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I recently met with a dentist who con-
tracted with one of our competitors 
to sell his dental practice in the spring 

of 2016. The broker indicated that he 
had some very serious buyers, and felt 
confident he could attract a good offer 
without the need to advertise in a tradi-
tional way, usually on his broker website. 
The client told me he was concerned 
about the normal process of advertising 
on the broker’s website, as he felt it may 
compromise confidentiality with his staff 
and associates. While this is a common 
concern of our clients, brokers take 
many precautions to protect the iden-
tity of their client in the practice sales 
process.

In this case, the broker and dentist 
agreed to go with the ‘off-market’ 
approach, and the broker identified a 
buyer who proposed a price in excess of 
the appraisal. No advertising had been 
done and the traditional open, whereby 
numerous buyers would be permitted 
into the practice, had not taken place. 
This pleased the practice owner. Unfor-
tunately, the buyer, who is an Investor 
Dentist™, knew that no other buyers had 
been introduced, as an open market, 
arms-length competition had not been 
orchestrated by the broker; he knew that 
he was not in a competitive situation. The 
potential buyer then proceeded to ex-
press his interest via a non-binding letter 
of intent that did not include a depos-
it—as opposed to the binding agreement 

Accidental Stigma
of a purchase and sale. After almost six 
weeks of investigation and due diligence, 
the buyer decided not to proceed. 

When the first buyer declined to proceed, 
the broker then persuaded the seller to 
allow him to pursue the more traditional 
method and to advertise the practice on 
his website. They did so and managed 
to generate substantial interest from a 
number of other buyers. At this juncture in 
the process, it is important to know that 
a broker is obligated to notify all buyers 
that another party had made an offer that 
did not proceed. Naturally, this revelation 
created some concern in the eyes of any 
new buyers. The new buyers are now 
concerned that the initial buyer discovered 
something about the practice that caused 
them not to proceed. 

This development is called accidental 
stigma. When a practice is sold in the ‘off 
market’ scenario to a preferred buyer of 
a broker, and the transaction does not 
proceed, all subsequent buyers become 
very suspicious and skeptical that there 
must be something pertaining to the 
practice that deterred the original buyer 
from moving forward.  

The thought process of the buyer then 
goes like this:

1. How did that first buyer get spe-
cial access to the opportunity?

2. What criteria did the broker use 
to select the special buyer?

3. Why did the broker work with 
only one special buyer and give 
them priority?

4. Why did the broker not call me 
first?

5. If the special buyer did not want 
the practice, why should I?
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As you can see, the myriad of reservations 
for new buyers can be significant and 
highly detrimental to the seller’s interests. 
And the broker has serious questions 
to address with all the buyers who now 
know this broker picks ‘favourites’ using 
whatever criteria he relies on.

Accidental stigma can be very detri-
mental to practice value. It may affect a 
significant reduction in buyer confidence 
and momentum that can substantially 
reduce sale price.

Our firm believes a practice for sale 
should be advertised on the open, 
unrestricted market in a highly controlled 
and confidential fashion, and that all 
buyers should be treated equally. The 
art of orchestrating an equal access, 
unfettered buyer competition will usually 
result in multiple offers for the seller’s 
review. Provided each of the buyers is 
given the knowledge that other buyers 
exist, without names or other details 
(such as price), each buyer is acting with 

the same motivations as the others.

This is precisely how most markets func-
tion, including the residential real estate 
market and the stock market.

An experienced broker will carefully 
manage buyer behaviour and any ac-
cess to confidential information. Buyers 
who attempt to exploit access to this 
type of information, such as contacting 
staff or associates of the seller are found 
in breach of the confidentiality agree-
ments they signed; this results in remov-
al from access to future opportunities. In 
our firm we call this “black-listing”, and a 
buyer may lose out on a future invest-
ment opportunity. If serious damage to 
the seller’s practice materializes, the 
penalties for a breach could be severe 
to the buyer.

The end result is a stigmatized listing and 
the buyer himself has also stigmatized 
their character with the broker—a most 
unfortunate sequence of events.
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Retirement Thoughts, The Tragically Hip,  
Dogsledding And Much More
 BY JAMES RUDDY

Retirement continues to be a theme that  reports on. Health care professionals often 
state that retirement is a very individual thing. It can vary greatly from a person being partially retired 
(still actively working but at reduced hours) to someone who is totally off the grid in his/her retirement. 

Neil Pasricha (author of The Happiness 
Equation and The Book of Awesome) 
argues that the concept of retirement 
is out-of-date and is based on faulty 
assumptions. He provides a Japanese 
model called Ikigai (roughly translated 
as “the reason you get out of bed in the 
morning”) to lend clarity to what people 
want—he presents a non-traditional 
way to view retirement. He ends his 
article stating people do not want to do 
nothing—they want to do something 
they love. For more on Pasricha’s look at 
retirement, go to https://www.thestar.
com/life/relationships/2016/09/06/
why-north-americans-should-con-
sider-dumping-age-old-retire-
ment-pasricha.html

For another look at retirement, see 
Retirement And Poker—A Journey on 
page 10.
 

Eyeglasses and “Geek Chic” Karen Henderson (our Managing  
Associate Editor) outlines and explains  
the history of eyeglasses through the 
ages, and the multitude of changes that 
eyewear has undergone in form, style, 
fashion and function. In doing her research 
she visited her own optician’s shop and 
asked about the impact of eyewear 
on Canadian fashion, and how people 
decide what styles to buy. The immediate 
response from the staff was “We know our 
clientele and what our clients will wear”. 
When they attend European buying events 
and speak with local representatives, and 
because they know their own clients’ pref-
erences, they buy accordingly. It seems 
Canada is about two years behind Europe 
when it comes to eyewear. 

Europeans consider it essential to own 
numerous pairs of glasses for different 
occasions, and have no problem spend-BO
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James Ruddy is the  
Editor of Profitable  
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ing a $1,000 for a new pair. The average 
Canadian may have two or possibly three 
pairs but considers the high-end glasses 
very expensive. At the optician’s, Karen 
observed the newest eyewear from 
Europe and was astounded at the design 
complexity and beauty. Karen’s opti-
cian, like many opticians, is hoping that 
Canadians—and their children—become 
more adventuresome when it comes to 
eyewear, and more appreciative of the fact 
that there are glasses now available that 
are truly works of art. In her article found 
on page 30, she provides readers with the 
meaning of “Geek Chic”.

Chihuly Exhibition 

The Dale Chihuly Exhibition at the Royal 
Ontario Museum (ROM) has received rave 
reviews. He is world renowned as a mas-
ter of art sculpture done on both a small 
and a monumentally large scale. He cred-
its the prolific amount of artistic pieces he 
has produced to his team of artisans and 
artists. The creation of Chihuly’s team took 
several years and a great deal of artistic 
freedom and experimentation was allowed 
and encouraged in order for this talented 
group of men and women to get to the 
lofty heights they hold today. As a result 
of Chihuly’s promotion of experimentation 
and out of box thinking, as well as allow-
ing for failure after failure, great strides 
were made in glass production blowing 
and the inherent creative process. His 
magnificent works can be found world-
wide and he has become the icon of artis-
tic glass production. There are lessons to 
be learned from Chihuly beyond being in 
awe of his work. 

An inspiration 
—Robert Macdonald 

In a recent fund raising marathon event 
held in Toronto, Robert Macdonald 
completed a marathon run. No big deal 
you may say—except that four years 
ago, as a result of a fall from a balcony in 
Mexico, Robert was given a five per cent 
chance of ever walking again, never mind 
completing a marathon. Robert is an  
ROI Corporation sales representative who 
sells health care professional practices. 
In a future issue, Profitable Practice will 
feature an interview with Robert and his 
remarkable journey of recovery. Congratu-
lations Robert and we are inspired by you 
and applaud your support of the Toronto 
Rehab Foundation.

Dogsledding

Profitable Practice columnist Graham 
Ruddy experienced dogsledding first 
hand in Kearney, Ontario. His column, 
found on page 21, shares insight into 
the world of sledding and how dogs are 
selected to be part of the sled team.

The Tragically Hip, Bill Barilko 
and Dr. Henry Hudson 

If you’re a Toronto Maple Leafs hockey 
fan you know the story of Bill Barilko, 
a rising hockey star who died in a plane 
crash in 1951. Canada’s famous rock 
group, The Tragically Hip, wrote the lyrics 
to Fifty Mission Cap, a song about Barilko’s 
untimely death at the age of 24. 

What is often  forgotten in this story and in 
the song, is that the owner and pilot of the 
plane on that fateful day was a Timmins 
dentist, Dr. Henry Hudson. Hudson had 
piloted his Fairchild 24 floatplane with 
Barilko as his passenger to Seal River, 
Quebec for a weekend fishing excursion. 
Returning home, the plane and its two 
passengers disappeared. So began the 
legendary Barilko Curse on the Leafs’ 
hockey success. Barilko had scored the 

winning goal for the Toronto Maple leafs in 
the 1951 Stanley Cup final game against 
arch rival Montreal Canadiens. The Leafs 
did not win another Stanley Cup until 
1962, the same year Barilko and Hudson 
were found in the plane’s wreckage, 36 
kilometres off course.

The Dental Cars 

In past issues, we have written about the 
Dental Cars and their importance in the 
dental history of Ontario. To review, the 
basic facts are that starting in the 1930s, 
the Ontario government funded a program 
to service the dental needs of children in 
remote, isolated areas of Northern Ontario. 
In 1931, Canadian Pacific Railway (CPR) 
and in 1952, Canadian National Railway 
(CNR) each donated a fully equipped  
Pullman dental car for this service. The 
Ontario Department of Health, CPR, CNR 
and local school officials ensured that 
dental care was available to any and all 
children regardless of family income or 
standing in these communities. 

