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THE AIRPLANE BOYS

CADENCE WEAPON

P H O T O G R A P H Y 

W O R D S 

ROB BUTTERWICK

SARAH CAMPBELL
Ed PETREnKO

Edmonton-born and raised, Cadence Weapon will chat about 
his music and hometown to anyone, anywhere. His words tell 
the story of the hardworking souls in his city, and the thick skin 
needed to survive the gloomy winters. Rap isn’t his only game, 
though – beyond topping critic’s lists and collecting Polaris 
noms, he’s served as Edmonton’s Poet Laureate and even read at 
the 2010 Vancouver Olympics. 

I went to school for journalIsm, but I was still working 
on music and writing poetry. School was never a big passion for 
me – I always wanted to make music. My parents wanted me to go 
to college, but I feel I was born to rap. 

I’m trying to make a statement with my music, to push beyond 
the constraints of what rap music is supposed to be, or what is 
considered OK for a rapper to be. I wanted to represent people 
like me. There were very few rapper’s backgrounds or music  
I could relate to. Since it’s a young genre, there’s a lot of room for 
different voices, directions, and creative angles.

› cadenceweaponmusic.com

Beck Motley and Bon Voyage are checked in 
and ready to f ly. Along with the Beau Monde 
Collective, The Airplane Boys bring a holistic 
passion to the game while traveling the 
world to spread their message. They recently 
opened for Kendrick Lamar in New York City 
to a crowd that was less than patient. But by 
the end of their performance, the cheering 
audience was clear: The Airplane Boys had 
taken off. 

we’re fIrst and foremost storytellers. 
It’s music for the globetrotter, some might call it 
pop and some might call it hip hop, we just call 
it the sound of the beautiful future. Our music is 
honest to us – it’s real life dialogue that we put 
in it. Everything is a source of organic inspiration 
for the records we put out.

We want to inspire people to live out their 
dreams and to not think twice about it – just 
follow through with everything you aspire to be. 
You always want to put your vulnerability out 
there and you want someone to understand you. 
When they can relate to it, that’s all you really 
hope for as an artist.

› theairplaneboys.com

The career path 
of a musician can 
be pretty difficult. 

Sometimes it’s a lot 
of hard work, other 
times it’s a little bit 

of luck, but no matter 
how it happens, it 

almost always begins 
with passion. 

I believe that each 
of these artists is on 
their way to stardom 

and it’s important 
for us to support 
our homegrown 
talent. And if you 

don’t know, now you 
know… 

E D I T O R ’ S  N O T E
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TEEN DAZE

CYRIL HAHN

NO JOY

Most of us have, at some point, fallen asleep 
and dreamed of being a star. For Teen Daze 
(partially-divulged real name: Jamison), the 
dream didn’t stop upon waking up. After 
crafting a few songs and sending them to blogs 
he liked, the kid from Abbotsford became one 
of Canada’s hottest new artists practically 
overnight. The gap between breaking out and 
playing CMJ Music Marathon in New York last 
year was so slim he lost his job at Booster Juice 
because he couldn’t get his shifts covered while 
he was away. Fortunately, it hasn’t gone to his 
head, as we learned in a laid-back chat with 
the artist. 

I was always fascInated by records, 
and my parents had a big record collection, so 
I spent a lot of time nerding out over that. I’ve 
always loved music but only found the time to 
start writing when I was in my second year of 
college. I wrote my first song in my last year 
of school, and when I graduated I posted stuff 
online and sent it to a bunch of different blogs. 

Initially, it was just one blog that posted it, and 
I was stoked about that, and then the next day 
two blogs posted it, and then four, and within 
a month, all of these things I had thought were 
inconceivable were coming true – like being on 
Pitchfork and Stereogum and Gorilla Vs. Bear. I 
was starry-eyed the whole time. It was crazy.

› asilentplanet.com

While most art history students are slinging coffee 
cups and searching for an internship that will give 
them the least amount of paper cuts, Vancouver-
based Cyril Hahn is gaining fans like The xx, mixing 
his debut album, and packing for a European tour. 
With some of his songs reaching over three million 
YouTube views, we anticipate his album will bring 
a refreshing cleanse to the oversaturation of over-
engineered electronic music. 

when I started gettIng Into producIng, the 
easiest way was to build on something that’s already 
there and making it your own. To some it’s called a 
remix, but I feel like I was creating my own song. 

I don’t think it’s a particular story that ties all 
the songs together but it’s probably just certain 
emotions that come through both consciously and 
unconsciously. I’m not a huge talker, I prefer to just 
let the music or the words of others speak for me. 

I love touring in Europe and hearing people sing along 
to my songs. It’s just the craziest thing to realize that 
people in different places appreciate what I’m doing.

› cyrilhahnmusic.com

Starting out as a collaboration-by-mail project between 
Laura Lloyd in Montreal and Jasamine White-Gluz in 
Los Angeles, No Joy have since toured nearly every city 
in between. In their short few years they’ve established 
a name for themselves as one of the highlights of the 
shoegaze revival, sharing stages with the likes of Grant 
Hart (of Husker Du), Surfer Blood, Wire, Vivian Girls, 
and Best Coast. 

we’ve toured a lot, we put out a lot of records, a lot of 
seven inches, and people just seemed to notice. I guess we 
were lucky. We toured for a year straight when Ghost Blonde 
came out. Touring’s a mixed bag: it’s a lot of driving, which 
can be super fun too. But in the end, it’s like a job: you go to 
work and sometimes you like it, sometimes you don’t.

We take tour dining seriously. Applebee’s, Olive Garden, 
all the big chain restaurants are our favourites. We had 
this amazing waiter at Olive Garden – his name was Chaos, 
he was a twice-convicted felon, he had a three-year-old 
daughter named Felony, and he had “CHAOS” tattooed 
across his chest, and he showed us pictures of him with his 
shirt off, flexing. He was so awesome. 

› nojoymusic.com

When I’m writing, I usually have music on in the background. 
It seems to help the words f low. If you’re too busy hustling to 
build your own playlist, visit ScionSessions.ca to download 
or stream free digital releases. 

My current favourite is Montreal 
producer Kaytranada’s “Long 
Fortune” mix that’s got enough 
old school r&b to keep this 90s 
kid inspired.
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WORDS 
EDWARD PETRENKO

PHOTOgRAPHy 
ARcADE ORigiNAl

illUSTRATiON 
OliViA TRUONg

iT’S A WONDER MARK BRAND iSN’T OUT Of BREATH. BORN 
iN DUNDEE, ScOTlAND, WHiSKED TO TUNiSiA, TO lONDON, 
ENglAND, TO cAlgARy, AND THEN TO DARTMOUTH, NOVA 
ScOTiA, WHERE HE gREW UP – SAVE fOR A fEW yEARS iN 
NigERiA AND AUSTRAliA – MARK cAME TO VANcOUVER iN 

HiS TWENTiES AND, WiTHOUT MiSSiNg A BEAT, BEcAME 
ONE Of THE ciTy’S HOTTEST RESTAURATEURS. 

There’s a new 
generation of 

entrepreneurs who 
have found success 
in their careers by 

giving back to a world 
in need of assistance. 

Through  
save on meats, 
Mark is waging 
a campaign to 

revitalize Vancouver’s 
Downtown Eastside 

one sandwich  
at a time.

True Story: When 
I asked Mark how 

does he find time for 
himself? He simply 

smiled and said, 
“This is all for me”.  

Now that’s inspiring. 

E D I T O R ’ S  N O T E
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THiS iSN’T A BUTcHER SHOP. THiS iS A REVOlUTiONARy 
WAy TO DO BUSiNESS, AND WE’VE PROVED iT, AfTER TWO 

AND A HAlf yEARS Of HARD, HARD, HARDcORE STRUgglE.

save on Meats tokens can be purchased for $2.25 and can be redeemed for a nutritious breakfast sandwich.  
patrons can decide whether to donate their tokens or hand them out directly to those in need. 

Starting with Boneta in 2007, 

Mark has built a mini-empire in the Downtown 
Eastside, including The Diamond, Sea Monstr 
Sushi, Portside Pub, clothing line and store 
Sharks & Hammers, Catalog Gallery, and Save 
On Meats. 

The latter takes some explaining. Save On Meats is many things: a 
diner, a butcher, a community centre, a food kitchen, a social enterprise, 
an iconic building that reminds you that you’re on East Hastings. You 
can buy meat there. You can enjoy a meal there. You can purchase a 
token for a sandwich there and give it to someone in need. You can take 
a class on, say, sausagemaking there. You can work there – the store 
is famous for reaching out to the community, offering employment 
opportunities to the famously troubled neighbourhood. You can even be 
on TV there – Mark and the Save On Meats family are the subjects of 
OWN’s Gastown Gamble.

