




















Canada’s Outlook

* Economy was stronger in Q1 than expected
* Q2 is down — Businesses are more cautious
* Capital Investments have dropped off

* TD bank is not offering mortgages for investors buying Office
Complexes

e Commercial construction market has weakened



Canada’s Outlook

* Household savings are being run down
* Personal savings are down

* Mortgage interest costs are 28.5% higher than a year ago
(April 2022)

* Rent costs are 6.1% higher than April 2022

* Canada’s strong population growth is adding to the housing
demand - rental market is strong

* Current economy’s strength indicates interest rates haven’t
peaked yet



Canada’s Outlook

* Labour costs continue to rise (unemployment rate of 5%)

* Pricing Ceilings — customers are not willing to pay even more
» Corporate Profits are down in most sectors

* Mild Recession in Q3/Q4 = “stalling of Canada’s economy”

* Al tech stocks are driving S&P 500 growth yet corporate
profits are down = mismatch and skewing everything!



Canada’s Inflation 2023
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Landscape Construction

* All Markets are not equal
« $0-50,000

* Higher interest rates, less borrowing, not using a
Home Equity line

* +150,000

* Longer Sales Cycle



Commercial - Summer

All Markets are not equal
« HOA/Condo/Multi-Residential
« Commercial/Institutional/Office

« Residential



Commercial - Winter

All Markets are not equal
« HOA/Condo/Multi-Residential

« Commercial/Institutional/Office



How should we
Respond?

Key Opportunities



Leadership

»- & &

Educate yourself on Be the voice of reason Be Positive
Economics
o-¢ r
He<©® J

Connect with people Be agile & strategic Be focused — plan ahead
1 “business cycle”



Labour Tight Labour Market for the foreseeable future

Protect your greatest Asset (A&B’s
Protect _ Y g_ ( ) _ _
¢ |t is more expensive to lose them and then to hire & train

Evaluate the talent pool
Evaluate : .
e Grit, tenacity, follow through
Top grade & expect more — (move out C&D’s)
Ensure Ensure that owners & managers are not performing $20/hr tasks




Culture

@ ¢

BE INTENTIONAL CELEBRATE WINS!
MONTHLY BBQ'’S ETC

K

GET 3RP PARTY
ACCREDITATIONS



Marketing

. e Henry of Pelham
Review Market Family Estate brands

Segmentation

e Speck Bros. brands

Offer different

JCEIEDECIEEN o Create different
at different

margins to attract bUdgEtS & pricing

a different market




Marketing

Focus on
Customer

Acquisition
Cost NOT Cost
per lead!

Be the squeaky
wheel! Meet

regularly with
your Marketing
Company




Ensure that your brand message is correct and positioned well

Differentiate yourself from the “Sea of Sameness” - Position yourself: Be the Expert

“Be the Contractor in our Clients pocket” Notifications vs Email example

A




Sales

* Focus on the
Client Experience

* Get 5-star Google
Reviews

e Just Ask!

¢ Invest $S into

your past
customers

Become a
Sales

Professional
(invest in
sales Training

Lower close ratios
is the new reality



e # of Hours sold/worked
e Overhead recovery
e Enter your Actual P&L into your Budgeting software

Interest rates are what
they are = Cost of
doing business is up!

Is your price at the
market rate?




Cash Flow

Free up

Manage

Focus on

Focus on




Investing

New Equipment = less downtime, less
repairs

Automation = less manual labour




Partnerships

* Lean on your industry peers

» Keep close to your Bank Manager &
Suppliers

* Ask questions!

e Listen to resources



Conclusion

 When the economy is volatile, it is an opportunity for you to
shine!

* Double down on your determination, your grit and your
resilience

* When the economy becomes stronger, you will be already in
the market and be better and stronger than ever!



Questions?
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