On pages 17 and 18 of this issue, readers 
can find the story of Dr. Ralph Hicken 
and his wife. The Hickens spent a year 
on the Dental Cars—a time they never 
regretted and remember most fondly. 
The story of Ralph and Doris includes the 
transition from their life on the Dental Car 
to living and practising in Mississauga, 
Ontario where they spent many happy 
and rewarding years.

Dogsledding in Kearney, Ontario

CNR Dental Car 

Robert (middle) 
with two friends
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The 60-Minute Financial Guide: How To Thrive  
In Your 20s And Beyond By Terry And Justine Zavitz
REVIEWED BY KAREN HENDERSON

Iam well beyond my 20s, but will admit I wish I had this handy primer back then. Young people both in and 
out of school are faced with many financial decisions, for which the majority is unprepared. This guide 
would certainly help. It is divided into ten chapters, and discusses in simple, straightforward language the 

ins and outs of taxes, budgets, mortgages, group benefits and insurance, among other topics.

Each chapter follows a similar format that 
readers can easily follow. The authors 
describe the situation of an individual as 
it relates to the subject of the chapter. 
For example, in chapter 3: To Save or 
Not to Save? That Is Not the Question, 
we meet Dan who is earning a decent 
salary, but carries several different types 
of debt, including a student loan and a 
line of credit, which he would like to pay 
down. In addition, he is newly married and 
wants to buy a house. Does he save for 
the house or pay down his debts—a very 
common dilemma among younger people. 
The authors discuss the pros and cons 
of saving vs. paying down debt, using 
Dan’s numbers to make their points, and 

provide handy TFSA and RRSP charts 
which outline the tax differences between 
these two savings vehicles. The authors 
admit there is no simple answer to saving 
versus paying down debt, but the possible 
scenarios they paint for Dan make it much 
easier for the reader to make their own 
decisions, should they find themselves in 
Dan’s position.

Finally, each chapter ends with a tip; in 
this case: Start saving early and under-
stand the savings options and the tax 
benefits available.

Highly recommended for everyone who 
needs to revisit financial basics!

BOTTOM LINE: A valuable and quick 
read financial guide and primer. 

Editor’s Note: This financial booklet  
is available free from Zavitz Insurance.  
Call (519) 667-0116 or email  
info@zavitzinsurance.com.

Karen Henderson
Karen Henderson is the 
Managing Associate Editor 
of Profitable Practice.
She has a special interest 
in long term health care. 
Karen writes and reports 
for the magazine regularly 
and can be reached at 

karen@profitable-practice.com.
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Monday Morning Millionaire:  
The Seven Habits Of Highly Unsuccessful Investors
BY DR. MILAN SOMBORAC
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To paraphrase Mahatma 
Gandhi, your habits are  
your destiny. 

Over the last 50 years, U.S. stocks, 
mirroring the U.S. economy as a whole, 
have had an average gross return of 11.3 
per cent annually. Intermediation, taxation 
and inflation reduce that unavoidably, of 
course, producing a smaller but satisfac-
tory net return seldom available in other 
investments. The average readers/inves-
tors who read this column shoot them-
selves in the foot and achieve a return 
which is much lower than the easily avail-
able stock market net return. Yes, in the 
aggregate, investors avoidably receive 
much less than our financial markets 
generate after intermediation, taxation 
and inflation. Avoidably, much less. 

In upcoming columns we will explore 
the seven habits of highly unsuccessful 
investors in greater detail. Here, we will 
briefly bring them into focus. 

1. Hiring advisers and/or  
buying (most) mutual funds

A study by Bergstresser et al reported 
that investors who used the services of 
advisers averaged 2.9 per cent returns 
per year NOT COUNTING UP-FRONT 
OR REDEMPTION FEES while those who 
invested on their own earned 6.6 per 
cent and avoided the up-front or redemp-
tion fees. In other words, do-it-yourself, 
DIY investors could retire with a portfolio 
more than twice as large as that of their 
friends who relied on advisers. Another 
way of looking at this is that if the DIY 
investor retires at age 65, the investor 
using the services of an adviser would 
need to retire at age 130 to accumulate 
a portfolio of the same size. Read that 
again. One. Hundred. And. Thirty. This is 
not a misprint. 

Of the thousands of mutual funds avail-
able, the vast majority are the equivalent 
of hiring an adviser. 

2. Picking stocks

Investing actually requires disagree-
ment. For a trade of any security to take 
place two opposing views are needed. 

Only one will be right. Picking stocks is 
(almost) a zero sum game. 

3. Timing markets

This also is (almost) a zero sum game in 
the long run and is absolutely a zero sum 
game in the short run. Just like there is a 
50 per cent chance that the market will 
be higher tomorrow, there is a 50 per 
cent chance that it will be lower. 

Dr. Milan Somborac  
Dr. Milan Somborac  
practices dentistry in 
Collingwood, Ontario and  
is the author of Your Mouth, 
Your Health and Monday 
Morning Millionaire. He  
also serves as the editorial 
consultant for this mag-

azine. He can be reached at 705.441.4566 or at 
milan@drmilan.com.

conglomerate, said that the only unforgiv-
able sin in business is to run out of cash. 
Being fully invested removes all cash 
from portfolios so that none is available 
to buy when markets drop and stocks 
are cheap. 

So, what is the answer?

The majority of stock market investors 
will not do as well  as the market over a 

The fear associated with falling markets drives 
unsuccessful investors to sell and get out at 
market bottoms.

4. Failing to start an early  
savings program

This is a common failing with people 
whom society expects to have a high 
living standard. To paraphrase Dave 
Ramsay, non-financial professionals often 
use money they don’t have to buy things 
they don’t need to impress people they 
don’t like. Starting a disciplined, regular 
savings program early in life is impres-
sively effective, even if the percentage of 
earnings saved is small.

5. Buying at market tops 

The excitement, often called greed, 
associated with rising markets pulls in 
unsuccessful investors who are afraid of 
missing the boat. Who are the latecomers 
buying from? Arrange your investing so 
that you are a seller at market tops. It is 
possible. Monday Morning Millionaire  
Ed. 2 shows how. 

6. Selling at market bottoms

The fear associated with falling markets 
drives unsuccessful investors to sell and 
get out at market bottoms. Who are they 
selling to? Arrange your investing so that 
you are a buyer at market bottoms. It is 
possible. Monday Morning Millionaire  
Ed. 2 shows how. 

7. Being fully invested all  
the time

Harold Geneen, the highly respected 
driving force behind ITI, the world’s first 

period measured in decades. Neverthe-
less, all stock market investors could be 
assured of (almost) equaling the market’s 
gross return. They can own the U.S. 
economy as a whole via the stock market 
by buying and holding a low-cost, index 
fund. The S&P 500 (symbol SPY) and 
the NASDAQ index fund (symbol QQQ) 
are good examples. The results, seldom 
available in other investments, are there 
for the taking. 

Remember, your habits are your destiny. 

BOTTOM LINE: While not all inves-
tors can or want to manage their own 
investment portfolios, for those who 
do, here are seven habits to avoid. 
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Retirement And Poker—A Journey
BY JAMES RUDDY

In 1975, I along with a group of my colleagues were involved in a labour dispute. We were young, full of 
ourselves, adamant about our cause and determined to outlast management’s cynical outlook on their staff. 
To pass the free hours that resulted, we formed a poker club of nine members and met once a week to play 

games of chance and to reaffirm our bravado. Even after the labour dispute was resolved, we agreed to con-
tinue to meet monthly. It was always fun because the stakes were low and the camaraderie was high. We told 
off-colour jokes, discussed our growing families, our marital highs and woes and shared the news of the day.

Over the years, we continued to hold 
our monthly meetings. Eventually, we all 
retired in our own personal ways and at 
varying intervals. The constant factor for 
all of us was that we continued to try to 
make sense of the rules of Hoyle, and 
the permutations and combinations of 
the journey to retirement. We have lost 
four members along the way, and the 
conversations have a more mature tone. 
Whereas we once told jokes interspersed 
with tales of prowess from 7:00 p.m. to 
about 2:00 a.m., we now meet at two 
in the afternoon and leave for home by 
seven at night. We talk about our medi-

cal procedures and ailments along with 
stories of our grandchildren, and we often 
share recipes and remedies. The junk food 
and beer we consumed previously are 
now largely gone, replaced by healthy bite 
sized vegetables, low calorie dip, small 
amounts of light beer or wine and Perrier. 
We still indulge in some pizza (now with a 
salad) as a continued tradition and con-
cession to older appetites and memories.

It has become much harder to schedule 
these monthly meetings due to doctor’s 
appointments, travel plans and family 
commitments. Even though our lives 

are busy and full, all of us make these 
sessions a high priority to attend and we 
have no plans to end them. They are (in 
a way) milestones to where we have all 
been, and allow us a forum to discuss 
where we still want to go.

BOTTOM LINE: There are some 
similarities and lessons to be learned 
when playing poker with friends over 
a number the years and preparing for 
and experiencing retirement. 
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Jian Ghomeshi. Bill Cosby. Massimo Pacetti. Wherever you turn, it seems that these scandals involving 
sexual harassment have stimulated a larger debate in Canadian society of how to address and prevent 
sexual harassment in the workplace and society. To address this issue, and in response to political 

pressure, the Ontario government has amended the  (OHSA) to include more 
robust protections to address issues of sexual harassment and other forms of harassment in the workplace. 