We got the chance to talk to Mark – how he found the time, we’re not 
sure – about his life, his travels, his passion for food, his mission in the 
Downtown Eastside, the Herculean task in front of him, and whether 
it’s all worth it.

when did you firSt diScover that you had a paSSion 

for food - that it might Be your life’S path? 
You know, I’ve always had it in me. I’ve always loved how happy food 
made everyone. Around holidays, my family would get together, and 
everyone would be so happy, and it was all centered around food. I 
wanted to be the provider of that experience for people. 

I’d worked in restaurants since age twelve, and when I was nineteen, I 
told my parents, “hey, I’ve figured it out. I’m going to open a restaurant.” 
For reference, I’d just dropped out of a pre-law, philosophy and 
psychology degree, which they were pretty pissed off about. My dad 

said “have you learned nothing about the work hours? About how little 
money there is in it?” He really pushed me to not do it. So I went back to 
school in Australia, and ended up working as a DJ in Melbourne, but I 
always stayed close to the restaurant industry.

So how did you find your way to vancouver? 

I was going to be a permanent resident in Australia. I had a beautiful 
wife and a home, and everything was fantastic. Then I got diagnosed 
with a medical condition, which I could either pay for for the rest of my 
life, or leave the country. Not the best way to re-enter Canada, but it’s 
what I had to do.

So I ended up in Vancouver. I spent a week or so on a couch in a friend’s 
apartment in the east side, and fell in love with the neighbourhood. 
Artists, musicians, immigrant families, tons of people – it was rad. 

So you and the downtown eaStSide hit it off from 

the Beginning? 

I just loved it! I only came to really understand that I loved it so much 
in the past few years – before that, I just knew it was where I was 
comfortable, and where I’d spend all my time.

When I opened Boneta, people thought I was crazy. “There’s nothing 
down there. It’s a block away from the poorest postal code in Canada 
– what are you thinking?” I was thinking “I love it here, I’ve got a 
beautiful historic building, and a piece of Vancouver’s history.” 
Vancouver’s past is in Gastown. The very amicable old 
landlords, who have been around, they get it. Instead of 
meeting a faceless corporation who would give them a lease 
rate, they would meet with me and we’d talk about what 
our vision was.

Most people look from the outside and think we must have 
gotten a ton of funding and investors. It’s not that at all. 

It’s actually very grass roots – I had zero investors for Save On Meats. 
There are just partners, credit card debt, and tons of sweat equity.

let’S talk aBout Save on meatS. when did you decide 

to go Beyond juSt opening reStaurantS and really 

engage with the community? 
I tell this story a lot, and each time I learn a little more about why. 
It happened very organically. I love my neighbourhood, I love my 
community, and I love the people in it. I’ve worked with the folks 
who struggle in the neighbourhood for years, and I wanted to make a 
bigger impact. 

I’d seen people try before. Social enterprises would launch, and there’d 
be all kinds of push behind them, but it was all federal and provincial 
grants that cycle in four years or less. The grants end, the businesses 
aren’t sustainable, and then it’s the neighbourhood’s loss. 

Knowing that Save On Meats was so important to the community and 
to me personally, I put together this out-of-the-box model that was 
about food security, about employing people from the neighbourhood, 
about training, educating and feeding, while also being the best diner, 
the best butcher shop, creating the best products for wholesale. So, not 

very ambitious at all, right?

F***ing nightmare. Creating a business that needs room 
to breathe. Creating trust in a neighbourhood that has 

so long mistrusted business. Creating trust among 
businesses that we should be doing the right thing, 

and it’s going to be worth taking a risk. And then 
having to convince patrons and employees to really 
start these programs and push through losses.

This isn’t a butcher shop. This is a revolutionary 
way to do business, and we’ve proved it, after two 

and a half years of hard, hard, hardcore struggle.

and you don’t get funding from the city or anyone? 

it’S all from operationS in Save on meatS? 
It’s all from operations. The city supports us in every way they can 
vocally. But there’s only so much funding available from the city, from 
the province, and from the feds. I have dozens of social enterprises as 
partners that need this money. Why would I ever compete for it? I’d 
take money from some program that has no other way of getting it.

The city and I are working on an incubator plan that we’re going to 
launch together, but that comes out of a completely different fund – the 
Innovation Fund, which would go to business anyway. But the funding 
for social enterprise, or employment, we don’t touch, because we know 
that it would be a detriment to other operations we really respect.

what Sort of employment BarrierS do you Struggle 

to overcome in Staffing Save on? 
I’m very proud to say we’ve won multiple awards for our roles in 
employing people who are mentally challenged, who are addicted, 
who are rehabilitating, who have severe developmental disabilities, 
who are ex-cons who have gone through a program and come to us 
for stabilized work. One of my cooks just graduated from his program 
yesterday. He comes in, shows me his diploma, and he’s absolutely 
jazzed. Those are the moments we do this for.

The thing about the barrier employment program is that nobody 
wants to work harder than these guys. Nobody wants to prove more 
that they’re important members of society who can contribute. They 
know that we have their back. We’ve got an entire family of people 
who believe in them, who trust them, who will allow them to fall and 
help them back up, and continue to push to make sure they get back 
on track. 



e a st sIde story

iNSTEAD Of THE cyclE Of 
POVERTy, iT’S THE cyclE Of: 
gET fED, gET A BETTER HEAD 

ON yOUR SHOUlDERS…REAlizE 
THERE’S SOMEBODy OUT THERE 
WHO cARES ABOUT yOU, AND 

THAT yOU cAN WORK TOWARDS 
gETTiNg BETTER. the original save on 

Meats butcher shop 
opened in 1957. the 
original owner al 
Deslauriers worked 
behind the counter 
until he retired in 2009. 
the building and its 
unforgettable neon sign 
have become a beacon 
of hope and a treasured 
piece of the city’s 
history. 

Instead of the cycle of poverty, it’s the cycle of: get fed, get a better head on your 
shoulders because of that meal, realize there’s somebody out there who cares about 
you, and that you can work towards getting better. We offer all sorts of training, 
and outside of my network of restaurants, we have dozens of partners with whom 
we can place people and help change their lives. That’s what the program’s based on.

and it’S working well? 
Very well. It has its challenges. We lose people. But that won’t define the program. 
You can’t be deterred by the fact that it’s not 100%. That’s not how life works. Our 
goal is to help more people every quarter. That’s what we’re striving for.

what will it take to Solve the downtown eaStSide’S proBlemS 

without Simply diSplacing them? are they the Sort of 

proBlemS that can Be Solved, or only managed? 
It’s both. We need time, patience and management. The only way to really 
eventually solve this is if we work together. And right now, it actually looks like  
it’s going to happen. 

really? 
I believe it wholeheartedly. I’ll go down kicking and screaming. The only way to 
solve the issues of the Downtown Eastside is for it to be a unified community, 
from people living in million dollar condos to people living in $280 rooms, from 
activists to businesspeople to community leaders… all of these people, need to put 
all of their distrust and fear aside and work together. It’s okay to get mad at each 
other if we understand that we’re working towards a unified goal. If that doesn’t 
happen, this cycle the neighbourhood has been in for thirty years will continue.

any regretS aBout taking the path you’ve Started on? 

I can’t even tell you how much it’s been worth it. I mean, I’ve pushed myself to the 
brink of my physical abilities, my personal life got destroyed, but aside from a few 
things, I wouldn’t change anything. It’s work that has to be done. We put ourselves 
out there, and I’m a target every day, and I’m okay with it. Nobody ever says 
anything in person, they only attack by the internet, but it creates these awesome 
conversations, and now the whole city is engaged. 

If I’m able to achieve even one-tenth of what I’m saying right now, it will all have 
been worth it.

save on Meats is dedicated to being a socially responsible enterprise committed to the 
Downtown eastside community. For more information on their current projects or the token 
program, visit SAVEoNMEATS.CA

SCION.CA  14 SCION.CA  15
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Entering the food 
business without a 
serious bank roll or 
a ton of experience 
seems like you’re 
building a house  

of cards.

But if Andrew and 
Hassel’s house goes 

down, I think it’s 
going to take  

a lot of home chefs 
and aspiring artists 

with it.

W O R D S _ E D W A R D  P E T R E N K O

P H O T O g R A P H y _ M A R K  P E C K M E Z I A N

THERE ARE MANY FORKS IN THE PATH 
TO BECOMING A RESTAURATEUR. 
Maybe you’re born with an uncanny gift for cooking and, after 
studying with the world’s top chefs, open your own place to great local 
fanfare. Maybe you work your way up from the dishwasher, grinding 
out late hours and squirreling away money until you can be your 
own boss and show everyone what an eatery should be. Maybe you’re 
Wayne Gretzky and nobody can stop you.  Or maybe it’s a dream you 
just couldn’t ignore any longer.

It’s the latter for Andrew Richmond, mastermind of La Carnita, one 
of Toronto’s hottest new restaurants. After high school, he chose 
to pursue a career in graphic design instead of cooking. Years and 
several trips to Silicon Valley later, and it hit him: tacos. Tacos with 
chorizo and pickled cabbage. Tacos with crispy avocado and chipotle 
sauce. Tacos with beef cheek and crispy shallots. Tacos like the ones 
San Francisco has in happy abundance.

