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The next time you see a Hollywood 
star offering the paparazzi every angle 
of his swanky Armani suit, think Nova
Scotia. The exotic fibres in those pricey
togs may have come from an alpaca
farm in the tiny South Shore hamlet 
of Rose Bay.

Oona and Christopher Porter’s
Atlantic Seaside Farm Company sits
among old-growth spruce and maple
trees on a scenic spit of land with an
unobstructed view of the ocean. Oona,
originally from London, and Halifax

native Christopher gave up their jobs as
film-makers three years ago to become
farmers. Now, along with their 10-month
old son, Quinn, they live with 44 Suri
alpacas, a smattering of cashmere goats,
chickens, pigs, bees, an assortment of
barn cats, and a couple of dogs.

Originally from South America, the
alpaca is a member of the camelid
family—a cousin to the llama, but
smaller and with a higher-quality fleece.
There are two breeds of alpaca: the more
common Huacaya, which has a wavy,
crimpy fleece, and the Suri with straight,
lustrous, and much thinner hair. The
Suri’s silk-like fibre retails for about $10
an ounce. The animals are hardy and

adapt well to Atlantic Canada’s cold
damp climate—a reason the Porters may
soon no longer be the only Suri alpaca
farmers in the region.

Alpacas were a good choice for the
couple, and Oona admits that she was
smitten the first time she saw them.
They’re good-natured, safe for children
to be around, and easy to care for. The
website of the Canadian Alpaca Breeders
Association boasts that “their droppings
are almost odourless… and make a great
fertilizer.”

Oona believes there are more advan-
tages to alpacas than that. “They’re
peaceful, elegant, and other worldly,”
she says, comparing them to the unicorn

Snap SHOTS
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Exotic fibres

Hardy alpacas are cousins to the llama
and are well suited to Nova Scotia’s climate.



for their poise and mythical appearance.
Sometimes during a full moon or at 
sunset she’ll watch them pronging—
prancing in unison across the pasture
with their tails up. Because they move so
gracefully, they look like they’re floating
on air. “They do it because they’re
happy,” she says. “I love them for that.”

Having grown three-fold in terms of
herd and pasture size since it opened,
Atlantic Seaside Farm is now breeding
Suris for sale, using the best of the
original herd to produce superior off-
spring. All are DNA-registered and
microchipped, much like a racehorse,
and all have names such as Yala, Yo-yo,
Sajama, and Raggedy Ann.

Last year the Porters took their alpaca
farming a step further by opening a mill

where they process fibres from their own
animals as well as those brought in from
outside. Along with alpaca, they’re
milling merino, mohair, Thai silks, soy
silks, and even dog hair. The Rumour
Mill is the only one of its kind in Nova
Scotia, and one of only a few in Canada,
that spins 100% Suri fleece. The Porters,
along with another partner and a staff of
three, run the machines. They wash,
pick, de-hair, card, spin, ply, steam, and
cone the fibres. Some of the refined
product is then given to local artisans,
who weave or knit it into something that
will sell in the mill’s retail boutique.

“It’s really exciting when you get a
raw fleece and turn it into something like
this,” says Christopher, proudly display-
ing a woven alpaca scarf. Once worn

The Valley of the Heart’s Delight was once the pastoral heart of San
Francisco’s fruit-growing industry. By the time journalist Don Hoefler
renamed it Silicon Valley in a 1971 magazine article, it was already the
centre of the silicon chip world—a playground for such visionary
entrepreneurs as William Hewlett and David Packard and National
Semiconductor Corp.’s retired CEO Charles Sporck, who co-founded
the Semiconductor Industry Association.These entrepreneurs started
to create an industry in the 1950s that would change the world: the 
silicon chip industry.

Today Sporck has turned his attentions away from the valley he
helped create, joining forces with a who’s who of industry talent to
create SemEquip Inc., an R&D company that develops systems that
make the fabrication of semiconductors more efficient. SemEquip’s base
of operations is located a continent away from Silicon Valley, in
Massachusetts. But a key component of the business, a laboratory that
manufactures a vital ingredient of the semiconductor process, is found
even farther afield, in Halifax.