So, in a nutshell, what do the amend-
ments to the OHSA require employers 
to do? Bill 132, the Sexual Violence and 
Harassment Action Plan Act (Supporting  
Survivors and Challenging Sexual  
Violence and Harassment), 2016 came 
into effect on September 8, 2016 for 
employers. The new law amended vari-
ous sections of the OHSA. Most notably, 
the definition of “workplace harassment” 
has been expanded to include “work-

place sexual harassment”, which is 
defined as:

 
 
 
 

 

 
 

 
 

 

 

The above definition is very broad in 
scope. The Ontario Human Rights 
Commission’s “Fact Sheet” which can be 

New Sexual Harassment Laws Passed In Ontario:  
Is Your Practice Compliant?
BY ASHA RAMPERSAD
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conducting workplace in-
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various courts and tribunals. Asha can be contacted 
by email at arampersad@hrlawyers.ca or by 
phone at 905.274.1036.

found on their website provides the fol-
lowing non-exhaustive examples of what 
can constitute sexual harassment:

■ Demanding hugs

■ Invading personal space

■ Unnecessary physical contact,  
including unwanted touching

■ Derogatory language and/or  
comments towards women or men

■ Sexual jokes, including circulating 
sexual jokes

■ Spreading sexual rumours

■ Suggestive or offensive remarks  
or innuendo about members of a  
specific gender

■ Rough and vulgar humour or  
language related to gender or sex

It is clear from the above examples that 
sexual harassment is defined very broad-
ly. In the context of a dental, veterinary or 
eye care practice, employees often work 
together closely. As an example, a dental 
hygienist usually sits in close proximity to 
a dentist when performing various dental 
services for a client. There may be times 
when accidental touching happens, or 
personal conversations occur that may 
sometimes lead to intimate conversations 
of a sexual nature or sexual banter. While 
this may be acceptable to some employ-
ees in the workplace, there are times 
when it may not be acceptable to others. 
The law is also clear that the “workplace” 
is broader than the four corners of the 
office. If sexual harassment occurs at 
any social workplace function outside of 
the office, inclusive of Christmas parties, 
galas or professional events, an employer 
still has a duty to take these complaints 
seriously and investigate them. 

Increasingly, as dental, veterinary and eye 
care practices diversify, there is also the 
added dynamic of employees who may 
come from cultures where any sexual 
jokes, comments or touching may be 
deeply offensive and unwelcome.

For these reasons, it is important for 
employers to be sensitive to these issues, 
and to take steps to ensure that they have 
policies and a complaint process in place 
to ensure that employees have a mech-
anism to file a complaint. This is in fact 
required under the OHSA. 

The Ministry of Labour is now in the 
process of hiring approximately 30 new 
inspectors to monitor employer compli-
ance with Bill 132. To avoid legal liability, 
it is recommended that employers up-
date their existing harassment policies 
to comply with Bill 132, and to ensure 

Now under Bill 132, having a written pol-
icy and complaint process is not enough. 
Employers are now expected to go one 
step further to ensure compliance with 
Bill 132 by adopting the following:

■ Anti-harassment, discrimination 
and violence policies must be 
amended to include a mechanism 
by which employees can report 
harassment to a person other than 
an owner, employer or supervisor if 
they are the alleged “harasser”

■ Employers must perform investiga-
tions into complaints and incidents 
of workplace harassment that 
are “appropriate in the circum-
stances”. The legislation does not 
at present define what is meant 
by “appropriate in the circum-
stances”, but it does suggest that 
employers will be liable if they fail 
to properly investigate complaints 
of harassment or workplace sexual 
harassment

■ Maintaining confidentiality unless 
the disclosure is necessary for the 
investigation or corrective action

■ The complainant and person 
accused of harassment must be in-
formed of the results of the inves-
tigation and any corrective action 
that is taken

■ Employers must train employees 
and management on their poli-
cies and program with respect to 
how they will address workplace 
harassment. 

that management is trained on how to 
respond to complaints of workplace 
harassment. Finally, management must 
be able to assess when an investigation 
should be conducted internally or by an 
external party. 

BOTTOM LINE: This column 
presents a lawyer’s view of the Ontario 
government’s recent amendment of 
the Occupational Health and Safety  
Act (OHSA), designed to provide 
additional protections for employees 
when it comes to sexual harassment 
and other forms of harassment in the 
workplace. 

The Ministry of Labour is now in the process 
of hiring approximately 30 new inspectors to 
monitor employer compliance with Bill 132.
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This article is going to be a bit different than others we have previously written. We want this article to 
be about you and creating the financial future you want. With so much uncertainty everywhere you 
look, we often get asked, “How can you plan?”; “What difference is it going to make?”; “Will we have 

to make frequent changes to whatever we decide?”

We know from experience (more than 40 
years advising clients) and from talking 
with other professionals, that if you want 
to be successful in any part of your life, 
you need to have a focused plan. We 
hope the following will help you start your 
financial planning focus. 

Identify your three or four  
major financial goals: 

Taking the time to talk with your life 
partner about this is critical. If you have 

adequately thought this through, these 
goals will probably never change over 
your working life. You will reach these 
goals at different times, but they never 
change. Some examples are: 

• Saving for retirement; 
• Saving for children’s education;
• Paying off certain debt.

Once you have identified three or four 
major goals, you need to quantify what 
you need to save to achieve them in the 

Looking At Your Future
BY LLOYD WRIGHT 

timeline that you want. All goals are im-
portant and you need to attach a saving 
number to them. We do not agree with 
comments like, “Why save for retirement 
when you have a mortgage?” You need 
to move towards both each year—may-
be allocate more to mortgage and less 
to retirement, but you need to do both. 
It is way too easy to say, “I will start 
tomorrow.” There are many online calcu-
lators you can use to workout retirement 
or savings scenarios—something your 
accountant can help with. There are no 
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wrong goals, just goals important to 
you. 

Look at your overall situation:

The first step here is to determine your 
family income or what cash you have 
to work with. This may come from your 
wages, investments, or practice. If 
you have a practice, we cannot stress 
enough the importance of a business 
plan. A business plan looks at the annual 
operations budget, marketing needs and 
goals, human resources and long term 
issues such as relocation and equipment.  
It helps you plan for what cash you have 
available from your practice for your 
personal commitments. In your practice, 
you may need to replace certain equip-
ment or upgrade the space. Among other 
things, these must be considered before 
you come up with the amount you have 
to live on. 

Next—taxes!  How much do you have to 
plan for? 

After you have completed these two 
things you will then know what you have 
to allocate to your personal needs. 

What do you need to live? 

Everyone, in our opinion, needs to know 
where all their money is going. To do this, 
you need a system to document and 
keep track of your spending. Our recom-
mendation is to get a personal financial 
software package, such as Quicken, and 
set it up to automatically download all 
your transactions from the bank. All you 
need to do is categorize what the money 
spent was for. How much detail you have 
is up to you. You just need to make sure 
you have enough detail to know where 
your money is going and be able to chal-
lenge what you want to change.

Putting it all together:

You now have what you earn after tax; 
what you need to live; and how you 
want to save for your goals. Does it all 
balance? And if not, what are you going 
to change? Are you going to make more? 
Are you going to retire later? The options 
are endless, but as you can see, you’re in 

control. This strategy sounds simple and 
it is, but you really need to be disciplined 
along the way. 

Other Points: 

To get the income from your practice, ask 
your accountant for help. They will take 
your practice income and adjust for loan 
payments or other deductions that are 
tax based only. You need to know what 
you can take out of your practice to really 
understand how much you can spend. 
Do not get confused about income and 
cash flow. Income is what you make, but 
the bank wants their payments from this 
income. Income is not cash to spend—a 
concept many health care professionals 
misunderstand. 

will be able to easily give you some 
quick advice on what you have and help 
you work with your insurance advisor to 
get a more detailed analysis completed, 
if necessary. 

Final Thoughts: 

At the end of the day, you need to be 
the one that cares about you. Financial 
planning is really just common sense. 
You need to take the time to understand 
where you are and where you want to go 
and get advisors who you can work with. 
Remember, they work for you and need to 
help you get to where you want to be. Do 
not be afraid to ask some tough questions 
and work with your accountant to give you 
the unbiased advice you need. 

Lloyd Wright
Lloyd Wright is partner 
and regional Professional 
Services leader for BDO. 
He can be reached at 
519.576.5220 or  
lawright@bdo.ca.

Financial planning is really just common sense. 
You need to take the time to understand where 
you are and where you want to go and get advi-
sors who you can work with.

As you get older and closer to retirement, 
you need to work with your accountant 
to outline a more detailed, long term 
financial plan that will include retirement 
and other needs. The plan will also in-
clude different results based on different 
rates of return, inflation, and many other 
factors. All you need is some common 
sense and to start. 

It never ceases to amaze us how many 
people really do not understand their in-
vestments. When we ask what your returns 
are or what your fees are, a lot of people 
just do not know. You need to know.

Good advisors make it a point to ensure 
you understand your investments as well 
as give you comparables, in order to 
measure how you are doing relative to the 
markets. Also, log onto various financial 
calculator sites and do a simple example 
of the impact of 1% over 40 years. This 
will show you the impact of fees or smaller 
returns over the long run. It is truly amaz-
ing, and if you are 40 or 45, you may very 
well live another 40 years. 

Lastly, make sure your wills and insur-
ance are up to date. Your accountant 

Also make sure you and your partner 
communicate openly and honestly about 
where you want to be in the future. And 
most of all, it is not all about the future, 
it is just as much about today, so live, 
spend and save accordingly. 

BOTTOM LINE: This column 
provides a straight forward easy to 
understand approach to creating the 
financial future you want as an individ-
ual or a health care practice owner.  
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Time is of the essence and acting in good faith are commonly heard platitudes, but what do they mean? 
What are the consequences of not performing in accordance with your contract when it comes to both 
real estate and professional practice transactions?