16 SCION.CA  SCION.CA  17
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…YOU HAvE TO HAvE lOT S OF   
MONEY OR lOT S OF ExPERIENCE ,   
ANd HE HAd NEITHER .

“The Toronto Underground Market was 
a massive play for us, in terms of getting 
our name out there and being in front 
of a crowd of people that really cared 
about food,” says Richmond. “Now we’ve 
moved into a bricks-and-mortar and 
we’ve been here for just over a year. It’s 
going well. When I hired kitchen staff, 

it was my first time having staff that 
helped me. Now, the chef and sous-chef 
are pretty much running the show, and 
I’m here on a support level.”

The restaurant is an extension of the 
early pop-ups – street food, with street 
music (the speakers only play old-school 
hip hop), with street art. Richmond’s 
designs adorn the place from top to 
bottom, the restaurant’s walls serve as 
a gallery for the works of others, and 
customers still get a print with their 
tacos – “though this time around, it’s the 
other way: they’re paying for the food, 
not the art.”

Switching from office worker to 
entrepreneur/restaurateur isn’t easy, 
though. “This is a hell of a lot more 

involved. It’s great – it’s different. My 
wife recently asked me if I regret it. 

I don’t. I think it’s because I’m able 
to be very creative here. Yes, I’m 
putting in way more hours, and 
I seem to always be working – I 
used to cook all the time at 
home, and now I rarely do – but 

I love it.”

Balancing two booming 
careers, two young 
children, a marriage 
and a social life is no 
cakewalk, though. “The 

hardest part isn’t finding 
time for the kids, or for 
family,” says Aviles. “It’s 

finding time for each other. We find 
ways around it, and we talk about it, 
and sometimes we get really lucky and 
get to go on little vacations. So it’s not 
all stress, but it is very intense, and 
I’ve had to really sharpen my time 
management skills.”

While their personal lives may take a 
hit, their professional lives are anything 
but draining. The TUM is growing and 
branching out – this summer, they’re 
partnering with Arts & Crafts to provide 
food for the Field Trip music and arts 
festival. “To be hired by them to do the 
food is probably the most f lattering 
thing that has ever happened to TUM, 
and just a dream job,” says Aviles.

TUM is also maturing – it is growing 
into the food vendor incubator it set 
out to be. “If a vendor comes to us, they 
can ask if we know a good lawyer, or a 
good real estate agent, and we can make 
introductions. We’ve even found ways to 
get them more jobs. For example, this 
music festival that’s happening, we’ll 
have to find vendors to sell there. It’s not 
just the market any more – it’s so much 
more than that. We’re supporting our 
vendors in more ways.”

Andrew isn’t ready to say what exactly 
his latest plans are, other than that they 
have him back in the kitchen again, and 
travelling around doing research. 

More than anything, Richmond and 
Aviles are just excited for their changed 
lives and new opportunities. “When I 
started it, it was just a passion project I 
wasn’t sure was possible,” says Aviles. “It 
was just a dream.” “I’m just excited to be 
doing this,” says Richmond. “It was  
a passion – something I did as a hobby – 
and I’m really glad it’s resonating  
with people and they’re digging what 
we’re providing.”

bsessed, he spent two years perfecting 
them, and then decided to try them on 
an unsuspecting public. “I convinced 
the powers that be at my company to 
let me do a pop-up out of the facility at 
lunchtime. The owner Amin and myself 
figured it all out, partnered, and did 
it. Hundreds of people came. We did it 
again, and even more came.”

Leaving art and the design world behind 
was out of the question, though. To 
skirt some city ordinances, the first 
few pop-ups were technically art shows 
– customers were technically buying 
prints, and receiving free tacos on the 
side. “Technically, it was a little illegal,” 
says Andrew. “But joining street food and 
street art was always my goal, and we 
very quickly worked to meet city code.”

“It was a hell of a lot of work getting 
started,” recalls Richmond. “I was also 
working full time at the office as a 
design director. After work, prepping 
for events the next day would start at 
four in the afternoon and go until 4 in 
the morning, just myself and another 
person. We did pop-ups all over the city 
for a year.”

Meet Toronto Underground Market 
founder Hassel Aviles, another come-
lately food maven, and Andrew’s wife. 
After years in serving, then years in 
marketing, and then several more years 
taking care of their two kids, Aviles saw 
her husband wondering how to promote 
and popularize his pop-up operation. 
“Me and Andrew had both dreamed 
about him opening a restaurant for years. 
I’d worked in the industry for a long time 
and I knew what he was up against, and 

I knew there was no way to start small – 
you have to have lots of money or lots of 
experience, and he had neither.”

Aviles had been with him to San 
Francisco, and was amazed by the 
Underground Market there – a sprawling 
smorgasbord of up-and-coming vendors, 
some taking their first steps towards 
enterprise – and she had her own 
epiphany. “I’d always wanted to be an 
entrepreneur. I’d never really had the 
guts to do it, but I was at a point where I’d 
finally gathered up enough courage. I did 
a lot of research on underground market, 
and was really touched and inspired, and 
I took the leap.”

“My having a marketing background 
lead to us starting with marketing, via 
Facebook and Twitter and blogs, and 
immediately there was massive response. 
The email account got flooded by people 
who wanted to be vendors, who wanted 
to volunteer… it was overwhelming. The 
media followed soon after that, and then 
after a couple of days of going from shock 
to realizing that I had to do this now, I 
started to put together an amazing group 
of volunteers.”

The Toronto Underground Market, or 
TUM, now draws huge crowds (last year’s 
record was 2200) one night each month 
to the Evergreen Brickworks, and has 
brought huge exposure to hundreds of 
food vendors. “Anyone can apply. It’s not 
narrowed down to just home cooks, or 
just chefs. It’s totally open to all people 
who are interested in food, who want to 
be around food, who want to make food 
their life.” Deciding who gets in is one  
of the best perks in the business. “We 
have sample day – all the applicants  
bring a plate or two of samples, and we 
get to taste them all. It’s so amazing.”

Under Aviles, her business partner  
Kate Clegg, and their squad of 
volunteers, the TUM has become 
something of a proving ground  
for nascent Toronto pop-ups and  
food trucks looking to open a bricks-
and-mortar establishment – some 
notable TUM alum include Rock 
Lobster Seafood Co., Fidel Gastro,  
Seven Lives and, yes, La Carnita.

SCION.CA  1918 SCION.CA  

CHECK OUT: LACARNITA.CoM

Think your cooking skills are up to snuff? or 
ready to sample the taste of potential by Canada’s 
future restaurateurs? Visit yuMTuM.CA to get 
involved, buy tickets or learn more. 
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where It once Involved massIve 
budgets, studio backing, and a ridiculous 
amount of planning and production teams 
to get your film made, now all it takes is 
an idea, a camera, and some passion. But if 
everyone and their dog (or cat, if the internet 
is concerned) can make a video and upload it 
to the world, how do we sift the good stories 
from the bad? Reelhouse knows. 

Billy Mainguy, fittingly, is the main guy 
behind Reelhouse, and no stranger to 
building things from the ground up. 
Starting fresh out of university, Billy and 
a few friends started a tiny game company 
where he got to test an early prototype 
Xbox 360. Electronic Arts then picked him 
up, allowing him to work on such A-list 
titles as Need for Speed and FIFA. Leaving 
EA, he ventured to Dubai to work for KTM 
Sportmotorcycle, where he was tasked with 
“igniting a passion for the sport out there,” 
among other things. 

But as a self-confessed nerd and man on 
the cutting edge of tech, his wanderlust 
couldn’t keep him away from the digital 
world. Looking to create a start-up, Billy 
asked Rory Armes, former general manager 
at EA, for advice. Armes felt the creative 
community was deeply underserved online 
– that a huge wealth of talent was being left 
fallow. Armes’ vision became Billy’s, who 
then created Reelhouse, an online outlet for 
content creators to showcase their work to 
audiences around the world. 

we lIve In the 

dIgItal age. 

technology has 

advanced to 

the poInt that 

we now carry 

computers In our 

pockets more 

powerful than 

the machInes 

that went to the 

moon. so It only 

makes sense that 

fIlmmakIng has 

followed suIt. 

online videos, but 
without cats. Film 
distribution, but 

without meddling. 
Creativity, but without 

constraint.

Billy’s got a 
reel passion for 

connecting creators 
with their audience, 

taking digital 
storytelling to the 

next level.  
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mIke lynch
arcade orIgInal
olIvIa truong

WOrds
PHOTOgraPHy
ILLUsTraTION
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STORY INTEGRITY

ENGAGE WITH FILMMAKER

VIEWER

FILMMAKER

AUDIENCE ENGAGEMENT

ONLINE FILTERING

EXCLUSIVE CONTENT

MONETIZATION

METHOD TO SUPPORT

CUSTOMIZATION

REELHOUSE
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THE REELHOUSE MODEL 
the beauty of the reelhouse model is that it lets 

the creator directly engage with the audience. 
through collaboration and carefully curated 

content, you’re sure to find great stories with the 
ability to make them even greater.

