
Fostering a dynamic economy and vibrant 
communities – making Manitoba the best place 
in which to live, work, invest and raise a family 
– has long been the mandate of the Manitoba 
Chambers of Commerce.

In line with that mandate, the Manitoba 
Chambers of Commerce (MCOC) and the 
Winnipeg Free Press have joined forces to 
publish an exciting bi-annual magazine 
highlighting the many inspiring success 
stories of entrepreneurs and business owners 
throughout the province. 

MBiz also shines the spotlight on the vital role 
played by community and regional Chambers of 
Commerce in fostering economic development. 
Noteworthy and informative reports from 
members of the MCOC’s 10,000-strong network 
allows them to share achievements with every 
region of Manitoba, making MBiz a recognized 
and compelling business tool.

DISTRIBUTION
MBiz is published twice per year and is 
distributed to all Winnipeg Free Press 
subscribers as well as to all members of the 
Manitoba Chambers of Commerce.

ONLINE PUBLICATION
Each issue of MBiz is published online as an 
interactive web magazine, accessible from 
both the MCOC website and the Winnipeg Free 
Press website. 

The Winnipeg Free Press online 
network receives 1.4 million users 
and 3.1 million sesssions every 
month. 
(Source: Google Analytics – 2020 Q1 Average)

CHECK OUT ELECTRONIC VERSIONS 
OF PAST ISSUES OF MBIZ! GO TO: 
www.winnipegfreepress.com/publications
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BIN 22/HOMETOWN GLORY

Inspired both by their travels and 

their rural roots, Mark and Claudia 

Keating decided to open Bin 22 Coffee 

Company, a place to offer high quality 

espresso-based drinks like those they 

had enjoyed in Europe. They saw 

potential in an old brick bank building 

on the main street in town. After major 

renovations, it now houses Bin 22 and 

the fashion boutique owned by Mark’s 

niece, Jessica Keating.

“We’re very aware that small towns 

need to offer something if they are to 

stay viable, and we thought, ‘Russell 

needs that,’ ” Claudia says. “We’re just 

so proud of how it all turned out.” 

Jessica, 31, studied fashion marketing 

at  Olds College, and Hometown Glory 

grew out of her passion for clothes.

“I just felt that clothing for our age 

at a good price point was missing 

and I thought I could bring that so 

people wouldn’t always have travel to 

the city,” she says.  “I wanted to offer 

something that would keep up with 

the trends in Russell.” A coffee shop 

and a clothing store in one building 

might seem like an odd combination 

but the two businesses share common 

philosophical ground: A recognition 

they could provide a needed service; 

stellar customer relations; and an 

enjoyable atmosphere. Both tie 

customer experience to a well-

considered esthetic. Bin 22 has a 

“cool but cozy” urban farm decor, with 

warm, inviting colours, barnboard 

from the Keating’s farm and scoops 

from an old grain elevator.

  common 
GROUND

Family businesses excel with coffee, 

clothing and customer service

BY WENDY KING
Jessica furnished Hometown Glory with 

personal items like her dad’s old record 

player, vinyl LPs and even a Tom Petty wall 

— things that create conversation. “It’s 

a whole experience, so even if you don’t 

want to shop, maybe you just want to hang 

out and have your coffee from Bin 22 and 

just enjoy your time here — that’s what I 

have set out to do,” she says. “I don’t care 

if people don’t spend money when they are 

in here or if they are just passing through 

to get to the coffee shop. I want them to 

feel welcome because they are walking 

through the door, and that’s the first step.”

Both businesses back their service with 

quality offerings — world-class coffees 

and “prairie-inspired” boutique items that 

are unique, beautiful and tailored to local 

customers' needs.

"They wanted more than clothing, they 

wanted little knick-knack things they 

could pick up with a pair of leggings, so 

now, for example, we offer a stationery line 

that they just eat up," Jessica says.