Almost all contracts entered into by our 
clients contain the clause “Time is of 
the essence”. This basically means that 
your covenants and obligations must be 
completed within the time frame agreed to 

in your contract. The following are a few 
examples of clauses in contracts, whether 
real estate or business contracts, where 
you must meet your contractual obligations 
within the time specified in the contract:

You purchase or sell a property with 
a specified closing date. You, as a 
purchaser, may find yourself at the 
specified closing date not able to 
close due to a delay in financing.  

Time Is Of The Essence And Acting In Good Faith: 
A Legal Primer For Real Estate And Health Care  
Professional Practice Sales
BY MICHAEL AND HOWARD KUTNER

1
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Michael and  
Howard Kutner
Michael and Howard  
Kutner at Kutner Law assist 
health care professionals 
with their business needs, 
including buying and selling 
of professional practices, 
incorporation of health 
care practices, as well as 
estate and real estate law. 
They can be reached at 
905.479.2524 or email  
michael@hkutnerlaw.com 
and howard@hkutnerlaw.
com.

You ask your lawyer to request that 
the other side amend the agree-
ment and extend the closing date. 
Alternatively, you may have other 
conditions in the contract that have 
to be waived within a set time, e.g. 
your contract may be conditional 
upon you arranging financing by a 
certain date. If you miss the dates 
you may have your deposits for-
feited and have the agreement 
terminated.

You may be a tenant under a lease, 
which states that you must exercise 
an option to renew no later than six 
(6) months prior to the end of your 
current term. What if you miss ex-
ercising the option? You may lose 
your option and your premises at 
the end of the current term.

You are a health care professional 
and are purchasing a professional 
practice or shares of a health care 
professional corporation. The agree-
ment will contain many dates by 
which things have to be completed 
by—or  for example, completing 
due diligence, arranging financ-
ing, or a closing date. If you miss 
the dates you may have been 
deemed to have waived condi-
tions or may lose your deposit 
and the practice.

We are dealing with more and more 
clients who are not complying with the 
time periods noted in their contracts, 
and simply either ignore the time periods 
(expecting that the other side will do 
nothing) or phone us and request that 
we ask the other side to amend these 
dates. What if the other party refuses? 
Please note the recent case below.

There was a recent case, 2336574 
Ontario Inc. v. 1559586 Ontario Inc., 
2016, ONSC 2467 that dealt with this 
problem. The parties entered into an 
agreement of purchase and sale for a 
commercial condominium. The agree-
ment provided that if the purchaser 
defaulted, the deposit funds would be 
forfeited to the vendor as damages. 
The precise closing date was left to 
the vendor to set (this was a new build 

condominium with a provision that 
permitted the vendor to set the closing 
date when he completes construction). 
The purchaser paid deposits totalling 
$40,000.00 and a further $31,999.50 
on the interim occupancy closing. The 
vendor unilaterally set a final closing as 
permitted by the contract. The purchaser 

asked for a brief extension of the final 
closing date without giving a reason. 
The purchaser missed the closing date 
by one day and the vendor then refused 
to close; the deposit of approximately 
$40,000.00 was forfeited to the vendor. 
The purchaser brought legal action for 
specific performance, i.e. asking the 
court to force the vendor to sell the unit 
to the purchaser and for relief from the 
forfeiture of the deposits. The vendor 
on the other hand sued for a declara-
tion that the agreement was at an end, 
and that the purchaser had forfeited the 
deposits. Each party also accused the 
other party of failing to act in good faith.

The court dismissed the purchaser’s 
motion and granted the vendor’s motion. 
The court stated that where the parties 
have a long-term, on going relationship, a 
level of good faith may be expected that 
imposes flexibility and obligations beyond 
the letter of the contract. Where they are 
commercially experienced buyers and 
sellers in a discreet, one-off transaction, 
the level of contract adherence would 
not be expected to vary from the strict 
contractual terms. In this case the court 
found that the parties were commercial-
ly experienced and were involved in a 
one-off real estate deal. Good faith meant 
sticking to the contract. 

Summary

In regard to real estate we are finding 
vendor builders more and more reluctant 
to extend closing dates or amend con-
tracts, therefore requiring purchasers to 
comply strictly with the dates (especially 
the closing date) set out in the contract. 
You cannot expect to be able to extend 
closing dates and must be ready to 
close on time.

In regard to purchases of businesses or 
shares of corporations such as health 
care practice purchases, there are many 
specified dates that seem to be ignored 
more and more by both our clients and 
the other side and their solicitors, with 
both parties and their solicitors seemingly 
of the view that dates are not important.

When you have “time of the essence” 
clauses in the agreements, dates are im-
portant and you could find yourself with 
your deposit being forfeited or losing the 
transaction. We try to impress upon our 
clients the importance of dates and get-
ting things done within the time frames 
set out in the agreements.

BOTTOM LINE: An important 
legal examination and explanation of 
a fundamental principle pertaining to 
the sale or purchase of real estate or a 
health care professional practice. 

3

Good faith meant sticking to the contract.

2
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A Year To Remember—1955-1956: 
The Story Of Dr. Ralph And Doris Hicken
BY JAMES RUDDY

Ralph was connected with the Associated  
Dentists Cooperative (ADC), a dental 
supplies company where he met Roy 
Brown who was to provide dental 
equipment, supplies and assist Ralph 
in his dream to build an open concept 
dental office located in a plaza setting in 
a suburb of Toronto, Ontario. This would 
take time and planning. What was he to 
do in the meantime? The answer came 

in a unique opportunity—Ralph and Doris 
signed a one-year contract to provide 
dental services to children in remote 
parts of Northern Ontario. The service 
was funded by the Ontario Department 
of Health. The contract stipulated that it 
be a husband and wife team who would 
provide the dental care and live on the 
train as it travelled from station to station 
in Northern Ontario.

What was life like on the Dental Car 
for a young dentist recently married 
to a young bride and about to start 
their life together?

Typically, Ralph and Doris provided daily 
dental care to children based on the 
severity of their oral needs, as pre-de-
termined by an earlier examination done 
by Ralph. This was the routine to be 

When Dr. Ralph Hicken graduated from University of Toronto, Faculty of Dentistry in 1955, he had no 
dental practice to go to. However, he did have plans to start a practice as soon as possible. After 
considerable travel and research, the choice came down to practising in Stratford or Port Credit 

(Mississauga), Ontario. Ultimately he and his bride, Doris, choose Port Credit, a decision that they never re-
gretted. Ralph’s plan was to locate his office in Dixie Plaza (later to become Dixie Mall). In the 1950s, dental 
offices located in plazas were very rare and Ralph’s choosing to do so was notably unconventional—but 
soon proved to be a sound professional and personal decision.
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(above with patient)  
and Doris Hicken in 1956
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repeated at all the station stops on the 
Dental Car route. There were many chal-
lenges, even though the ergo dynamically 
designed dental car had been outfitted 
with modern (for the day) equipment. 
Supplies (both dental and otherwise, and 
especially propane) for the Dental Car 
at times were scarce or in transit and in 
some cases this meant delay. 

When the train was en route, it was imper-
ative that the dental chair and equipment 
be properly secured, aided by the use of 
special holding straps. Care had to be tak-
en in securing of all items throughout the 
train cars and especially the galley kitchen 
items had to be stored in cupboards with 
magnetic closes. All breakable items had 
to be cleared off dressers and furniture. 
Despite some setbacks by the end of the 
day, innovation, ingenuity and persever-
ance usually claimed victory. 

While the days could be long and the 
weather unpredictable, they were often 
filled with incredible beauty. The couple 
more often than not found themselves in 
very remote, natural settings. 

In the summertime, long walks in the 
woods were followed by a refresh-
ing swim in a local lake. In winter, the 
snow was at times as high as the train 
and walking was very difficult but the 
scenery was spectacular. Usually the 
sun was shining, the sky blue and the air 
was crisp, clear and clean. The Hickens 
developed a sense of awe and wonder 
at the natural, rugged beauty of the 
northern landscape.

The Dental Car forged its way along a 
well-defined rural rail route to provide 
care for children, who were often indige-
nous and many of whom had little means 
to or knowledge of proper oral health 
care. The Hickens did much to alleviate 
dental tooth pain, fill cavities and with a 
gift of a toothbrush, taught proper oral 
hygiene practices. This was a first for 
many of the children.

At night, after a busy day dealing with the 
children’s needs, adults would appear 
with their own dental concerns. While the 
program was designed primarily to treat 
children, adults could be treated after 
hours and were charged a nominal fee of 
$2 for the dental care provided. Some of 
the adults were in serious need of treat-
ment and were not always ideal patients.

For the Hickens, the rewards came in the 
form of their patients’ admiration, good 
will, greatly improved smiles and knowing 
their work was most certainly needed. 
When their year on the dental cars was 
over, they were reluctant to stop the 
treatments they performed on the train. 
They were about to leave behind a simpler 
lifestyle based entirely on much needed 
dental work with children who benefited 
greatly and were openly grateful. 

While the Hickens were working on the 
train, Ralph’s office was almost finished. 

From a distance, Ralph had continued to 
work on his office plan and design and 
corresponded with Roy Brown by mail 
mostly—and occasionally they consulted 
by telephone. Ralph, with Roy’s on-site 
supervision, had designed a dental office 
that featured an open concept that for 
the time was unique because it differed 
from the conventional wisdom of the 
day and provided a pragmatic approach 

and most importantly—was very patient 
friendly. The type of dentist/dealer service 
and collaboration that Ralph and Roy 
formed would be very hard to duplicate 
today. The successful creation of Ralph’s 
professional office vision was in part a 
testament to the trust and the long last-
ing friendship that Ralph and Doris had 
formed with Roy and his wife Joan. 