SemEquip exists to overcome a fundamental problem in the pro-
duction of silicon chips.While silicon crystals have properties that
make them critical as a chip component, they are terrible conductors
of electricity.The solution is to infuse the crystals with tiny atomic
impurities—particles known as dopant ions—to make them more con-
ductive. Dopant implantation is a tricky operation at the best of times,
but with new semiconductors that measure barely 90 nanometers
thick, it is nearly impossible. SemEquip has developed a patented
process called cluster beam ion implantation that overcomes most of
the difficulties inherent in the process, and could make it the recog-
nized leader in an industry worth well over $1 billion annually.“It’s 
hard for other companies to compete with the process we’ve 
developed,” says SemEquip CEO Brian Cohen.“We’ve caught a lot 
of our competitors off guard.”

SemEquip owes its competitive advantage to a substance called
ClusterBoron, the raw material that supplies the ions that are injected
into the silicon chips. ClusterBoron is an expensive substance—a hand-
ful can be worth tens of thousands of dollars.The ClusterBoron that

SemEquip uses is painstakingly produced in the company’s Halifax 
laboratory at the rate of about one kilogram every month.

Cohen says that the decision to set up shop in Halifax was easy.
“The two best guys in the world in this field of research wanted to be
in Halifax. We’re a very people-oriented company so we quickly
agreed.” Halifax already has become a second home for Cohen; he
makes frequent trips to the city and says the relaxed lifestyle is con-
ducive to an R&D operation. He also singles out Halifax’s scientific
community as instrumental in providing the support and facilities the
operation requires.“The local municipality has been very supportive.
We’re looking at expanding our operation here.” — TOM MASON

Precious ions

Christopher Porter
tends his flock.

SemEquip’s Halifax lab 
manufactures a vital 
ingredient of the 
semiconductor process.
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only by Incan royalty; now you can 
find alpaca in quality clothing stores
everywhere. Oona says their product 
“is destined for the Champs-Elysée—
not Rose Bay.” — FAITH PICCOLO

Marketing
Cape Breton
marble
Forget coals to Newcastle. One Cape
Breton company has found a way to sell
architectural marble to Italy—the land
that set the world standards for the fine
building stone. For about three years
MacLeod Resources Ltd. has been oper-
ating a quarry in the community of River
Denys, N.S., digging out blocks of
unique dark red and blue-gray marble
and turning it into such value–added
products as kitchen countertops, monu-
ments, and custom furniture. 

MacLeod Resources president
Christopher Trider oversees an operation
that employs 14 people at peak season.
A facility onsite cuts, polishes, and 
finishes the marble, bringing out the rich
colour that is the stone’s strongest selling
point. “You can’t find this colour of 
marble anywhere else in the world,” says
Trider of his dark red Cape Breton
Bordeaux. “That’s why it’s in demand.
It has deep, well-defined veins that make
it particularly appealing to the interior
design market.”

The motherlode of the operation is a
huge marble intrusion that covers about
26 hectares, extending at least 50 metres
into the ground. Geologists have known
about it since at least 1910, but until a
few years ago viewed its outcroppings
only as a source of high-grade limestone.
That was a waste of a precious resource.
“This quarry represents a gateway
project for the stone industry in Cape
Breton,” says Trider. “Our dream is to
see marble become a thriving industry
on the island. We think the potential is

unlimited.” He points to a similar
industry in Quebec that focuses on high-
quality granite countertops. “That indus-
try has been doing very well in recent
years,” he says. “We think we can appeal
to that same market.”