Y O U  W O N’ T  F IND  T HE 
M O UN TA INS  O F  C AT  V ID EO S 
T H AT  Y O U  D O  O N  Y O U T UBE 
O R  T HE  D EM O  REEL S  A ND 
T U T O RI A L S  T H AT  Y O U  F IND 
O N  V IMEO. 

the art of storytellIng has been given a huge boost by 
advancing technology, but there are still some issues. “There are all these 
great stories getting made but there wasn’t a good avenue for them to 
get out to their audience.” Billy explains. “There are basically two ways 
of getting your story out. There is the traditional method, such as a 
distribution deal – where only one percent of people who actually go for a 
deal end up getting one (either on TV or in the theatre) – and the other way 
is the completely open and accessible platforms online, such as YouTube, 
which allow for only a shallow engagement for the viewer. You essentially 
hit play and write a comment, that’s it.” 

Reelhouse is an attempt to bring storytelling to the modern age; it presents 
a stage to not only watch, but to also experience a filmmaker’s work. “You 
won’t find the mountains of cat videos that you do on YouTube, or the demo 
reels and tutorials that you find on Vimeo. Reelhouse is a community for 
distribution of finished stories or films that have mass appeal, as well as 
it is about the experience.” To wit: instead of the same blank page that you 
find with every YouTube and Vimeo page, the content creators have control 
of their own custom layouts to their page. The experience on each page is 
unique for each story and in line with the vision of the creator. This goes a 
long way in to creating a feel for the work. Watching a documentary on the 
great outdoors? The background of the page could be beautiful mountains 
and forests with lots of greens and blues. You begin the experience before you 
even click play.

Possibly the most successful story hosted on Reelhouse at the moment is a 
short documentary titled “Urban Outlaw” by Tamir Moscovici. It’s the story 
of a man named Magnus Walker, whose obsession with luxury performance 
vehicles led him to create custom cars and a successful business. Urban 
Outlaw evokes the best that Reelhouse has to offer: on each film’s page you 
can find behind-the-scenes footage, interviews with the director, images of 
the cars worked on throughout the shoot and many more extras. 

All for free, or for an optional purchase or rental price. “We packaged a lot of 
monetization models.” explains Billy. “For feature films you can offer a buy 
or rent price, and for a series there is a subscription-based model that you 
can offer your viewers.” Passion seems to be more of a motivator than money 
when it comes to independent storytelling, but having some monetization is 
key in helping the creative community grow.

Most people still see their movies at the theatre, or subscribe to a cable 
provider to watch their TV shows. However, one thing is clear: the era of the 
cable cutters is upon us. All we consume will eventually be digitally fed to us 
through the magic of the World Wide Web. Billy and Reelhouse hope to be 
the outlet for those looking to express themselves in the digital future – no 
middleman micromanaging your work, no shady corporations co-opting your 
property for financial gain. “Stories carry information, spread awareness, 
transfer inspiration, provide entertainment, preserve memories and unlock 
imagination. The way stories are delivered, shared and consumed is of the 
utmost importance to us. With Reelhouse, we take away what is normally a 
convoluted, expensive and unfriendly process and put filmmakers in direct 
connection with their fans – we hand them control of their own distribution 
and give them the necessary tools to succeed.” 

Reelhouse is simply a channel for great work by inspired people – when Billy 
does his job well, you might not notice him at all. 

Get involved by joining the reelhouse community. you never know. you might just be a 
part of the next viral video sensation.

CHECK OUT: REELHouSE.oRG

youtube’s  
fIrst vIdeo

the first video 
uploaded to youtube 
is “Me at the Zoo”, 

a twenty second 
clip of youtube 

co-founder jawed 
Karim in front of 

elephants at the san 
Diego Zoo.



E D I T O R ’ S  N O T E

24 SCION.CA  SCION.CA  25

LIONS ARE NOT THE KING 
OF THE JUNGLE. THEY DON’T 
BRING GOOD FORTUNE
(IN FACT, RUNNING INTO A LION  

IS PROBABLY BAD FORTUNE), THEY  

DON’T POSE SPHINX-LIKE RIDDLES  

TO TRAVELERS, AND THEY CAN’T 

CARRY A TUNE WELL ENOUGH TO SING  

“HAKUNA MATATA.” HUMANS, AS 

DRAWN AS THEY ARE TOWARDS LIONS, 

ARE EVEN MORE DRAWN TOWARDS 

MYTHOLOGIZING THEM.

Stories aren’t always 
told through words.

 For Ash and  
The Wushu Project, 

ancient tales are best 
told with martial arts, 
papier-mâché animal 
costumes and dance.

IntervIew

SHERAZ AMIN
photography

ANDY LEE



ash & hIs scIon xd

Getting to know ash 
we also found out that 
he’s a bit of a gearhead. 
currently driving a 
scIon xd that he loves 
for its maneuverability 
and handling, he also 
owns a toyota celica, 
two supras and an 
Mr2, but that’s a story 
for another time… 

scan with layar
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     “ I FIND INSPIRATION IN MY PASSION FOR 
MOVEMENT. THE IDEA OF COMBINING MARTIAL ARTS 

AND DANCE TO CREATE A STORY OR EVOKE AN EMOTION 
IS QUITE POWERFUL. ”

dances wIth lIons

lIons are not natIve to chIna, and they’re 
certainly not native to downtown streets and festivals – 
but if we let that stop us, we would lose out on one of the 
most captivating spectacles in chinese culture. rich in 
symbolism and high in energy, what looks at first glance 
to be a blur of movement and colour and a thunder of 
drums is, on closer inspection, a thousand year-old 
tradition of immaculately choreographed and rehearsed 
series of dance movements, martial arts postures, 
percussive rhythms all in an elaborate costume shared 
by two people. 

it’s an important cultural symbol as well – not only for 
ethnic chinese, but as a universally appreciated display 
of what is possible through understanding, humanity, 
teamwork and devotion. learning, perfecting and 
performing the dance is less an act than a way of life. 
all of which is considerably more interesting than a 
big cat that sleeps most of the time. Maybe colouring 
outside the lines can be forgiven when it yields such 
fascinating results.

TO FIND OUT MORE ABOUT THE LION DANCE AS 
AN ART FORM AND EVEN AS A WAY OF LIFE, WE 
MET WITH SIFU (MASTER) ASH MCKENZIE, CO-
FOUNDER AND OWNER OF THE WUSHU PROjECT 
IN TORONTO, AND A FULL-TIME WUSHU, SANSHOU 
AND CHINESE LION DANCE INSTRUCTOR.

I grew up In the 80s watchIng old kung fu movIes 
with my father every Sunday. I imagined being one of 
those strong kung fu heroes in the films and practiced 
what I saw on television. Unknown to me, my father’s 
friend was actually a kung fu master. One day my father 
took me to meet him, and he graciously took me on as his 
student – and so began my life of Chinese martial arts.

the wushu project started out as, well, a 
project. All of my early training was in Sanshou: 
full contact Chinese kickboxing. Switching to wushu I 
garnered a lot of support through competition which 
enabled me to build my own team. The team grew to 
become a school and word spread, eventually catching 
the attention of Sifu (Master) Rick Su, the head coach of 
Canada’s official lion dance team. Together, we combined 
our dreams and resources to create a true Chinese martial 
arts experience here in Toronto. 

We’ve built our school on the idea that martial arts are 
more than just classes – they’re a way of life. It’s about 
finding the drive, focus, and commitment to succeed. 
Through lion dance, we teach our students to connect 

with their inner strength to live with more focus and 
drive. Today, our studio houses over 100 lions and we have 
several teams that perform throughout the country on a 
weekly basis. 

the lIon embodIes force and power, but it is still a 
wild animal that needs to be tamed and disciplined. To 
achieve this, the lion must be awakened in a ceremony, 
which asks the gods to grant spiritual life into the lion. 
Once in its awakened state the lion becomes a vessel 
of heaven, bestowing wealth and happiness to the 
community and dispelling evil forces. 

As the dance itself is heavily influenced by Chinese 
martial arts, you have to be quite skilled to perform it. 
There needs to be perfect unison between the performers, 
the lion must look alive, while its movements must be 
synchronized with the beat of the drum. Not an easy task.

What continues to inspire me is how our generation has 
given new life to old traditional skills. I’m motivated to 
work harder for my school and my students so that they 
can continue to experience the same sense of excitement  
I did when I was starting out. 

you could say I’m not your conventIonal Idea of 
a kung fu master, and because of this, some have not 
taken me seriously or given me the credit I’ve earned. But 
thanks to the internet and the power of social media, the 
story of The Wushu Project continues to be shared. People 
have access to more material to compare and see that in 
spite of my age and ethnicity, the work that we produce is 
just as, if not more, authentic and moving. 