The Hickens went on to spend many 
rewarding years together, raising a family, 
living and practising in Mississauga, 
Ontario and were grateful to have fond 
memories of their year on the Dental Car. 

BOTTOM LINE: This column  
contains the reflections of Doris Hicken 
and the year that she and her husband 
Ralph spent on the CNR Dental Car. 

When their year on the dental cars was over, 
they were reluctant to stop the treatment they 
performed on the train.
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Three Dental Locum Situations 
BY DR. RON BROWN

Dr. Ron Brown regularly re-
ports on the work of health 
care locums. Often locums 

find themselves in difficult situa-
tions. Here are three cases from 
his locum placements. 

Burn out and the  
presence of the ODA

In my experience as a locum, I have 
witnessed medical situations that require 
applying psychology and a good deal of 
help from the practitioner’s office staff. 
The Ontario Dental Association (ODA) will 
help in these matters with advice about 
issues such as burn out. Remember, the 
staff wishes their principal dentist well but 
they are not sure what to do. Staff feel 
conflicted—they want to help, but they 
have dealt with mood swings, treatment 
and scheduling issues and other conflicts 
usually over a long period of time and may 
be running out of patience. As a locum, 
we don’t have all the answers but we can 
be objective and act as a third party if the 
ODA asks questions. Our main focus as 
a locum is to help the staff care for the 
patients who attend the office. As long as 
all involved do their best collectively, the 
practice will be ongoing when and if the 
principal returns to the practice. 

Dentist demise and staff disputes

What do you do in the locum practice if 
there are disputes among the staff? As 
locums we help keep the practice open, 
patients cared for, and the staff employed. 
The spouse is helped by the agent to sell 
the practice as a viable, working entity. 
With regard to a conflict in the office—lo-
cums should be objective. Let the agent 
know the situations and the circumstances 
so he/she is aware of what has transpired. 
The agent can inform the spouse (if need 
be). One dysfunctional staff person can dis-
rupt a locum’s and other staff’s duties just 
as much as in any other business office.

As the locum, determine if this person 
has been disruptive prior to the dentist’s 
passing, in which case, the other staff 
members are living with the situation. If 
the person is acting out a new personality, 
this has to be addressed quickly by the 
agent (with the locum’s details and inter-
vention). The disruptive staff person can 
alter his/her behaviour or be terminated. 
All of these are hard decisions; however, 
the health of the practice is paramount. 
As locums, we should work closely with 
the agent who places us, and work with 
the other staff present in the office without 
judgment. We must do what we think is 
best for the practice and the estate.

Prolonged locum placements

Most locum placements are two to six 
weeks. Normally these placements work 
out well and are enjoyable. There are 
times when a locum has to be flexible and 
stay on longer because of the practi-
tioner’s healing issues. Locums and their 
agents have to work together to do what 
makes sense and is best for the prac-
tice. Often the locum has established a 
comfortable, working relationship with the 
staff, and he/she should stay on if possi-
ble. If the locum has another commitment, 
then the departing locum and the agent 
must work with staff to do what they can 
to make the transition for the new locum 
as smooth as possible. 

BOTTOM LINE: A locum profes-
sional offers advice from three real 
practice scenarios. 

Dr. Ron Brown
Dr. Ron Brown is a retired 
dentist who works as a 
locum and finds the work 
very rewarding. He has 
written for the magazine 
before to report on locum 
workplace scenarios, 
and can be reached at 

905.793.1472 or at rbrown1472@rogers.com.DO
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Timothy A. Brown
Timothy A. Brown is the 
CEO of ROI Corporation, 
Brokerage. His company 
provides a wide range of 
services for health care 
professionals, including 
practice sales and apprais-
als. He can be reached at 

NORTH OF THE 401, PART 2 
BY TIMOTHY A. BROWN

N , Part 1 was written about 20 years ago. At that time, I was sitting with a client on the shore 
of a lake in Northern Ontario. We conversed about northern sensibilities, and what a wonderful practice 
he owned and how easy his life was, based upon the type of practice he operated in Northern Ontario.

I have just completed another road trip 
through the same region and met with 
clients in both North Bay and Sudbury. 
My findings today are exactly the same 
as they were over 20 years ago when I 
wrote the first part of this column. Many 
of my associates have related similar 
stories about dentists practising in rural 
areas of B.C., Alberta and the other prov-
inces and regions in Canada.

The benefits of practising and/or owning in 
these areas are abundant, and the dentists 
that I meet with there are some of the 
happiest, relaxed and healthiest people I 
know. They have thriving practices and are 
regarded as the pillars of the community.

We always talk a little bit of business 
while I am with them and I have made the 
following observations, which are com-
mon in every single one of the practices I 
saw recently:  First, they are all booked up 
many weeks in advance. Second, most 
of them take six to ten weeks holidays a 
year. Third, very few of them work an eve-
ning or a weekend—Fridays on occasion.

Their lifestyles are outstanding. Most of 
them live modestly within the community, 
but the secret they all share is that they 
can enjoy tremendous luxury holidays, 
and are also able to enjoy the beauty, 
opportunities and activities that nature 
offers where they live and work.

I have always said since I started in this 
industry, that I just wish a few more 
dentists would come up and see some 
of the wonderful practices for sale in 
northern Ontario. Even if you initially 
agreed to stay for five years, you may 
just stay a lifetime. I met just that person 
today, who bought a practice from me 
in a small town over 20 years ago, and 
I popped in unannounced to see her. I 
can say that she is vibrant, beautiful and 
successful—and we marveled at the fact 
that she never saw herself here over 20 
years ago and she is the happiest that 
she has ever been.

Once again, I strongly encourage all 
dentists and other health care profes-
sionals in this country to look at the 

rural and remote areas of Canada where 
you are needed. You can be a part of 
a group that makes a difference in the 
community in which you live. You will 
enjoy financial success and needless to 
say, the purchase prices of the practices 
and the real estate and the other costs 
of living are substantially lower than in 
the big cities.

BOTTOM LINE: This column ad-
vocates for health care professionals 
to practise in small towns and rural 
areas nationwide rather than in large 
urban centres. 

timothy@roicorp.com or at 905.278.4145.
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Man’s Best Friend In The Driver’s Seat
BY GRAHAM RUDDY

The dogs were much different than the 
average pet dog—sled dogs have an 
added attribute, which allowed them 
to operate on a different level of animal 
intelligence and interaction. Their genetic 
make-up and training separated them 
from household pets or other domesti-
cated animals, and made for a different 
form of human to animal relationship. 

Dogsledding is ancient; it’s been a major 
mode of human transportation in the 
northern hemisphere for millennia. Other 
than some specific equipment and mate-
rial updates, along with its use primarily 
as sport rather than transport, dog-
sledding hasn’t changed. The dogs are 
generally Alaskan Huskies, or a Husky 
mix; they still have all the same instincts 

and willingness to run as all the dogs that 
came before.

After being both a driver and a passen-
ger on the sled, it was easy for me to 
see why sledding was such a perfect 
form for early travel, whether it be long 
or short distance, or in deep snow-cov-
ered areas where maneuvering on foot 

Last winter in March, I had the opportunity to go dogsledding, and though the whole event was only a 
half-day it was memorable. Growing up with a dog, and preferring them to all other animal companions, 
I’ve wondered before what sledding might be like. I was surprised by what I witnessed and experienced 

—something unlike anything I had encountered before.
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is nearly impossible. The speed and 
strength which the dogs can muster, 
though not as fast as a snowmobile, are 
impressive; a lot of times I was almost 
jolted off the back of the sled rails by 
the dog’s eagerness to keep the sled 
moving forward.
 
It’s easy to see why thousands of people 
race dog teams every year, making it an 
international sport. World-class races like 
the Iditarod, which takes place in Nome, 
Alaska over thousands of miles, are very 
popular and can take up to 8-15 days 
to complete. The sport is not an entirely 
lucrative one, but more of a passion or 
lifestyle for the participants. Even a top 
ranked racer’s yearly salary can amount 
to a little over $50,000.The dogs from 
North Ridge Ranch, where I took my 
tour, have been involved in many races, 
most often in a Huntsville area event—the 

Kearney Dog Sled Race. North Ridge 
Ranch’s owner Brad Fetterley’s nephew, 
Gary, raced in this event, and recently was 
replaced in the race by his wife, Leah.

Brad explained to me some of the char-
acteristics he looks for when breeding 
and picking the dogs he thinks are best 
fit to run with the sled. His main focus 
is their anatomy—making sure the 
dog’s feet are large, the heart and lungs 
are healthy, their eyesight is good and 
hasn’t been reduced by poor genetics, 
and most interestingly that the tongue 
is quite large—the longer the better, he 
says. He explained that the tongue acts 
like a radiator in a car, because it helps 
to cool the dogs down, which allows 
them to have more energy. Dogs with 
small tongues have a tendency to over-
heat and lack the capability of their long-
tongued partners, and in some cases an 

especially small tongue, unfortunately, 
can lead to a dog’s brain overheating 
causing serious problems. 

Not all of the 55 dogs on the ranch race, 
and Brad definitely has his favourites. 
He builds teams up strategically and 
after talking to him for some time, it is 
obvious he really knows his dogs, un-
derstands their moods, and has their re-
spect as the pack leader. Several times 
he acted as an enforcer, screaming 
“Elliot! Elliot!” at one of the two dogs in 
front of one of the teams. Running over 
to the sled, Brad’s incoming presence 
alone would nearly end any dispute, as 
the two combatant dogs were separated 
and lowered themselves, with a sincere 
apologetic look on their faces. Elliot was 
eventually moved down the line and 
traded for another dog that now would 
have its moment at the front of the pack. 