“They also want Canadian-made products 

that really reflect where we live because 

people are really wanting to support our 

country — including local artisans.” The 

community response to these businesses 

has been strong. “Local support means 

everything to me,” says Jessica. “And the 

surrounding communities which don’t 

have a lot of shopping options now come 

into Russell, which is great.”   ■

Most people consider it a bargain when they get a 

“two-fer” — a two-for-one. When the Keating family 

took over an old bank building in Russell, that’s 

just what the town got: Bin 22, a funky coffee shop; 

and Hometown Glory, an on-trend clothing store.  

RIght: Jessica Keating and 

husband Russell Davies kick up 

their heels at Hometown Glory.

Photos courtesy of Bin 22 

Coffee Company and 

Hometown Glory
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A new processing plant in Gilbert Plains is spinning hemp straw into … well, not exactly gold, but a close approximation. Kitty litter, fibril soil enricher and an absorbent 
flour for cleaning up liquids are among the innovative 
products Hemp Sense Inc. plans to produce from hemp 
straw that would normally be burned in the fields. Company president Lyall Bates says the environmentally 
friendly 30,000-square-foot plant fired up production 
with a tried-and-true food product, hemp seeds, in part 

to give farmers a single market for the entire hemp plant.
“All the other products, this is the first time it’s been 

done,” he says. “Right now, farmers take the seed and 
they’ve got a market for the seed and then the straw, they 
just burn it because there’s no market for it. “Now he’s got a market for the seed locally and he can 
turn around and sell the straw. Even if you turn around 
and get $30, $40 an acre return clear on your straw, 
that’s just another income.” Hemp Sense has custom balers to harvest plants in 

Photos courtesy of Hemp Sense

cases where farmers don’t have the necessary equipment. And so far, the company has a contract in place to supply kitty litter to 1,400 stores across North America. The litter ticks off a lot of boxes, serving a burgeoning pet supply market, providing diversified farm income and meeting consumer demand for green products. 
Produced in a zero-waste, zero-water facility, hemp litter has several advantages over clay litter. “Clay tracks on the cat’s feet, gets all over the furniture and people are breathing in that fine dust. Whereas the hemp is 100 per cent green. It absorbs 

495 per cent of its weight, so it’s the highest-absorbing product we compared to other cat litters,” Bates says.Lightweight, chemical- and dust-free, it can also be composted. Parkland farmers led the charge to develop a hemp industry, forming the Parkland Industrial Hemp Growers (PIHG) cooperative soon after Canadian production was legalized in 1998. Late PIHG chairman Joe Federowich was also a driving force in promoting fiber production before he died in 2009.“Joe Federowich years ago was determined that the farmers needed to look at different crops, different incomes. 

He was determined hemp would work and stuck with it,” Bates says.Hemp Sense was incorporated in 2015, and while it’s rolling out a limited number of products in the initial stages, Bates says it has the capacity to expand the product line at little cost. “Now we’re getting pretty excited because our products are getting ready to hit the shelves,” he says. “It’s a new industry yet. The seed market’s there and now I think there’s a big opportunity — we can take the waste product and give farmers another income, so I think it works hand in hand for the farmers and ourselves.”  ■

HEMP SENSE INC.

GREEN ACRESProcessing hemp right down to the final strawBY PAT ST. GERMAIN

Kitty litter, fibril soil enricher and an absorbent flour for cleaning up liquids are among the innovative products Hemp Sense Inc. plans to produce from hemp straw that would normally be burned in the fields. 

The new plant in Gilbert Plains is rolling out its product line in stages, starting with hemp seeds.
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When the rail line to Churchill was washed out in 

20 places during spring flooding, residents of 

Manitoba’s northernmost community had to 

brace themselves for astronomical prices for 

milk, bread and other supplies.

But John Gunter, president and CEO of the company 

specializing in whale watching, getting up close 

(but not personal) to polar bears and dining under 

the northern lights, hasn’t seen any decline in the 

number of guests seeking experiences they simply 

can’t get anywhere else.

While his shipping costs have increased by 500 

per cent — instead of two freight trains a week, he’s 

receiving shipments from five boats per year — his 

guest arrivals in 2017 are the highest ever.