That market includes retail outlets
and interior design firms in the United
States. Much of the product travels to
Italy via container ships where it’s sold
as blocks or turned into slabs and tiles
to be exported back to North America
and Europe. Production levels at the
plant are at about 200 square feet per
day right now, which is expected to
increase as more customers discover the
esthetic quality of the marble, while
production in the quarry is currently
about 180 tonnes per month. “Cape
Breton is in an excellent position to
take advantage of the global market-
place,” says Trider. “We’re just a 
few hours away from one of the best
container terminals in the world, in
Halifax. It gives us a real competitive
advantage.” — TOM MASON

Christopher Trider: “You can’t find this colour
of marble anywhere else in the world.”
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Bear Head, N.S., is a bit of land jutting out into the Strait of
Canso at the southern tip of Cape Breton Island, just a few kilo-
metres from Port Hawkesbury. That’s where Anadarko
Petroleum Corp. (APC: TSX/NYSE), the world’s 11th-largest
publicly traded oil and gas company, hopes to open a liquefied
natural gas (LNG) terminal in late 2007.

Houston-based Anadarko Petroleum is in a tight race
with New Brunswick’s Irving Oil to open the first Canadian
terminal for storing liquefied natural gas, a super-cooled
form of the substance that
allows it to be shipped 
more economically from 
gas-rich nations such as 
Algeria and Trinidad and 
Tobago. Government regula-
tors approved the environ-
mental application for the
$450- to $500-million Bear
Head project days after giving
the proposed Irving terminal
near Saint John approval in
early August. Anadarko
expects to have the remain-
ing regulatory permits and approvals by the end of the year.

The project will provide Anadarko with a competitive advan-
tage in international natural gas development, says Mike Bridges,
the president of Anadarko Canada Corp.“We had been looking
for an entry point into the North American [LNG] market,” he
says.Anadarko is actively producing oil in Algeria and Qatar, two
of the world’s top LNG exporting countries. “The Bear Head
LNG facility will be another piece in the puzzle,” says Bridges.

With natural gas prices increasing, experts see LNG as an
important way to ease the North American natural gas-supply
crunch. Estimates are that LNG imports will comprise 23% of
U.S. natural gas consumption in 2025, according to the U.S.
Energy Information Administration. Several European and Asian
countries already rely heavily on LNG. Japan, for example,
depends on LNG to meet its power generation needs.

By building an LNG terminal at Bear Head,Anadarko wants to
take advantage of the area’s large, ice-free,deepwater port; its prox-
imity to the Maritimes & Northeast Pipeline,which supplies eastern
Canada and the northeastern United States; and the fact Nova
Scotia is closer to the Middle East than is the continental U.S.

The terminal will be able to handle up to 28 million cubic
metres of LNG a day, the same size as the Irving Oil terminal.

The Bear Head facility will have ship-unloading facilities, land-
based storage tanks, and an area to convert LNG back to gas
before feeding it into the pipeline. “We’re always eager to get
more supply into our pipeline,” says Steve Rankin, the
spokesperson for Maritimes & Northeast Pipeline.

The pipeline’s mainline is 1,100-kilometres long and is con-
tracted to be able to transport 15.6 million cubic metres of nat-
ural gas per day; it now has the capacity to transport 17 million
cubic metres. By adding compression and more pipe, it could

handle the extra gas the two
proposed LNG plants would
produce, says Rankin.

RELIABILITY
Construction of the Bear
Head terminal is expected to
begin in early 2005 and
employ 1,000 workers for 33
months. It will eventually
employ about 40 full-time.As
well, it will provide the possi-
bility of spinoff jobs and
industries such as environ-

mentally friendly power generation, flash freezing of food products,
and tire recycling, which could use the cooling “energy” from the
gas. When natural gas is cooled to -162 degrees Celsius, it con-
denses into a liquid. By liquefying, its volume is reduced by 600 to
1,making it more economical to transport over large distances and
store in preparation for re-gasification and delivery to markets.

The Bear Head terminal has the support of the provincial
government and the local community. Similar projects that
weren’t in industrial areas haven’t been so lucky. Earlier this year
local opposition led to the cancellation of the TransCanada
Corp. and ConocoPhillips Co. proposal for an LNG terminal off
Maine because it was in recreational lands.The industry argues
that LNG has an excellent safety record because of strict indus-
trial health-and-safety standards.