The word Husky is derived from 
the word ‘Eskimo’ which was 
pronounced “Huskimo” by early 
Western explorers. 

The Husky and similar breeds 
have the genetic lineage of the 
grey wolf and the extinct Taimyr 
wolf, that formerly had its habitat 
in North Asia.

Similar breeds to the Husky, ei-
ther by genetics or utility include: 
Siberian Husky, Greenland dog, 
Malamute, American Eskimo Dog, 
Laika, Yakutian, Akita, Shar Pei, 
and Finnish Spitz.

Huskies are extremely energetic 
and require extensive activity. 
They can withstand below freez-
ing temperatures, even preferring 
them.

Huskies have a double coat, 
which comes in a variety of co-
lours; their eyes are usually blue 
but can also be green, yellow, 
brown, or have heterochromatin. 
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Elliot no doubt felt punished and was 
very aware of his demotion. 

The dogs seemed to possess a different 
spirit than the canines I’m used to meet-
ing in the city. They seemed more aloof 
around strangers, and less than eager 
to express any kind of affection. They 
exhibited a sardonic impression that said 
affection had to be earned. It was quite 
evident that the sled dogs knew they had 
a purpose, resulting in a level of confi-
dence and respect for themselves. 

When Brad started to move about in a 
familiar routine, the fixed pattern was 
immediately noticed by the lead dogs; 
their low murmurs and actions alert-
ed the other dogs to pay attention to 
the situation and the potential call to 
duty. Soon, all the dogs were howling 
zealously in unison, bucking, and doing 

circles as far as their leash connected to 
their doghouse would allow. Each one 
was excited at the chance to be picked 
for that day’s outing. 

Riding behind the sled itself was not 
what I expected. It didn’t move as fast 
as I thought it would, even though the 
dogs were generating a fair amount of 
speed. The ups and downs on the sled 
were fun and required a level of coor-
dination and balance (while standing 
on the sled’s rails) because the sled 
bounced around outside of previous-
ly laid grooves in the trail. The most 
surprising thing was the sensitivity of 
the dogs. They moved by instinct and 
smell mostly, and Brad mentioned that 
he even runs blind dogs, and in some 
cases has favoured them. Blind dogs 
are distracted less compared to some of 
the less focused dogs that slowed down 

or tried to stop entirely to investigate 
a strange scent or an unusual looking 
twig. This abruption is felt by the dogs 
nearest, and causes them to bark and 
lash at their less-enthused teammate, 
and throughout all of this the dogs are 
defecating on the run (one leg up) non-
chalantly!

Working-dog breeds have interesting or-
igin stories, and after my experience, it is 
obvious that sled dogs couldn’t be happi-
er than when they are part of a sled pull-
ing team. Certain breeds seem naturally 
inclined to the demands humans impose 
on them, and even appear to revel in the 
tasks asked of them. Having the chance 
to go dogsledding should not be missed, 
as it provides a rare opportunity to have 
a connected experience with a team of 
animals sharing a working bond. 

Mushers compete with a team 
of 21 dogs racing 8-15 days.

The annual race has been 
held since 1973, a time when 
it was still a small sport and a 
relatively unknown event com-
pared to its modern form.

The race starts in Anchorage, 
moves through the uninhabited 
Alaskan wilderness, along the 
Bering Sea and ends in Nome.

The official length of the race 
is 1,040 miles.

The original Iditarod trail 
was used by the Inupiaq and 
Athabascan people, well be-
fore the arrival of Russian fur 
traders, and then eventually 
miners during the Gold Rush. 

The fastest time to date was 
accomplished by Dallas Seavey 
who finished the race with a 
time of 8 days and 11 hours.

The race is held annually during 
the second week of February

Teams from Ontario, Manitoba, 
Alberta, Alaska, and some East-
ern states travel to participate; 
the event hosts more than 70 
competitors at all skill levels.

Five races are held for each skill 
class, with special attention to a 
race dedicated to up-and-com-
ing racers.

The 10 dog-team races take 
place over two days, and cover 
around 35 miles each day.

The prize purse for the top race 
is $5000, and well worth it after 
a challenging foray through 
hardwood forest, frozen marshes 
and lakes, and the many hills 
that make up an unforgiving 
landscape.
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Looking For A Place To Study?  
Trouble For Recent Anglophone Grads In Quebec
BY GRAHAM RUDDY

Currently, veterinary colleges of Canada 
are region-locked, and this may be trou-
blesome because graduates who were 
planning on studying outside their home 
province or province of study, now only 
have the option of applying to schools 
within the province where they live.

In Canada there are five veterinary  
colleges:

■ Atlantic Veterinary College 

■ Université de Montréal Faculty  
of Veterinary Medicine

■ Ontario Veterinary College  

■ Western College of Veterinary  
Medicine

■ Faculty of Veterinary Medicine 
University of Calgary

Of these five colleges, the Université de 
Montréal is the only one that will accept 
an application from an out-of-province 

student; however, they must pass the 
French language proficiency test.

This is especially troublesome for Quebec 
Anglophones, because they are required 
to apply within the province of their per-
manent residence and are also required 
to meet a language requirement. These 
two factors have successfully marginalized 
some students; their options are basically 
reduced to either working in the animal 
care industry, but not as a veterinarian, or 
leaving the country in search of education 
elsewhere.

Before 2010, English-speaking Quebecers 
could apply to the Ontario Veterinary 
College (OVC), located within the  
University of Guelph. Peter Conlon, who 
is the Associate Dean of Students at the 
OVC, was interviewed by the CBC; he 
reasoned that “Universities are autono-
mous institutions responsible for setting 
their own admission policies”, and “An 
Ontario resident who might be displaced 
from a seat in the OVC program may not 
really be a happy camper.” This reflects 

the OVC statement that it was prioritizing 
Ontario students for enrollment. 

It seems the only option for out-of-prov-
ince students, especially those seeking 
to study in Ontario, is to spend twelve 
months in the province and be granted 
permanent residency. This time accrued 
does not count as time spent in the 
province as a student. Unfortunately the 
options for English-speaking Quebecers 
is limited when reviewing ways to con-
tinue their veterinarian studies—in most 
cases they will either have to live within 
the province for a certain time, meet 
the language commitments somehow, 
or leave the country altogether—before 
they continue on the road to becoming a 
practising veterinarian.

BOTTOM LINE: This column advises 
university bound students looking to 
become a veterinarian about an im-
portant new development. 

Recent university graduates in Canada have one more challenge to face; if they want to go directly into 
veterinary medicine they have to plan very carefully to guarantee a smooth transition from university to 
college studies.

MacArthur, Cecilia. “Want to Be a Veterinarian? English-only 
Quebecers Face Uphill Battle.” cbc.ca. CBC, 8 Aug. 2016.
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Yvette Van Veen
WITH KAREN HENDERSON

Yvette, I found you in the Toronto Star 
newspaper, as I am sure many people 
do. You are not a veterinarian; how did 
you get into the dog business?

As a child, I always wanted to be a dog 
trainer, but at that time there really was 
no such profession. I could have become 
a veterinarian but that wasn’t what I really 
wanted to do. So I took on the apprentic-
ing route, and the rest is history, including 
investment banking!

Tell us about your dogs.

I have two at the moment—Kip, a four-
year-old mixed breed that is a rescue 
from a First Nations reserve in Northern 

Quebec, and Karma, a two-year-old 
Border Collie.
 
What makes you special/different 
from other trainers?

I started Awesome Dogs in 2002; I 
believe I am different because I stick with 
science to back up my training methods. 
Unfortunately dog training is prone to 
fads or what I call “Just try this” training. 
People throw things against the wall to 
see what sticks. But there is this huge 
body of empirical evidence going back to 
Pavlov, and this research continues. We 
know so much and should be looking for 
ways to train effectively and efficiently by 
following the evidence we have. So I do 

functional assessments, put together a 
plan and measure the progress. 

Do you have a typical day/week?

Yes, I work all the time! I am very busy 
seeing problems that are typical every 
week. For example, when working with 
puppies, nipping is by far the biggest 
problem that frustrates owners. Nail trims 
are another; I want a family to get to the 
point where nail trims are an easy routine 
part of their pet’s care.

As for adult dogs, it’s leash problems 
and resource guarding, problems that 
are easily preventable but which become 
more serious as the dogs become older 

Yvette started her career in investment banking, but her childhood love of animals got in the way of 
finance. She and her husband fostered several dogs and suddenly, Yvette was apprenticing with a 
variety of dog trainers in the countryside outside London, Ontario. She has since become a full-time 

trainer and writer about pet behaviour.
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Yvette Van Veen is the 
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tered tests for pet training 
professionals. She received 

the John Fisher Scholarship after having been 
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the Year and Writer of the Year. She was nominat-
ed for “Book of the Year” for Meeting Milo by the 
Dog Writer’s Association of America. Yvette can 
be reached at info@awesomedogs.ca. 

and bigger; injuries can become more 
common as a result of these behaviours.

Tell us about your school pet safety 
program.

I go into schools with my (very stable) 
dog at the kindergarten level; at this point 
I stress having parents understand that a 
child must ask permission every time she 
wants to pat a dog, even if it’s the same 
dog. This is critical because neither the 
child nor parent knows if a particular dog 
they have met in the past has become 
ill, or has otherwise changed in some 
way. So constant permission request-
ing is very important. I educate parents 
that how ever you treat your dog in your 
home—a dog which may be able to put 
up with just about anything—the child 
then thinks that she can interact with 
all dogs in exactly the same way; we as 
adults know this is definitely not the case. 