“International travellers from China, Australia and 

the U.K. aren’t concerned about microeconomic 

issues in the Canadian sub-Arctic,” he says.

They don’t rely on rail service, either. 

Last summer, a party was held for about 200 

people at the Qualico Family Centre at Assiniboine 

Park to commemorate the contribution his parents, 

Merv and Lynda Gunter, have made to tourism in 

Manitoba’s  North.

They were stationed in Churchill in the early 1980s 

when tourism in the area was just starting to become 

a thing. Merv was a manager at the 

Royal Bank and he and his family 

moved to Winnipeg when he was 

transferred in 1986.

“My folks looked at each other and 

said, ‘There’s a good opportunity 

here with this tourism stuff.’ My 

dad continued to work for the bank 

for another 15 years while my mom 

built and ran the company from 

the basement of our home in East 

Kildonan. She had a telephone and 

a typewriter. Now we have about 25 

full-time staff and 35 seasonal staff,” 

he says.

His parents haven’t been involved in 

the day-to-day operations of Frontiers 

North for a few years now and they’re 

just winding down their final duties 

— representing the company in the 

Pacific Rim for sales meetings with 

partners and resellers in China, 

Australia, Japan and Korea.

John Gunter came on board in 2002, 

working in a marketing capacity 

before becoming general manager 

and then moving on to president 

and CEO.

When the company started, it 

offered guided trips of Churchill and 

north stars
Family business marks 30 years in 

Churchill’s tourism industry

BY GEOFF KIRBYSON

The Gunter family isn’t letting the prospect of operating 

in a fly-in community for the foreseeable future ruin the 

30th anniversary of Frontiers North Adventures.

into the Northwest Territories and what 

is now Nunavut. The Gunters decided to 

eliminate the out-of-area trips and focus 

on maximizing the potential of Churchill.

Along the way, they bought into the 

Tundra Inn, a 33-room hotel with a pub, 

dining room and hostel.

“With our various operations we have 

about 100 people on our payroll now. 

We’re pretty proud about that,” John 

Gunter says.

The calendar is full most of the year. 

Northern lights trips kick into high gear 

in February and March when there is 

minimal sunlight and still plenty of snow 

on the ground. Polar bears take centre 

stage in April and May when the snow is 

melting and they’re seen hunting out on 

the ice.

Snorkelling with beluga whales is 

the big attraction during the summer 

months, while October and November are 

big polar bear months, too.

“In the autumn, we’re batting polar 

bears off with a stick,” Gunter says with a 

laugh. “Our average sightings per day are 

a lot higher then than in the summer.”

For the uninitiated, polar bears are 

observed in their natural habitat from 

the comfort of a Tundra Buggy, a vehicle 

Gunter describes as a “great big Kleenex 

box on monster truck tires.”

The buggies follow a network of 

established trails in the Churchill 

Wildlife Management Area, and while 

polar bears are often curious about the 

strange vehicles, passengers are too high 

up to ever be in danger.

The buggies are also used to transport 

guests across the frozen Churchill River 

to take in the northern lights. Frontiers 

North has a cozy set-up where people 

can enjoy happy hour with drinks and 

hors d’oeuvres and spend the evening 

taking pictures.  ■

Where the bears are: Guests in a 

Tundra Buggy are thrilled to see 

polar bears in the wild. 

Photo courtesy of Frontiers 

North Adventures

FRONTIERS NORTH ADVENTURES
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Dynamic brand imaging developed in 

collaboration with MCC Board of Directors 

past-chair Kyle Romaniuk, principal at 

marketing firm Vantage, reflects MCC’s role as 

the increasingly influential voice of business 

in Manitoba. 

“The Chamber has grown, its profile has 

grown and the brand just hasn’t continued to 

evolve with it,” says MCC President and CEO 

Chuck Davidson.

The previous brand’s five Roman columns 

represented the five pillars of the organization 

which, from a policy perspective, have changed 

over the past few decades. Coinciding with 

strategic planning sessions that pinpoint key 

priorities and sharpen focus on the Chamber’s 

identity and core values, the timing was right 

to update the imagery, he adds. 

