly
and institutional occupancies) through the ap-
plication of retrofit, which addresses minimum
performance requirements for life safety.

Penalties for fire code violations are pro-
vided in the FPPA as follows:
• An individual convicted of an offence for

contravention of the fire code, is subject to
a fine of up to $50,000 or imprisonment
for up to one year, or both. The same fine
applies to a director or officer of a corpo-
ration that is found guilty of knowing that
the corporation is violating or has violated
a provision of the fire code.

• A corporation convicted of an offence for
contravention of the fire code is subject to
a fine of up to $100,000.
To view the Ontario Fire Code and to obtain

more information, visit the Office of the Fire
Marshal website: www.ofm.gov.on.ca.

Understanding the Ontario Fire Code

ONTARIO EXECUTIVE REPORT
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As the saying goes, “Out with the old,
in with the new!” As we look forward
to the exciting challenges and oppor-

tunities that await us in 2008, your CANASA
Ontario Chapter Board has taken on a chal-
lenge of its own. In the latter part of 2007, a
Media Committee was formed, with one of
its task being the publishing of a quarterly
newsletter, entitled The Ontario Report. After
publishing two editions, including one dis-
tributed during the Security Canada Central
in Toronto this past October, we have received
some very positive feedback on the newsletter.

Designed specifically for and by security pro-
fessionals in Ontario, The Ontario Report fur-
ther’s the mission of the Media Committee,
which is “to provide the security community
with relevant information pertaining to the
latest information and developments on the
transformation, issuance, progress and structure
of the security industry.”

We know that by providing you with more
communication on what issues CANASA is in-
volved with, as well as our “works in progress”
you will become a better-informed business
community. As such, we will endeavour to do
our best to inform you on legislation issues,
trends and educational updates. 

There are always challenges associated with
operating a Chapter based on volunteer partic-
ipation. As members of the CANASA Ontario
Chapter, we are very proud to represent this
province as part of such a large national associ-
ation, and as such, will bring you first hand
news over the coming months concerning the
progress of the security marketplace in Ontario.
The part played by your Ontario Chapter of

CANASA is a testimony to the responsibility
assumed by these volunteer members.

We also recognize that the strength of any body
can only come from a strong heart, and as such we
would like to acknowledge the following individ-
uals at CANASA’s national office, who work so
hard to keep your association running smoothly:
Kenneth C. Mitchell, Executive Director, Joshua
Caplan, Director-Membership and Education;
Lynne Hewitson, Membership Services Manager;
Deborah Thompson, Director, Marketing and
Communications; Steve Basnett, Director of
Trade Shows; Patty Chen, Finance Manager;
Najah Dowdie, Marketing Co-ordinator; Sharon
Rodriques, Executive Education Assistant; and
Amy Braund, Administrative Assistant.

Without the assistance of these individuals,
we would not have the foundation by which our
organization could progress in a positive manner.

We do believe, however, that our Chapter
can only be bolstered by the influence and sup-
port of our members. Many of you have ex-
pressed your opinions on what CANASA
represents to you, and now it is your opportu-
nity to participate in the process! We want to
make sure we are achieving the outcomes we are
seeking, and so, we encourage you to let us
know what you think about our newsletter! We
welcome your comments and input and appre-
ciate the value of your opinions.

The next time you visit www.canasa.org, notice
the phrase “Future Forward.” By making this our
focus, together with our members, we believe we
can all move in a positive direction in 2008. 

Rita Murphy is the chair of the Ontario Chapter’s
Media Committee.

Why The Ontario Report?
April 2-4, 2008
ISC West
Las Vegas, Nev.

April 22-23, 2008
Security Canada East
Laval, Que.

June 11, 2008
Security Canada West
Richmond, B.C.

September 3-7, 2008
CEDIA Expo
Denver, Co.

September 11, 2008 
Security Canada Atlantic
Moncton, N.B.

September 15-18, 2008
ASIS Seminar
Atlanta, Ga.

October 22-23, 2008
Security Canada Central
Toronto, Ont.

October 29-30, 2008
ISC East
New York, N.Y.

CALENDAR OF EVENTS

CANASA EDUCATION
NETWORK CABLING 
For those looking to add some technical
horsepower to their ATC training, CANASA,
in partnership with the Pre-Apprentice
Training Institute (Toronto), is in the process
of developing the Alarm Technician Network
Cabling course.  This two-day instructor-led
course covers the basics of network technolo-
gies, structured cabling, CCTV, surveillance,
access control systems and the finishing stage.
The plan is to also offer this course online.
Expected availability is this Summer.

POTENTIAL EDUCATIONAL 
PARTNERS
Seneca College and Sir Sanford Fleming Col-
lege have been contacted and are receptive to
enhancing their respective Fire Alarm Techn-
cian’s program with CANASA’s Alarm Tech-
nician Courses. These new programs are
slated to begin in the Fall. The Canadian Fire
Alarm Association (CFAA) is supportive of
these negotiations.