You write a weekly column for the 
Toronto Star; how did you become 
associated with this paper?

I used to write for The Londoner before it 
was bought out; I happened to send in a 
question to the Toronto Star. They were 
looking for a writer, liked my resume and I 
got the job. Real serendipity.

How much response do you get to 
your column?

It can really range, depending on the 
volatility of the question! Anything breed 
related generally gets a strong response. 
Owners of certain breeds have this pro-
tective feeling; you have to be sensitive to 
people’s love of their breed. I remember 
I wrote about a Miniature Schnauzer that 
was a barker, and yes, this breed has 
a tendency toward barking. Well, I got 
replies that stated quite clearly that they 
do not bark, a very strong response!

What do you think has changed 
about dog training over the years?

It certainly has become more commer-
cial—and I am not sure if this is a good 
thing. Owners can see a thousand 
different solutions online, they become 
confused, then overwhelmed and they 

end up doing nothing. More options do, 
in this case, result in inertia.

Aside from your work, about which 
you are clearly passionate, do you 
have any other hobbies or interests?

I have a son who is 14, so I tend to 
spend the other part of my life doing the 
chauffeur, mother type things. We live 
out in the country, so I enjoy gardening, 
growing vegetables and tending my fruit 
trees. I enjoy shutting down all the tech-
nology and just being outside.  

You’ve got an excellent website and 
your column in the Toronto Star; do 
you use these two vehicles as the 
basis of your marketing?

The number one way I build my business 
is through referrals, no question. I do 
almost no marketing, and when it comes 
to the Toronto Star, the paper is not a 
great marketing tool because I do not live 
in Toronto. This is intentional because the 
last thing you want to do as a colum-
nist is bias your column using subtext 
that may enhance your availability as a 
supplier.

Another aspect of my marketing strategy 
is my professionalism. There are many 
different players in the animal business 
these days—veterinarians, groomers, 
behaviourists, trainers, pet stores—all in 
their own way trying to solve an owner’s 
problem. My strategy is to respect all the 
other players and their skills, but at the 
end of the day it is crucial that I commu-
nicate well with a family and essentially 
stick to my own knitting. I do what I do 
as well as I can for the family and pet, 
all the while respecting the roles that the 
others play in the relationship between a 
dog and its owner.

What still excites you about your 
business?

I really find it rewarding to help someone 
with a dog that has issues—to see a dog 
go from snarling over a bone, to handing 
it to the owner in a relaxed way feels 
good. But it excites me far more when I 
see owners working on prevention; it is 
so much easier to do the preventative 

work than coping with the rehabilitation 
to solve a problem that could have been 
prevented. 

BOTTOM LINE: There are many 
different approaches to dog training in 
the marketplace; Yvette believes in the 
scientific, evidence-based approach, 
used to prevent behavioural issues be-
fore they become chronic problems. 

Yvette and her dogs—Kip and Karma
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Selling And Buying A Veterinary Practice
BY ED MITUKIEWICZ

Selling  

Before selling a veterinary practice, it’s 
always a good idea to give your accoun-
tant plenty of notice. I request a full two 
years, as that gives me time to ensure that 
shares in the practice qualify for the cap-
ital gains exemption. If this is worked out 
in advance, finding a potential purchaser 
is cause for excitement, not concern. 
Rather than risk being offside a required 
24-month test (for shares to qualify for 
exemption), you can ensure that you’re 
in the clear. Why risk deferring a perfectly 
good deal when you can secure it with 
some relatively painless preparation?

Buying 

Purchasing a practice can be a good 
opportunity for a young veterinarian who 

wants to be a business owner. In spite 
of various changes in the market, these 
practices are still extremely profitable. While 
there are some philosophical differences 
among younger, millennial veterinari-
ans—they tend to be more hesitant about 
long-term investments—this also presents 
exciting new opportunities. For example, 
many veterinarians are now participating in 
staggered sales, selling a 50 per cent in-
terest in their practice at one point and the 
other 50 per cent a couple years later. A 
complete sale may seem easier, but stag-
gered sales allow veterinarians to exercise 
far more control over the transaction.

Whether you’re buying or selling a vet-
erinary practice, there are many options 
available. Getting a great deal is always 
possible, but only if you consider all the 
variables.

BOTTOM LINE: An accountant’s 
advice on some of the lesser known 
ideas about buying and selling a veter-
inary practice. 

Are you planning to sell or purchase a veterinary practice? If you’re not sure what is required of you 
financially and legally to buy or sell a practice, I suggest putting together an advisory team featuring 
a lawyer, accountant and banker who can ensure your purchase/sale goes smoothly. And here are a 

few tips and insights to consider before you even start the process of buying or selling, (based on my years of 
specializing in supporting veterinary practice sales).

Medical Association. Ed has assisted veteri-
narians across the province with incorporation 
decisions, practice acquisition, veterinary 
corporate reorganizations and planning for  
practice dispositions. He can be reached by  
email at emitukiewicz@collinsbarrow.com  
or on LinkedIn.
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Pauline Blachford, Founder Of Pauline Blachford Consulting
BY KAREN HENDERSON

I reached Pauline at her home/office in 
Vancouver, BC.

Pauline, let’s start with your education. 
Where did you go to school and what 
did you study?

I studied accounting at the BC Institute 
of Technology. This really helped me 
on the business side of optometry—it 
helps me relate to my clients and better 
understand what they want and need to 
know when it comes to improving their 
bottom line.

You seem to be an anomaly in the 
eye care profession. You are not a 
doctor; how did you get involved in 
this industry?

Well yes I am an anomaly! I don’t think 
there is anyone else consulting on recall-
ing the way I am. What I do seems so 
simple, but professionals often overlook 
the concept of going back and really 
using the telephone.

Why did you pick optometry as your 
field of choice?

After I studied accounting, I spent 18 years 
at home raising my children. At this point I 
really wanted to get out and do something 
else. Coincidentally my optometrist in White 
Rock—the only one at that time—was 
looking for a part-time receptionist. Prior 
to my starting there, the owner hired an 
associate from Ontario, but we had a 
problem with getting her bookings; people 
would call in and request an appointment 
with the owners who ended up being 
booked weeks in advance. We were not 
referring clients to the new associate. But I 
really liked her and did not like the fact that 
she was just sitting around. Yes, we were 
getting good responses from postcards, 
but I approached the owner with this 
proposal: I would work in the back room 
and go through 13 years of paper files… 
if I found patients who had not been in for 
a while, I would contact them, and offer 
our new doctor. The owner agreed, but I 
had to prove my idea. Well, my strategy 
was extremely successful as the associate 
became fully booked. It certainly proved 
that we are not using the telephone nearly 
enough. So that’s how I got into optom-
etry and how I learned the power of the 
telephone.

What made you strike out on your 
own after being with White Rock 
Optometry for 17 years?

After 17 years of making over 100 phone 
calls a day, it was time for a new chal-
lenge. Software had been created that 
allowed me to develop recall strategies 
for any doctor, and I realized I could help 
other clinics achieve the success that we 
had achieved. 

What is the number one concern of 
eye care professionals with whom 
you work now as an independent 
consultant?

Optometrists are very passionate and 
skilled at what they do, but no matter 
where I go, there are still gaps in their 
schedules, which need to be filled in 
order for the business to thrive.

If you could change one thing about the 
eye care business, what would it be?

I would engage more fully with staff. In my 
opinion, I don’t think optometrists realize 
the power of their staff… they need to 

Pauline’s goal is to help optometry practices increase their profitability while better serving their clients, 
through the implementation of an effective telephone recalling strategy. Pauline also offers services to 
enhance employee productivity and increase eyewear sales.

“Optometrists are very 
passionate and skilled 
at what they do, but no 
matter where I go, there 
are still gaps in their 
schedules, which need 
to be filled in order for 
the business to thrive.”

- PAULINE BLACHFORD
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engage staff and keep them challenged. 
When I work with a practice, I always ask 
the owner what their mission statement 
is, and what information I am allowed 
to share with staff. Given the go-ahead, 
I want my receptionists to know the 
value of an appointment, which averages 
around $300 US in the American market. 
Then, at the end of the day, I ask her to 
calculate her MO, or Missed Opportunity. 
How does she do this? Well, if there were 
five unfilled appointment slots that day, 
the MO would be $1500.00. This engages 
the receptionist in the success of the clinic 
through her position, which of course 
involves customer service, as well as the 
financial results of this service.

From your experience, what can you 
tell us about the demographics of 
the eye care profession—women vs. 
men, ethnic minorities, and visible 
minorities?

I have not done a lot of research on this, 
but am definitely finding that I am working 
with more women. Women excel at 
attention to detail, and thrive in careers 
where they can help others, so this is 
why I think optometry attracts women. 
But my criteria for the ideal client are 
a big thinker, highly motivated and not 
afraid to change—it does not matter if 
they are a man or a woman.

In your view, what is the major deter-
minant of the value of an optometry 
practice?

Definitely the cash flow and how quickly 
we can increase the cash flow if we keep 
the database active. In order to book the 
appointments that lead to cash flow, the 
database needs to be current. So every 
time a clinic receives a patient, the clinic 
should be gathering all contact informa-
tion they can get.

How do you think the Internet is 
changing the way optometrists are or 
should be doing business?

I believe the Internet is having a positive 
influence on optometry; more and more 
people prefer to book online at their con-
venience. But this does not replace the 
value of a real conversation, which can 

not only ensure the accuracy of the data-
base but can actually grow it, because a 
telephone recaller can ask about you and 
your family—possible new patients.

What about the Internet’s influence on 
the sale of product like glasses?