“We’ve made a number of changes within the 

organization, the direction that we’ve been 

going, and I think the board and staff felt it 

was time for a bit of a refresh in terms of our 

look and feel.”

Romaniuk says the new visuals are designed 

to represent MCC’s role as an organization 

that informs and educates business leaders 

and government; brings industry and regional 

business networks together to drive economic 

growth and stability; advocates on behalf of 

members; cuts red tape and works to make 

Manitoba the best place to live and work. 

The logo icon’s conceptual elements 

represent cutting red tape, an inclusive 

meeting place and the collective and unified 

voice of business.

Davidson says the imaging also provides 

brand continuity for the 71 Chambers in 

the network.

“There are going to be Chambers that are 

going to continue on with their current brand, 

which is fine, but for those that don’t have 

the capacity or resources to go through this 

process then we’re there to help them along as 

well,” he says.

“We’re excited about where the organization 

has gone. We’ve been in operation for 86 years 

and we hope this is the logo and brand that 

will move us forward for decades to come.”  ■

A NEW 
IMAGE
FOR THE VOICE OF  

BUSINESS IN MANITOBA

It’s a brand new day for the Manitoba Chambers of Commerce.

“We’re excited about 

where the organization 

has gone. We’ve been in 

operation for 86 years 

and we hope this is the 

logo and brand that will 

move us forward for 

decades to come.”

COVER STORY
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2020 ADVERTISING RATES
SIZE DIMENSIONS (W X H) RATE RATE (NET)
Full Page Live Area: 7.125” x 9.875”  $2,725 $3,085
 Bleed: 8.375” x 11.125”
 Trim: 8.125” x 10.875”

1/2 Page Vertical 3.4375” x 10” $1,540 $1,775

1/2 Page Horizontal 7.125” x 4.875” $1,540 $1,775

1/4 Page 3.4375” x 4.875” $850 $1,025

Business Card 3.4375” x 2.125” $440 $540

PREMIUM POSITIONS
Inside Front Cover Full Page Dimensions $3,085 $3,395

Inside Back Cover Full Page Dimensions $2,925 $3,225

Outside Back Cover Full Page Dimensions $3,225 $3,495

Rates include full colour and ad design services.

CHAMBER 
MEMBER NON MEMBER

ADVERTISING 
OPPORTUNITIES

CONTACT US
Advertising Inquiries: Editorial Inquiries:
Contact your MBiz sales Pat St. Germain
consultant or Brandi Johnson at e: pdstgermain@gmail.com
t: 204-697-7332 Editorial content chosen by Editorial Committee 
e: brandi.johnson@freepress.mb.ca

TWO-PAGE SPREAD $4,325
(16.25”w x 10.875”h)

FULL PAGE $2,885
(8.125”w x 10.875”h)

1/2 PAGE $1,850
(7.125”w x 4.875”h)

BONUS ONLINE OFFER
Increase your exposure and reach a large online 
audience by uploading your MBiz Sponsored 
Content article to the Business section of 
winnipegfreepress.com for a period of 6 weeks.

Online Sponsored Content articles will include:

• Complete article from MBiz magazine

• A large photo

• A link to your company website

Only       $995
(valued at $7,600)

Offer only available with purchase of a Sponsored Content 
article in MBiz magazine.

FALL/WINTER 2020 DEADLINES
PUBLISHING  BOOKING DEADLINE MATERIAL DEADLINE
Wednesday, December 9  Tuesday, November 3 Friday, November 6

CANCELLATION DEADLINE (FALL/WINTER ISSUE): Friday, November 6, 2020. 
Payment in full will be required for any reserved space that is cancelled after this deadline.

EXCLUSIVE TO MEMBERS ONLY: 

SPONSORED CONTENT
Do you have a story to tell? A sponsored 
content story is a creative and effective way to 
connect with readers in a format that is both 
compelling and informative. MBiz will provide 
a writer, photographer and designer to work 
with you to create a positive and professional 
article about your business.