I take what I do very seriously, and with the support of my 
team and those who continue to encourage me to teach, 
I know that I have found my purpose. And for those who 
doubt me? Well they just push me to work harder to prove 
that this is not just what I do for a living, it’s my life.

are you ready to try something new? here are a few suggestions to 
get you started: 

1.  check out your favourite groupbuying site to find deals on new 
experiences. try to be as open minded as possible. 

2. Drive around in your neighbourhood to scope out the latest 
offerings from your local gym, community center, or dance studio. 

3. post a request for suggestions on your Facebook profile and 
pick the quirkiest one to do. 

CHECK OUT: WuSHuPRoJECT.CoM

specIal thanks to: the wushu project, ash McKenZie,  
john chuonG, DaViD Man, KaVin Ketheeswaran, anDrew so & KeVin chiu.
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once upon a tIme, you could dress terrIbly 
and no one would mind. Sure, there were well-
dressed people out there, but for the last few decades, 
awful clothes were the norm, and even CEOs could 
get away with windbreakers or baggy suit pants or 
Donald Trump hair. But things have changed. As a 
gender, men have stepped their collective fashion 
game up to the point where an actual effort must be 
made. And most men are clueless – which is a shame, 
because the internet has countless people doing all 
the work for you. Take, for example, Frank & Oak, a 
Montreal-based clothing company founded by first 
generation Canadian entrepreneurs Ethan Song (CEO 
and Creative Director) and Hicham Ratnani (CIO), 
who have been running a monthly master class in 
looking good since 2010.

Neither are strangers to business management. The 
two ran their own web design firm in high school, and 
have worked on various other projects –  including a 
lighting company – ever since. Their paths diverged 
briefly when Ethan went to study theatre, followed 
by software engineering, while Ratnani majored in 
engineering and eventually found a place at a big 
consultancy. But like a suit and tie, they couldn’t be 
kept apart very long, and reunited in 2009 to form 
Modasuite, their first online fashion venture. 

Modasuite catered to a specific niche of menswear, 
selling custom suits to time-strapped execs and guys 
who simply wanted a dapper custom look. While it 
had its success, Song and Ratnani felt they weren’t 
reaching a large enough target. They wanted to bring 
a curated look to the masses, and so the time came for 
a business makeover.

They didn’t want to cater just to executives– they 
wanted the whole corporate ladder, and everyone 
else besides. So, they dreamt up a new business 

model that could reach guys in all walks of life, 
applying for grants and funding to help their venture 
reach the next level. With a bit of luck, and a lot of 
effort, they were able to secure seed financing from 
Real Ventures, a venture capital organization that 
specializes in funding digital media projects. In 2011, 
Modasuite was shut down and Frank & Oak arose 
in its place, named after Vancouver intersection 
Franklin and Oak. 

Ironically, Song and Ratnani have never really 
thought of themselves as designers. They see 
themselves as technology specialists: “We’re very 
much a mix of Montrealers – in that Montreal is a 
million different things,” says Ratnani. “But at the 
heart of the company, we’re web developers, not 
fashion designers. We’re a unique mix. Frank and Oak 
is about fashion design, technology and retail.”

“We try our damn best,” exalts Song. “Through 
technology, internal stylists and designers, we try 
to figure out what you personally like. That’s a big 
part of our success. Guys resonate with that. They 
don’t want to do the work. They want to be shown. 
They want to look good but don’t want to spend time 
finding what they want. They’d rather be going out 
having a good time with their friends.” Song and 
Ratnani feel that their clients would rather spend 

a hundred dollars 
here and there on 
choice items rather 
than dropping 
$2,000 all at once 
on a new wardrobe. 
And there’s 
also their Hunt 
Club, a monthly  

subscription that sends you a selection of curated 
must-have items right to your home. 

Song calls the Frank and Oak look “Casual Chic” 
– not overly done, but with flashes of distinction 
that draw on the flair of 1940s Mad Men and early 
1920s Brooklyn work wear aesthetic. For inspiration, 
he looks to French brands for their minimalism, 
Italian brands for their tailoring, and Japanese made 
garments for their technical aspects. “It’s a mix and 
match, and I think that’s what guys are looking for 
nowadays.”

Their first run had classic pieces done ‘their way’ 
like oxfords, chambray shirts and tweed jackets. 
But as the brand has grown and their customer base 
expanded, they’ve added more depth in terms of 
styling and details. “Our most important realization,” 
says Song, “was that men like the basics but are still 
always in search for that perfect piece – a piece that 
will enhance their personality. So now we focus on 
surprising and creating unexpected pieces.” 

So what’s the secret to their success? In one phrase: 
social media. The founders feel that having a direct 
connection to designers, brands and the client 
without stores or wholesalers getting in the way 
allows them to build a close relationship with and 
cater directly to their customers. This intimacy with 
the customer is a hallmark of vertically integrated 
retail like fast fashion giants H&M and Zara, and 
has advantages galore – when you own the entire 
production line from factory to distribution point, 
you can stop on a dime and crank out new items to 
your heart’s, and the consumer’s content. 

“A lot of people think that we’re an overnight success, 
but we’ve had tons of failures along the way,” says 
Song, “and we’re still figuring things out now. My 
advice to entrepreneurs is: you need to understand 
why you’re doing it. Time is precious, and if you’re 
going to invest fully in something, you want to make 
sure that you’re doing something you love.”t I o n

s c r I p -
s u b

what’s wIth 
the dogs?

the two-headed dog 
symbolizes the complexity 
and internal conflict of the 
modern man who wants 

to feel confident and dress 
well, but feels frustrated 

and defeated by the lack of 
easy and feasible clothing 

options. it represents 
the core customer’s 

dilemma, solved by Frank 
& oak’s simple and curated 

shopping platform. 

W O R D S

P H O T O G R A P H Y

From engineers to 
entrepreneurs, Ethan 

and Hicham have 
solved the riddle of 
why most men don’t 

like to shop.

Their subscription-
based online shop 
caters to guys who 

want to keep up with 
style without wasting 

time at the mall.
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 …MEN LIkE THE BASICS BUT ARE 

STILL ALWAYS IN SEARCH FOR THAT 

PERFECT PIECE – A PIECE THAT WILL 

ENHANCE THEIR PERSONALIT Y.    

“

”

have you noticed a behaviour that you could capitalize on? 
Map it out and see if you could simplify it to make it better. 
everybody appreciates convenience.

CHECK OUT: FRANkANDoAk.CoM
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THe sNOW sTreaks dOWN THe mOUNTaIN Peaks LIke veINs, brINgINg THem TO LIfe. 
NO maTTer HOW HIgH We sOar, HOW far We fLy, THey sUrrOUNd Us. 

“thIs Is canada,” I have to keep remIndIng myself. 

I’m sitting in a small five-seat plane, f lying overtop the Kaskawulsh Glacier in 
Kluane National Park, which sits near the southwest border of the Yukon. The area 
is part of the largest non-polar icefield in the world and also home to Mount Logan, 
Canada’s highest mountain. But at this moment the facts don’t really matter — I’m 
just glued to the window, camera in hand, trying with all my might to commit every 
inch of scenery to memory. 

The experience is more than just a tourist destination set up by the locals to 
capitalize on city folks’ need for “adventure.” Our pilot, who has flown over this area 
countless times, rummages through his bag to find his digital camera. He’s still 
taken by the view and needs another photo. 

The hour-long ride ends much too early. I step off of the plane with one 
overwhelming thought: “I need to see all of Canada.” This small glimpse of Canada’s 
North reinvigorated my love for this country, my desire to see its many sides and 
uncover its stories. 

That was over a year ago. Since then I haven’t travelled outside of the borders of 
Ottawa, where I currently live, except to venture into Gatineau, Quebec every so 

often. The desire to see every corner of our country remains — quite strongly, and 
especially the North — but it idles in the background. 

Aron Slipacoff and Josh Fines jolted that desire to the forefront of my mind, though.

“I lived in Canada’s Arctic, in a community with about 120 Inuit,” Slipacoff says. 
“I started getting a sense of what it meant to be Canadian. I know Canada isn’t 
just that land, but a lot of times when we talk about Canadiana and sell Canadian 
tourism it’s pictures of the Arctic and polar bears. There’s something there — a story 
that we want to tell and hold on to.”

Slipacoff returned from the Arctic impassioned. He began working with Canada’s 
National History Society, started a national children’s history magazine called Kayak, 
and provided public relations for the Governor General’s Awards for Excellence in the 
Teaching of Canadian History. His passion for Canada and its history led him to his 
latest endeavor. “I had this idea to curate an online museum about Canadiana,” he 
says, explaining how his current project, Canadian Icons, began. 

Slipacoff started the venture last September with the desire to tell stories of 
Canadian icons — people and things that epitomize Canada. One such icon is the 
canoe. Through his research Slipacoff stumbled upon Walter Walker, Canada’s last 

Despite our optimism 
that the nation’s 
past is preserved 
in museums and 

galleries, stories of 
our land, our people 

and our heritage 
are at risk of being 

forgotten. 