This does concern me, because people 
can go online, order whatever they want 
using an old prescription… clearly not in 
the best interest of the patient.

There seems to be an optometrist 
springing up on every block. Do 
you think the field is becoming too 
crowded? 

I see the potential problem of having too 
many suppliers in close proximity, but 
what I also see is that those who choose 
this route can end up being really good 
at what they do, at both finding and 
keeping their clientele. The successful 
practitioners are networking, and using 
a referral program… for example, every 
time a client refers someone, she re-
ceives $25.00 off her next pair of glasses.

How do you see the future of eye care 
unfolding in Canada over the next five 
to ten years?

I definitely see technology continuing to 
evolve. But I do not want to see technology 
allowing patients to tell their doctor how 
they want to be contacted. Why? Because 
I have seen over and over the value of 
calling a patient, having a real conversa-
tion, and not just communicating by text 
or email. For example, a patient you call 
may say he is never coming back to your 
practice. Of course you ask why, and what 
we have learned through these kinds of 
exchanges has led to so many practice 
changes and improvements that would not 
have happened, had we not had such a 
critical, personal conversation. You cannot 
learn things like this through a text or an 
email. Technology is good for follow-ups 
and reminders, but I truly believe that the 
successful optometrists of the future will be 
those who communicate with their clients 
in a personal, creative and regular way.

On a different note, how do you relax/
recharge?

I am one of these people who are going 
all the time because of my business, and 
the fact that I have four children and three 
grandchildren. I love audio books… I listen 
everywhere whenever I can! But the most 
important thing for me is having the family 
around me.

Do you have anything else you would 
like to add?

I would like to finish by saying that optom-
etrists should not underestimate the pow-
er of their practice. I have talked to a few 
professionals who simply did not see the 
value they had built up… to them, it was 
just a bunch of files and their expertise, 
which leaves when they walk out the door. 
This belief is a loss for both patients and 
doctors who have spent years building up 
a business. When an optometrist retires, 
there is something to sell—a reputation, 
good will and of course the gold which is 
the meticulously maintained database. So 
now when I meet doctors, I ask them if 
they know the value of their practice.

In summary, my mantra is: Keep call-
ing patients, because you never know 
what has gone on between calls. Maybe 
they moved, left the country, went into a 
seniors’ home… it doesn’t matter. I never 
give up because the telephone always 
keeps the door open, and always offers 
another opportunity to connect. It’s what I 
love about what I do.

BOTTOM LINE: Persistence pays 
off when it comes to patient contact. 
Never give up because you never know 
what may happen when you pick up 
the phone to call a patient. 

Pauline Blachford 
Along with the obvious 
passion she brings to her 
optometry clients, Pauline 
supports Optometry Giving 
Sight, Third World Eye 
Care Society and Canadian 
Blood Services. She was on 
the founding board of The 

Guyanese Canadian Cultural Association of B.C. 
and served as vice-president for four years. You 
can reach Pauline at 613-235-7924 or through her 
web site paulineblachford.com.
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How Did Eyewear Morph Into  
A Must-Have Fashion Accessory?
BY KAREN HENDERSON

It is virtually impossible to determine the 
origin of one of the most spectacular 
inventions of the past 2,000 years— 
eyeglasses. In the third century BC, the 
philosopher Seneca reportedly read books 
using a glass globe filled with water to 
magnify the letters. The first real eyeglass-
es were made in Italy in about 1286, but it 
is not clear who the inventor was. 

By the mid-1400s, Florence, Italy became 
a leader in production, sale and innovation 
of eyeglasses. During the 15th century, 
eyeglasses were in popular demand. 
Peddlers selling eyeglasses were com-
mon on the streets of Western Europe. 
Demand increased significantly after the 
appearance of the first newspaper, The 
London Press, in 1665. The possession 
of eyeglasses became an indication of 
intelligence, status, and wealth. 

During the 1700s glasses were made by 
hand and Germany was a major player; 
in the 1800s large-scale manufacturing 
started to become possible. The 1900s 
saw eyeglasses become an industry of 
their own, complete with manufacturing 
and distribution networks. Styles quickly 

changed in this century as Hollywood 
and celebrities began to influence fashion 
and new materials became available, 
especially plastics. By the latter half 
of the 20th century, spectacles were 
considered part of a person’s wardrobe. 
Similar to clothes, eyeglasses needed to 
be continually updated or a person could 
be perceived as old-fashioned. More and 
more celebrities were influencing spec-
tacle fashion; for example, in the 1970s 
Jacqueline Kennedy Onassis helped to 
popularize oversize lenses.

According to the CNIB, in 2014-2015 
71 per cent of Canadians were wearing 
glasses to correct their vision. People 
have become influenced by the choices 
and styles of eyeglasses because they 
have seen celebrities and other people 
in the public eye wearing fashionable, 
designer eyeglasses. Designer eyeglasses 
are now in high demand.

But buying glasses to improve sight has 
morphed into something completely 
different. Call the trend clear eyeglasses, 
lensless eyeglasses or geek chic—it’s 
here to stay.

Some fashionistas are advising us to 
wear a different non-prescription pair 
each day—they are a part of one’s outfit 
as any other clothing item. Also one must 
choose glasses that make a statement, 
so people will stare at them, and get you 
lots of attention.

Not everyone agrees with this approach 
to fashion. Dr. Neil Handley, the cura-
tor of the British Optical Association 
Museum at the College of Optometrists, 
says, “Glasses are medical devices, 
first and foremost. Putting them on for 
fashion alone feels like faking a wheel-
chair-bound injury at a theme park to 
jump to the front of the line.” Clear 
glasses allow the world to perceive the 
wearer differently—perhaps as more 
intellectual, smarter or more interesting.  
In fact, research from The College of 
Optometrists in Britain reveals that a 
huge 43 per cent of people believe 
glasses make them look smarter. For 
another 36 per cent, it’s about appear-
ing more professional and businesslike. 

Eyeglasses can have a psychological 
effect as well; as Ralph Anderl, CEO of 

Dorothy Parker once famously observed, “Men seldom make passes at girls who wear glasses.”  
How things have changed when it comes to eyewear—fashion’s hottest accessory.
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Sources: Wikipedia, The London Telegraph, The Zenni Blog, 
Eyestylist.com, MyEyewear2go, Raconteur.net

eyewear company IC Berlin says: “Really 
wearing glasses is like cosmetic surgery 
without the knife—it immediately chang-
es how your character is represented 
and all the more so because they’re 
located at the most important part of the 
body in terms of non-verbal communica-
tion. That’s why blocking the eyes with 
sunglasses suggests mystery and cool.”

Glasses can be a powerful form of 
personal branding; look at icons such as 
Woody Allen, Yves Saint Laurent, John 
Lennon or Gandhi, whose glasses fetched 
£1.27 million at auction a few years ago.

When a heated discussion about ‘fake’ 
glasses erupts at a cocktail party, the 
first words often heard are “Blame it on 
Hollywood!” This seems obvious; every 
year more and more stars walk the red 
carpet in glasses—are they needed for 
sight or fashion? (Elton John owns several 
thousand pairs of glasses). 

Geek chic

The ‘geek chic’ trend was supposedly 
started by NBA stars LeBron James of 
the Miami Heat who wore frames without 
lenses during press conferences, and 
Russell Westbrook of the Oklahoma City 
Thunder in 2012. But others say it was 
Japanese teenage girls in the 1990s who 
started it all with lensless glasses, usually 
featuring oversize, black frames.

Whatever the impetus, it’s clear that 
fashion eyewear is here to stay, and it’s a 
lucrative business. The estimated worth 
of the global market, which includes 
frames, contact lenses and sunglasses, 
is $90 billion, projected to reach $140 
billion by 2020. The premium fashion 
segment is occupied by a handful of 
firms: The Italian firm Luxottica, the 
world’s largest eyewear company, owns 
Ray-Ban, Persol, and Oliver Peoples, as 
well as the licenses to produce eyewear 
for fashion brands such as Chanel, Ralph 
Lauren, Armani and Prada.

What will be hot for 2017? According to 
the international eyewear fair Silmo last 
September, the year will feature frames 
with new combinations of metal and ace-
tate; titanium remains a leading material. 
Effects on the surface of the frame will be 
inspired by nature. Eyewear collections 
are using the sophisticated technology of 
3D printing which offers endless possibil-

ities for lightweight design, colours and 
shapes. And children’s eyewear is just as 
fashionable—frames by the British firm 
Zoobug.com are known for their fabulous 
colours, and shapes that are lightweight, 
strong and durable.

Who can ever forget Dame Edna??

BOTTOM LINE: For both men and 
women geek chic is a massive trend 
and glasses are a huge part of this. 
Celebrities have embraced the geek 
trend and everyone from Justin  
Timberlake to Jay Z, Jennifer Aniston 
and Kim Kardashian has donned a 
pair to look sexy and super stylish. 
Whether you need glasses for better 
vision or for style, the choices are al-
most overwhelming—there is certainly 
eyewear for everyone! 

Karen Henderson
Karen Henderson is the 
Managing Associate Editor 
of Profitable Practice.
She has a special interest 
in long term health care. 
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These are just a few of the reasons why you should have a Broker involved!  
Many people claim they can sell your practice. This does not mean that you will 
extract the most value from your hard work and it certainly doesn’t mean that 
it will be a seamless process.

When selling your practice, it is critical to ensure that you receive fair market 
value and that you maintain your dignity through the process.

Before you make a decision that will affect your most valuable asset, contact 
ROI Corporation, Brokerage (888) 764 - 4145.

EXPERT ADVICE
CONFIDENTIALITY 
RECORD SALE PRICES
NO CONFLICT OF INTEREST