WE WANT TO HEAR FROM YOU!
The Ontario Report is
your newsletter so if you
have any article ideas,
suggestions or opinions
you want to share with
us, please contact
CANASA’s national office
at staff@canasa.org

Next issue is scheduled
for release in Fall 2008
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B
efore any business turns to the In-

ternet for expanding its business, it

has to have a goal.

That goal could be: getting as much traffic

to its website as possible; making direct sales;

achieving high rankings by search engines; or

reinforcing its corporate brand.

When it comes to Internet marketing,

here are three common objectives for any

business looking to launch or improve an al-

ready existing website:

SAVE MONEY 

This really involves providing effective online

resources to improve customer service. More

specifically, it p
rovides easy access to infor-

mation and resources for your customers,

thus freeing up customer service and sales

staff ’s time and resources.

A website should also provide general in-

formation for clients who are interested in

your company, particularly earlier on in the

buying process. This can save you money in

that a website is often far less expensive than

printing and distributing marketing material,

and it can be updated anytime you desire. 

CREATE LEADS 

A good website should build and maintain

relationships with potential clients who are

not yet ready to purchase your company’s

products and/or services. Similar to placing

an advertisement in a magazine or news-

paper, it often takes multiple visits to a web-

site before someone decides to buy or contact

you. To help visitors learn more about your

products and services, try including the fol-

lowing items on your website:

• E-mail newsletters;

• White papers;

• Blogs;

• On-line chat and forums;

• Instant messaging programming;

• Flash, video or other animation to ‘enter-

tain’ your visitors; and

• News and information relevant to your

business, its i
ndustry and to both your

current and potential customers.

SELL ON-LINE

The Internet has allowed companies

throughout the world to expand their sales

territory. Depending on the product or

service you sell, companies can use their web-

sites to cast their sales net far and wide to

catch as many clients as they possibly can.

E-commerce or e-marketing is not a cheap

proposition as it requires a great deal of web

development, constant monitoring and a

level of security that provides potential cus-

tomers with the trust to use whatever online

payment method you select. 

For companies interested in e-commerce,

there are, essentially, two options: 1) real-time

processing — when a credit card or other form

of payment is processed and the order is clo
sed

immediately using automated e-commerce

software; and 2) delayed purchasing, in which

a customer provides payment information and

the order is manually processed by a business

upon retrieving this information from a secure

Web server. The second option is typically

more cost-effective for smaller businesses.

All in all, every business should have some

type of web presence. Today’s consumers ex-

pect businesses to have a website, and if they

don’t, they will beginning wondering why.

INTERNET MARKETING
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O
ver the past year the volunteers on your

CANASA Ontario Chapter Board of

Directors have worked diligently on a

great number of issues and opportunities that

have presented themselves to our membership,

the association and the security industry.

Issues such as, professionalism in the industry,

an Ontario newsletter, self- regulation, police re-

sponse policies, discontinuation of the AMPS

network and VoIP phone services to name just a

few. We have expanded on the preferred services

available to CANASA members and are working

effortlessly to bring other opportunities that will

benefit our members.

With the recent appointment of Ken Mitchell

as executive director of CANASA, we are well on

our way to becoming the professionally recog-

nized voice of the Canadian security industry.

Our Ontario newsletter is now reaching every

Ontario member of CANASA, and has been

widely accepted by as an important tool in com-

municating what is transpiring and relevant in

our industry. 

Self-regulation has been an ongoing item on

the agenda and tremendous progress has been

made in this area; stay tuned for more on this im-

portant item.

We have also developed and expanded rela-

tionships with many police services a across the

province and we will continue to provide input

towards their ongoing dealings and decisions as

it relates alarm bylaws and policies.

Members meetings continue to be a very suc-

cessful benefit to Ontario CANASA members

and we will be expanding the content and fre-

quency over the next 12 months.

The Ontario membership of CANASA con-

tinues to grow and your Ontario Board of Direc-

tors will endeavor to carry on with the drive

towards professionalism by being the voice of the

security industry in Ontario.

Your Ontario Board is here to serve you, the

membership, and as a valued member your input

and ideas are not only relevant, but critical to the

direction and decisions of this association.

Your Ontario Board of Directors meets many

times a year and provides Members Meetings on

important topics. If you have an idea for a Mem-

bers Meeting, an industry issue that needs to be

addressed or an opportunity that you feel would

benefit the rest of the membership please feel free

to contact us to express it.

I would like to thank the rest of your Ontario

Chapter Board of Directors for their time and

dedication to CANASA and to you, its members.

Your Ontario Chapter Board of Directors is

looking forward to serving you in the future.

Paul Georges

CANASA, Ontario Chapter Vice President
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A
ccording to statistics from Ontario’s

Workplace Safety and Insurance

Board (WSIB), the job fatality rates

of small businesses in the province are 6.7

times higher than those for larger busi-

nesses, while lost-time injury rates are 10

per cent higher.

And when one considers that Ontario

firms with fewer than 50 employees account

for more than 90 per cent of all firms in the

province and half of all jobs in Ontario are

located in small businesses, these statistics be-

come even that more scarier.