Luckily the guys 
behind Canadian 

Icons are working 
to keep Canada’s 

culture from 
becoming history 
through a more 

familiar medium:  
the Internet.
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InTeRvIeW TRAVIS PERSAUD
IlluSTRATIOn SHINGO SHIMIZU



CHECK OUT: CANADA-GooSE.CoM

CHECK OUT: CANADIANICoNS.CA
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“…walKinG
across a FroZen 

arctic ocean, taKinG 
those steps in the 

snow anD ice, you’re 
iMaGininG  tryIng 
to survIve there 
wIthout heat or 
electrIcIty for

thousands of 
years…”

“ as a result of the increased consumer 
demand and our leadership in the 
premium outerwear category, we’ve 
seen a lot of copycat brands emerge 
in the last few years, which we think 
is flattering. they’re clearly following 
our lead and trying to imitate our style, 
but they can’t replicate the authenticity 
and heritage of our products. 

our story continues, we recently 
launched branta, a contemporary 
interpretation of our story that first 
emerged in our japan collection. it’s 
named after a black-marked goose of 
the north – very distinct and rare. this 
inspired the collection – intelligently 
designed, uniquely styled and 
exclusive materials that still offered 
the same functionality our jackets are 
known for around the world.

i don’t think anyone sets out to create 
an icon – brands don’t control that; 
consumers do. For us, we’re focused 
on staying true to who we are – an 
authentic outerwear brand that makes 
the best and warmest jackets in the 
world. and because consumers want 
real things and real brands, we’ve 
succeeded.” 

link to the golden age of canoe building. Slipacoff 
was then connected to a collector who actually had 
a Walker canoe and was willing to sell it. “Well, I 
thought, ‘What if I could tell the story of the canoe in 
Canada, tell the story of Walter Walker, and then let 
people actually look at something they could collect 
and own?’”

That was the final piece of Canadian Icons — allowing 
people to not only learn about these icons, but also 
providing an opportunity for them to own the icon. 
Slipacoff teamed up with Josh Fines who, through his 
family business, sells Canadian brands such as Canada 
Goose and Manitobah Mukluks abroad. 

“My business is really focused on exporting 
Canadiana to the world,” Fines says. “This project 
is telling stories here at home and I thought it was 
a really interesting take. I want to make sure those 
stories are getting told.”

Canadian Icons currently features 10 icons, including 
the parka, mukluks and the Group of 7 — the latter a 
significant addition considering the value of the Group’s 
work. “There’s an original Emily Carr painting for 
sale on Canadian Icons,” Slipacoff says. “You cannot 
find a piece of art with that sort of historical relevance 
anywhere in the world for sale at a price online.”

When Slipacoff and Fines speak there’s a felt passion 
in their voices. A type of intangible quality that can 
only be understood when heard, but that confirms they 
are passionate about this for the right reasons. Their 
hope, though, is to uncover Canada in a compelling 
way to people so these stories continue into the future. 

“When you’re walking across a frozen Arctic ocean, 
taking those steps in the snow and ice, you’re 
imagining trying to survive there without heat 
or electricity for thousands of years,” Slipacoff 
explains. “My passion comes from living there. 
And the ecommerce side gives Canadian Icons a 
contemporary feel — I want it to represent the past as 
well as the future.”

“Canada is cool abroad,” Fines continues. “What’s 
going on here now with Canada Goose [becoming 
a sought after brand] happened in Sweden 15 years 
ago with young people. Sometimes it takes more 
storytelling for people to really appreciate it here at 
home, to understand how significant it is.”

Fines says they’re not trying to debate what is 
Canadian and what constitutes an icon. Rather, 
they’ve selected people and things that by their very 
nature represent the country and its history. “We’ve 
said from the beginning that this is not a defined 

collection — it’s an ongoing living exhibit that will 
expand over time.”

No matter how much they’re pressed to explain the 
business aspect of Canadian Icons, or the nuts and 
bolts of when they started and what they’re doing 
next, they always come back to the stories. It’s 
because it’s personal.

 “When you look into the eyes of the Inuit elders 
they sparkle like the stars,” Slipacoff explains. “It’s a 
different breed of person who grew up on the land, 
in the Arctic or any Aboriginal community. And the 
last generation of Inuit elders is disappearing. If you 
don’t do something to preserve their stories, their 
knowledge, it vanishes into thin air. I get the sense 
that people don’t want that. I’m working to preserve 
those stories. I’m not sure if you call that patriotism. 
Maybe it’s just respect.”

we don’t always need to look to the past to find inspiration. 
the insight project is currently on tour documenting the lives 
of young gamechangers doing their thing in the name of our 
country. Follow their journey at INSIGHTPRoJECT.TV

NORTHERN EXPOSURE

DaNi REiSS

presiDent & ceo oF canaDa Goose inc. 
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Newton witnessed 
an apple fall out of 
a tree to develop 

his theory of 
universal gravitation. 
Archimedes stepped 

into a bathtub and 
figured out buoyancy.

Jamie and Drew 
took a cracked iPod 
and invented a new 
product, started a 

successful business 
and created a 

platform to support 
artists around  

the globe. 

there’s been a lot of

ta lk a bout how, th a nk s

to technology, w e

h av e the w hole world

at our fIngertIp s.

the Interne t put s the

w hole of hum a n culture

at your dIsp osa l , a nd 

sm a rtphone s put the

Interne t In your p ock e t.

BUT AS PEOPLE BECOME MORE 
and more connected to each other, 
the need for individual expression 
grows. It’s a need that Jamie Pichora 
and Drew Downs – the Canadian co-
founders of GelaSkins – sensed early, 
and responded by creating a product 
that allows us to personalize and 
protect the gadgets that connect us. 

When their iPods cracked in 
2005, these old friends looked for 
something to protect them, but found 
only bulky leather and silicon cases. 
Instead of settling for less, they 
invented a better option, learning 
how to do it as they went. Eight 
years later, Jamie and Drew have 
produced thousands of skin designs 
with the help of artists around the 
world, while rolling out skins for 
just about every electronic device 
– from laptops to tablets to gaming 
controllers. GelaSkins products 
now vary among vinyl skins, cases, 
Giclée prints, and stretched canvases 
and there are several new product 
types in development. The company 
has also garnered attention from 
worldwide organizations like National 
Geographic and oNE. Not bad for a 
couple of kingstonians who started 
with just a love of the web and a few 
dinged-up iPods. 
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we don’t spend a lot of money 

convIncIng our customers to lIke 

our products. we just put It out 

there, lIsten, and Iter ate.

HOW dId YOU GUYS GET GELASKInS On ITS fEET? 
JP I am rarely satisfied with existing products and usually 
tinker around to make them my own. In 2003, I couldn’t 
find the right case for my 3rd Gen iPod – the one with the 
touch-sensitive buttons below the screen. I found that I could 
activate the buttons through certain fabrics (eg. my jeans) so I 
searched for a case that would protect all surfaces of the iPod 
without prohibiting the touch buttons. After much hunting, I 
headed to Fabric Land and bought some sleazy pleather and 
sewed my own. It wasn’t exactly high fashion but it worked!

Inexplicably, nearly all of the artists that we approached to 
license artwork from were interested, despite the fact that we 
lacked a prototype of our product or even a website. We felt 
very lucky that so many artists took a chance on us. 

Drew and I spent a lot of time on the phone with various 
local suppliers. At first, we outsourced manufacturing to a 
local print shop but it didn’t take long for us to realize that it 
would be faster, more economical, and more rewarding for 
us to make everything ourselves so we acquired some basic 
printing equipment and learned how to use it – all thanks to 
the Internet. 

HOW vALUABLE IS THE InTERnET TO GELASKInS? 
dd We are one-hundred-percent Internet-reliant. Without 
it, the initial R&D would have taken exponentially longer, 
our access to artists would have been infinitely smaller, and 
our reach to potential customers would be limited to a small 
storefront or mall kiosk. We sent thousands of samples out 
to various blogs who then spread the word about us. It has 

also proven to be an excellent feedback machine. We receive 
product requests, artist suggestions, and support issues from 
the US, Russia, Kuwait, Malaysia, and just about everywhere 
else. That kind of global feedback is invaluable. Our primary 
growth strategy has been through word of mouth, which 
means we need to make sure that our customers are happy 
with our products. We don’t spend a lot of money convincing 
our customers to like our products. We just put it out there, 
listen and iterate.

And WHAT HAvE PEOPLE BEEn SAYInG?  
JP Our fans are really enthusiastic on Facebook and 
Instagram and love posting photos of their newly decked-out 
phones. Our products appeal to a much broader demographic 
than we initially thought, which is really rewarding. It’s 
great to see so many different types of people getting excited 
about artwork. On the GelaSkins website, our artist series 
represents roughly sixty percent of our sales. The other 
forty percent belongs to the DIY-ers out there, who use the 
GelaSkins template to create their own designs. To see such 
a good balance of appreciators and creators using our site is 
pretty incredible.