In Ontario, when a worker is injured on

the job, the WSIB pays for costs associated

with the injury claim, including health, re-

habilitation, and disability costs. However,

injuries cost small businesses in many

other areas not covered by WSIB insur-

ance, including:

• Incident Costs – time to provide first aid;

time for transportation to hos-

pital/clinic/home; lost productivity of all

affected workers; time to make area safe;

cost of first a
id supplies and equipment

used; cost of ambulance or taxi;

• Investigation Costs – time to investigate

the accident; time spent to complete an ac-

cident investigation report; time to com-

plete related paperwork for your company;

time taken to report the incident to the

WSIB and meet with WSIB officers;

follow-up meetings to discuss the accident;

• Damage Costs – time to assess the

damage; time to repair or replace equip-

ment; time to coordinate repair work;

clean up time; cost of outside contractors

and materials for clean up; cost to dispose

of damaged equipment; cost of replace-

ment parts, equipment, or lost product; 

• Replacement Costs – time to hire or re-

locate replacement worker; relocation or

rescheduling of another worker; trainer

time for new or relocated worker; trainee

time for new or relocated worker; cost to

hire a replacement worker; and 

• Productivity Costs – lost productivity

due to disruption; time spent managing

the injury claim; reduced productivity of

injured worker after they return to work.

To help Ontario small businesses, the In-

dustrial Accident Prevention Association

(IAPA) recently introduced the Small Busi-

ness Safety Calculator, a tool that enables

users to estimate the real “out of pocket” costs

of a workplace injury.  

“Many small business employers may be

unaware of their legal obligations and the po-

tential benefits of a health and safety program

to overall business improvement,” says

Michael Abromeit, vice-President of opera-

tions of the IAPA.  “Health and safety is not

simply a legal obligation. It’s an opportunity

to strengthen one’s business by reducing in-

juries, increasing productivity, and improving

their health and safety performance.

“The Small Business Safety Calculator,” he

adds, “is in no way attempts to quantify the

pain and suffering experienced by an injured

worker, their family, their friends, and their

co-workers. Its aim is to promote greater

awareness of occupational health and safety

issues, as well as the health and safety training

and education resources that are available.” 

The IAPA is a not-for-profit organization

that represents more than 50,000 member

firms in Ontario and in excess of 1.5 million

workers in the province. It’s fo
cus is on pro-

viding training, consulting, educational prod-

ucts, and informational services.

The Small Business Safety Calculator is

available, for free, at www.iapa.ca/sbc.

The Costs of Workplace Safety

ONTARIO EXECUTIVE REPORT
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OUTSIDE HELP. Seek objective, outside
professional help. If you do it yourself, you
will likely take your eye off the day-to-day
running of the business, cause unnecessary
anxiety, and either keep your business where
it is or hurt it further.

RETHINK YOUR BUSINESS. Think about
current customers, competition, industry
changes and technology. Even re-think the type
of business you are in. Many successful busi-
nesses have managed to stay that way by
moving with the times. They saw the needs of
their customers changing and acted accordingly.

ASSESS YOUR COMPANY’S CURRENT
STATUS. Put everything on the table, both
good and bad. Include aspects of the business
you are proud of and issues you wish would
just go away. Address issues relating to staff,
products and services, location, profitability
and new business development.

KEEP SOME, CHANGE SOME. Deter-
mine what your customers like about you and
what they would like to see changed. Be honest
with yourself.

MAINTAIN A LEVEL OF OBJECTIVITY.
Emotion has no place in this process. To
achieve a successful marketing turnaround, you
must do what is best for your company. This
may mean letting long-term employees go or
finding new suppliers.

REVIEW THE PAST. Look carefully at your
past marketing efforts. Examine past successes
and failures. If you are still running a mar-
keting program, but cannot justify the expense

with an accurate accounting of incremental
sales, consider canceling the program or
placing it on hold. Successful marketing turn-
arounds stop the bleeding quickly.

REVIEW COMPETITIVE ACTIVITY.
Often, a new entry in a market will utilize new
marketing techniques and new thinking to
achieve sales that you didn’t know were possible.

LOOK AT THE STAFF. Take time to review
existing staff in light of the plans you are
preparing and the growth you seek. Many
companies that have set out on a path for suc-
cess have been thwarted by staff members who
didn’t agree with the new ways, or were actually
afraid that the company would succeed. The
last person you expect to come forward will be
the first to say goodbye. People can be resistant
to change. They like things to stay the way they
are. If you need new people, clearly identify the
skills required and begin the hiring process im-
mediately.

FLEXIBILITY. Be flexible, and prepared to
adjust your marketing plan as new opportuni-
ties and challenges arise.

PERSEVERE. Perseverance is an absolute
must. If you give up too early, you may fall
short of the great success for which your busi-
ness was destined.

BE QUICK. Speed is essential in turning a
company around. While you were planning
and executing the marketing efforts your com-
petitors may have been taking advantage of the
opportunity and moving in on your customers.
Source: Eric Gilboard
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