EIGHT YEARS LATER, HOW dO YOU KEEP YOUR BRAnd 
fEELInG fRESH? 
dd The best trick for that is to continually scour the globe for 
great new artists. We try to keep a balance of crowd-pleasers 
and boundary-pushers but we also watch fashion trends and 
memes too. Adding new product lines is a great challenge 
because it affects all aspects of the business from web 
integration to production and fulfillment.

WHERE dO YOU fInd InSPIRATIOn? 
JP In the beginning, Wired Magazine and Business 2.0 were 
highly motivating for me. Nowadays, Drew and I are inspired 
by our competitors, or more specifically, what we perceive to 
be their f laws. We’re trying to create a dead-simple platform 
for artists to earn royalties from their work.

HOW HAS YOUR MISSIOn CHAnGEd OvER THE YEARS?  
JP In the earliest stages, we wanted a simple, minimal 
method for protecting our iPods from daily abuse. While 
useful, a clear film wasn’t exactly sexy. As soon as we 
incorporated artwork into the story, we knew we had 
something with legs. Not only could we make our devices look 
cool, we could support artists in the process. Look good & feel 
good, right? Since then, we’ve travelled to meet some amazing 
artists, toured studios and witnessed them at work, which 
has been incredibly rewarding. For a while, we had to focus 
on technology (new devices and products, new services on our 
website) but we’re excited to get back into creating the best 
possible method for artists to earn residual income from their 
work and gain new fans in the process.

WHY IS IT IMPORTAnT fOR GELASKInS TO SUPPORT THE 
ART COMMUnITY?  
JP People are used to getting things for free online. Piracy 
thrived in an era when the only option to consume content 
was through rigid service contracts and pricey products. A 
new generation of tools for consuming media is emerging. 
Netflix, Rdio & Spotify are introducing fans to a better 
method for consuming media and compensating the creators 

in return. I believe people genuinely want to support their 
favourite artists and musicians and these services are making 
it easier to do that. Likewise, we provide people with a new 
method for owning artwork, which carries the added benefit 
of supporting artists in the process. Fans will be less likely to 
steal an image online and print it out at home if they can get a 
high-quality product bearing that same image at an affordable 
price point.

YOU BOTH ABAndOnEd POTEnTIALLY SUCCESSfUL 
CAREERS In EnGInEERInG OR fInAnCE. AnY AdvICE fOR 
SOMEOnE LOOKInG TO LEAvE THE 9 TO 5 GRInd?  
dd Having never really committed to the grind, I feel neither 
of us are in a position to give advice about leaving a potentially 
lucrative and stable career. The truth is, we were both at a 
point when starting this company carried little risk. Jamie 
had recently finished his Master’s degree and I had just moved 
home from a year in Tokyo. The cost to start up was relatively 
low and we both had time on our hands so we figured that we 
had to try or we’d always wonder. At worst, we’d chalk it up 
to experience, dust ourselves off and either try again or hit 
workopolis (hahaha, workopolis).

are you open to new ideas and innovative solutions? we can find 
inspiration everywhere, the trick is in realizing and executing 
those ideas. and if you think somebody’s already thought of it, hit 
crowdfunding sites like kIckstarter.com and IndIegogo.com 
to pitch your idea or support someone else’s.

36 SCION.CA  

GELASKInS 
ARTWORK

carina, carina by national Geographic

rose by julie comstock

the enamored owl by alberto cerriteno

skull damask by Michael Miller

bloody knuckles by brian Viveros

CHECK OUT: GELASkINS.CoM
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WOr d s eD wa rD p e t r enKo     PHOTO gr a PH y r ob bu t t er w icK
E D I T O R ’ S  N O T E

Three cases of 
Canadians seeking to 

change the game: 

A restaurant with 
stories on the menu, 

a school built on 
reciprocity and an 

exciting new musical 
invention that’s 

quietly taking over. 

S H O R T 
S T O R I e S

N O T  M A N Y  J O B S  O F F E R  C O M P L E T E  C R E A T I V E  F R E E D O M . 
B E S I D E S  A R T I S T S ,  F A M O U S  N O V E L I S T S ,  A N D  W I Z A R D S , 

C A N  Y O U  T H I N k  O F  A  J O B  W H E R E  T H E  P R I M A R Y 
R E S P O N S I B I L I T Y  I S  T O  E x P L O R E  Y O U R  I M A G I N A T I O N ? 

T R Y  “ C H E F ”.

MOnTREAL’S SOCIéTé dES ARTS TECHnOLOGIqUES (SAT) IS A PLACE 
of digital experimentation, futurist whimsy and, for the last two years, the 
city’s most exciting food. The latter comes courtesy of the Labo Culinaire (a.k.a. 
Foodlab), a non-profit restaurant with a mission: make delicious, interesting, 
affordable food – the bottom line be damned. Meeting the challenge are chefs 
Michelle Marek and Seth Gabrielese. 

“We were given a space and no equipment and told to make a go of it,” recounts 
Gabrielese. 

 “We didn’t inherit a story from a place with history,” says Marek. “We created 
a place from nothing. We knew the menu had to be tight or else we would lose 
control of it. That’s where the themes came from.”

Foodlab’s blink-and-you’ll-miss-them themed menus are one of Montreal’s 
culinary highlights. “Our themes range from places to people to ideas. They 
can be something we know to be true, or something we wish was the case” says 
Marek. Examples include: Czech Republic, Montreal Winter, My Chinatown, 
Expo 67, Japanese Izakaya, and Kamouraska – in effect, the restaurant 
completely changes every few weeks.

“Creative freedom and collaboration like that are a huge reason why we love 
what we do,” says Marek. “I used to have a nine-to-five office job and I felt like a 
caged animal. Yes, restaurant work is hard on your body, on your family and on 
your health. But I couldn’t imagine doing anything else.”

CHECK THE LATEST MENU OFFERING AT SAT.qC.CA

A S Y O U mIG H T  H Av E  HE A R D,  w E L I v E  IN  A  G OL DE N 
A G E  OF  S O UND q U A L I T Y.  IN S T R UmE N T S ,  R E c OR DING 

E q UIp mE N T,  S p E A K E R S A ND HE A Dp HONE S A R E  A L L 
T HE  B E S T  q U A L I T Y  T HE Y ’ v E  E v E R  B E E N ,  A ND A R E 

c ON S TA N T LY  B E ING Imp R O v E D .

the only downsIde Is that enjoyIng all the 
best quality they’ve ever been, and are constantly 
being improved. The only downside is that enjoying all 
that sound carries a cost – playing songs at a suitable 
volume, with suitable bass, can get your neighbours 
knocking down your door before the chorus even hits. 
But what if there was a way to get that deep bass sound 
without those deep bass complaints? Well, now there 
is: the SubPac.

Based in Toronto, StudioFeed is a cross-disciplinary 
social venture dedicated to supporting independent 
music through community engagement, technological 
innovation, and contribution to the ‘music ecosystem.’ 
They do what they do because they love music, and the 
SubPac is the culmination of years of their hard work 
and experimentation.

The idea: a way to get the feel of bone-rattling bass 
without playing music at volumes that violate city 
ordinances. The SubPac: a speaker that rests between 
you and your chair that vibrates along to low-
frequency sound. “Bass contains a lot of the energy 
in music, and the current forms of recreating bass 
are only optimized inside a club, or at a festival,” says 
StudioFeed founder John Alexiou. “The SubPac gives 
you that visceral experience anytime, anywhere.”

But corporate control wasn’t an option for such and 
independent-minded outfit, and through hard work 
and good karma, they raised over $100,000 on 
Kickstarter. “Many of us left our jobs and invested a 
great deal in making sure the SubPac would see the 
light – failure was not an option,” says Alexiou. 

“But the response has been amazing. We’ve brought 
the SubPac to some of the most respected producers, 
DJs and musicians on the planet, and they’ve opened 
a lot of doors for us.” Fortunately, StudioFeed’s dream 
of bringing top-tier sound out of the club has been 
a success – with music makers, music listeners, and 
neighbours everywhere.

but wIth tuItIon costs rIsIng faster than 
inflation, real estate prices, or even a kite in a storm, it 
can be hard to find the capital to make an investment in 
education. Fortunately, Trade School Vancouver (TSV) is 
offering courses for the low, low cost of zero dollars.

Based on the first Trade School in New York, TSV is a 
community-based school where anyone can teach and 
anyone can learn, and payment is handled via the barter 
system. “The barter system used by Trade School really 
makes our classes accessible to people regardless of their 
socio-economic status,” says TSV co-founder Alexxa 
Abi-Jaoudé. “We encourage our teachers to list a range 
of their desired barter items from very accessible, like a 
high five, to more involved, like a one-hour guitar lesson.”

Classes cover an even wider spectrum, from dance to 
marketing to life drawing to programming to yoga to 

resume building – if someone wants to teach it and 
someone wants to attend, it can happen. “So far we’ve 
had a great response,” says Abi-Jaoudé. “We’ve received 
over 70 class proposals, and most of our classes fill up 
within a day of posting them. We’ve also had a wonderful 
response from the local businesses who have offered up 
their space for us to hold classes free of charge.”

It’s a good idea that, happily, is catching on. The 
community has so embraced TSV that its all-volunteer 
crew is looking to expand. “I think the highlight for me 
is to have a student come up to me at the end of a class 
and talk about what they think they can teach,” says Abi-
Jaoudé. “It’s all about generating ideas and empowering 
people to share their knowledge. We think everyone has 
something to share.”

ILLUSTRATION  ilona FiDDy

BE N  F R A NK L IN  S A ID  “A N IN v E S T mE N T IN  K NO w L E DGE  pAY S T HE  BE S T  IN T E R E S T ”.

GET yOUR bARTER ON: TRADESCHooLVAN.CoM LEARN MORE: THESuBPAC.CoM

s h o r t s t o r I e s
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INTERVIEW 
Travis Persaud   

PHOTOGRAPHY 
Rob Butterwick

scan with layar

phIl grIsé ha s dreads all the 

way down hIs back. he’s never 

worn a suIt and he never pl ans 

to. he lIkes sk ateboardIng, 

snowboardIng, and djIng. you’d 

be forgIven for thInkIng none 

of thIs screams “busIness 

magnate”, but you’d be wrong.

phIl Is an award-wInnIng retaIler who founded and 

oversees an empire of stores selling skateboards, snowboards 

and apparel named, appropriately, Empire. Located mainly 

in Quebec, but with a reach from coast to coast, Empire 

has made a name for itself as a one-stop shop for all things 

boarder, and made a celebrity out of Grisé.

I always knew I would do something in boarding. I started out working at a 
skateboard and snowboard store, and ended up managing it by 17. I figured I 
would eventually buy the store and make it my own, but decided to leave and 
start my own, from scratch. In May 1997, me and two friends had a meeting 
and spread out the workload, and two years later, we opened. It was 3600 
square feet, right near the local ski hill – I was one of the top five boarders at 
the time and really into the club scene, so everyone knew me – and it was a 
success right off the bat.

My father’s a workaholic. He’s got a mechanic’s garage and physiotherapy 
clinics – nothing to do with retail, but when you see someone working fifty to 
sixty hours a week, it shows you have to work hard if you want to be successful 
and love what you do. 

Right now, we’re ten physical stores with three related online businesses, with 
215 employees – and we have expansions planned. It’s amazing. We’re taking it 
step by step, and the next steps are to relocate the head office and warehouse 
and buy a new building on the south shore of Montreal.

I don’t really skate much anymore. I broke the entire left side of my body years 
ago, and if I skate on the street, the vibrations… well my doctor told me that if 
I keep doing it, I won’t be able to walk when I’m 50. 

Every day, I do my best to keep my grind on. Unfortunately, I can’t board as 
much as I used to on account of my back. I’ve also pulled out of working in the 
stores a bit to spend more time in the office. 

Empire is my reason for breathing. I’m blessed to be able to live off my passion, 
and if I can just continue to do what I want to do, then that’s just great.

The coolest thing is seeing kids that I started serving when they were seven 
years old coming up to me when they’re twenty-five, asking me for advice 
and telling me that I’ve had such an influence on their life.  I try to give 
back – anyone that comes up to me genuinely looking for business advice and 
information, I try to help out.

You have to stay focused - I’ve seen so many people that had mad potential but 
just dropped the ball getting mixed up with the wrong things. You can do what 
you want, but remember that it comes at a price. You’ve got to be prepared to 
do what you have to do, to do what you want to do. But if you’re passionate 
about something and you’re dedicated to it, nothing can really stop you. Just 
don’t count the hours.  

Phil took a love 
for skate and 
snowboarding  

and turned it into  
one of Canada’s  
most successful 

retail chains.

He might not be 
the picture perfect 
entrepreneur but 
this dreadlocked 

boarder is redefining 
leadership and is 

doing it on his  
own terms.

E D I T O R ’ S  N O T E

CHECK OUT: THINkEMPIRE.CoM

can you pass on your story to the next generation? Match your skills with volunteer 
opportunities in your neighbourhood by visiting getInvolved.ca
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DREAM

CAR

Just imagine what 
you can do to your 
Scion with a little 

extra dough. 

If you’ve got skills on 
the track, then we’ve 

got cash to reward 
your wins. Register 

your Scion at any 
accredited race 

series and we’ll hook 
you up at the top of 

the podium. 

Visit 
scIon.ca/racIng 

to learn more.
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photography
arthur rad

james Muscles
Konrad McGee-stocks lindsay’s Diet

Mark Gutknechtrob butterwick
stephen ho

  Visit scIonsessIons.ca or facebook.com/scIonsessIons for info on upcoming events in your area and coverage from past events.
scan with layar
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VA N C O U V E R T O R O N T O

M O N T R E A L

distribution@scion.ca

he automotive landscape has 
always been in flux. From bigger 
and faster, to fuel-efficient and 
budget friendly, the needs of a 
generation are always changing.  
So when Gen Y entered the scene 

with high demands and expectations with little room 
for compromise, it left a lot of automakers in the dark. 

In response, Toyota set out to break the rules and 
stand apart from the large mainstream car brands. 
Under the code name “Project 42-10”, which until 
today was a secret, a small but passionate group 
sought to offer affordable vehicles to Canadians 
that featured both style and substance – the perfect 
platform to allow one to express their individuality 
while leaving money to support their passions

Since then, we’ve been connecting with our owners and 
friends through our shared passions for car culture, 
music, sport, fashion, art, and food. From tracking laps 
at Mission Raceway in Vancouver to gigs at Wrong 

Bar in Toronto, Scion has been leaving its mark across 
Canada. We take pride in being able to appreciate 
lifestyles by actively supporting and collaborating 
with emerging talents and consider it an honour to be 
included as part of our customers’ stories. 

While we might be a small crew working out of Toyota 
Canada Headquarters, we’re invested in a huge way to 
continue providing today’s new car buyer with a more 
unique and better alternative line of vehicles. Our 
family of five – FR-S, iQ, tC, xB and xD – all deliver 
the same quality, dependability and reliability one 
would expect from a Toyota, along with a wide range 
of customization options to fit your lifestyle.

We know that we are not the biggest car brand; in fact, 
we don’t want to be. What we do want is to build great 
quality cars with unique styles to let our owners share 
their own experience of driving with passion.

Making great cars moves us. What Moves You?

scan with layar

1000 Reasons to Graduate.
whether you’re leaving high school, college, ceGep or university 

behind, the scion Grad program offers a $1000 rebate* towards the 
purchase or lease of a new scion to start your new journey.

*recent graduates of qualifying canadian educational institutions can take advantage of this 
exclusive offer from april 2nd through september 30th, 2013 on the purchase, lease or finance 
of a scion (through toyota Financial services, on approved credit). Grad program cash incentive 
includes taxes and is applied after taxes have been charged on the full amount of the negotiated 
price. see your scion Dealer for full program details. program subject to change without notice.

learn more about the scIon grad rebate at     scIon.ca

LIvESTOCK
deadstock.ca 

1709 West 4th Avenue
239 Abbott Street 

SR AUTO GROUP GALLERY
srautogroup.com 

2060-2633 Simpson Road

fORTUnE SOUnd CLUB
fortunesoundclub.com
147 East Pender Street 

Y2 CAfé
facebook.com/y2cafe

85 Forester Street 

IndOCHInE KITCHEn
indochinekitchen.ca

1 Broadway East

SAvE On MEATS
saveonmeat.ca

43 West Hastings Street

LIvESTOCK
deadstock.ca

116 Spadina Avenue
Unit G1

PROPER RESERvE
propereserve.com

498 Queen Street West 

GUU IZAKAYA
guu-izakaya.com

559 Bloor Street West
398 Church Street 

COSMOS RECORdS
cosmosrecords.ca

607A Queen Street West 

LA CARnITA
lacarnita.com

501 College Street 

ARdOR BISTRO
ardorbistro.com

59 Ossington Avenue

WABAR 
wabar.ca

3 Isabella Street 

CAPSULE
c-apsule.com

69 Yorkville Avenue
Unit 104

PICk UP SCION MAGAZINE AT THESE PARTNER RETAILERS, 
RESTAURANTS AND MANY MORE ACROSS CANADA.

LES MOnTURES
lesmontures.com

174 Rue Bernard Ouest

EMPIRE
thinkempire.com 

251 Ste-Catherine Est
4500 Des Gradins Blvd.

BOUTIqUE OXfORd
boutiqueoxford.com

174 Rue St-Viateur Ouest

OTH BOUTIqUE
offthehook.ca

10021 Ste-Catherine Ouest 

fOOdLAB
sat.qc.ca/foodlab

1201 St Laurent Blvd.

ScION MagazINE is constantly growing our network of 
retail stores. if your shop isn’t listed and you’d like to be 

on our distribution list, send a note to:

PICk UP!
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SCION.CA

Scion Canada is a division of Toyota Canada Inc.
One Toyota Place, Toronto, ON M1H 1H9

IThis magazine has
interactive print

SCIONCANADA