“It [the terminal] gives you the possibility of attracting more
industry,” says Paul Boutilier of Nova Scotia Business Inc., a
provincial business-development agency that led the project.
When looking for a new location, large industries want to be cer-
tain they’ll have a long-term reliable energy supply nearby. The
LNG facility can give them this, says Boutilier.“With an LNG facil-
ity and our offshore,” he says,“we will [show] that we are a major
energy player in the world.” – ALLISON LAWLOR

ENERGY UPDATE

Gas works
When Access Northeast Energy Inc. announced plans last year to build and operate an LNG terminal in

Nova Scotia, energy company Anadarko took notice.They liked it so much, they bought the company

With natural gas prices

increasing, experts see LNG

as an important way to ease

the North American natural

gas-supply crunch
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The time is now

Diversify and thrive. In business, we con-
stantly hear those words, or variations on
the theme. Nova Scotians apply this sage
advice on a daily basis. This summer 
we celebrated some notable business
successes. A proposed liquefied natural
gas (LNG) plant in the province is gener-
ating significant interest. Nova Scotia has
many things working in its favour: the
existing Maritimes & Northeast Pipeline,
provincial competitive business costs,
strong market demand for natural gas, and
high natural gas prices.

At Nova Scotia Business Inc. (NSBI),
we’re aggressively pursuing the opportunity
LNG represents for Nova Scotia’s 
economic diversification and continued
prosperity. As the province’s business
development agency, NSBI has worked
for the past two years to help develop 
this business opportunity. Nova Scotia is
positioning itself as part of a trio of main
energy supply regions in North America
that also includes Alberta and the Gulf of
Mexico region in the United States.

This is an example of how NSBI can
play various roles that result in economic
growth for Nova Scotia; it’s more than
offering financial support. With the exam-
ple of liquefied natural gas, NSBI had the
lead role of analyzing the business case,
as well as validating the market, supply
agreements, and distribution for LNG.
The past two years of work happened in
partnership with all levels of government
and the community.

The Nova Scotia-based international
environmental-engineering firm Jacques
Whitford conducted the environmental
assessment of the proposed project. This
August, provincial and federal environ-
mental regulators granted approval for the
proposed multi-million dollar Bear Head

LNG facility—an entirely private sector-
financed project. Momentum is gaining
now that Anadarko Petroleum Corp., the
largest independent U.S. energy company,
announced that it’s taking over the Nova
Scotia LNG project. It will bring signif-
icant international resources, access to
existing and developing global supplies 
of natural gas, and considerable clout 
to the project.

Anadarko recognizes Nova Scotia’s
competitive advantage. Another recent
example illustrates the synergy that devel-
ops as our economy diversifies and grows.
People have been mining raw gypsum 
for years in Nova Scotia, and the province
leads the rest of Canada in gypsum pro-
duction. According to Statistics Canada, 
in 2003 Nova Scotia mined almost 7,000
kilotonnes of gypsum. This July, the
industry marked a significant achievement
when Federal Gypsum Company
announced that it will open Nova Scotia’s
first gypsum wallboard plant. Located in
Point Tupper, the plant will make a new
value-added product from the province’s
raw resource. Federal Gypsum is using
Nova Scotia’s supply of natural gas, abun-
dant local gypsum, and skilled workforce
to full advantage. The announcement was
the culmination of two years of work
involving NSBI and partners at Enterprise

Cape Breton Corporation, the Cape Breton
Growth Fund, and the Nova Scotia Office
of Economic Development.

Manulife Financial became one of the
largest insurance firms in North America
after it acquired Boston-based John
Hancock. Nova Scotia’s cost advantages,
skilled IT workforce, and links to major
American markets offered Manulife an
investment opportunity for its growing
global business.

The 2004 KPMG Competitive Alter-
natives report named software design and
development, biotechnology, and energy
as growth industries for our economy. 
The report found that advanced software 
businesses and content developers enjoyed 
a 15.7% cost advantage in Halifax 
compared to doing the work in the U.S. 
In June, Manulife and CGI Group Inc.
announced a partnership. CGI is creating
an IT systems development and mainte-
nance centre of excellence in Halifax,
serving Manulife and clients throughout
North America and Europe. It’s a signifi-
cant announcement and it points to Nova
Scotia’s growth in this business sector.

LNG, the Federal Gypsum Company
plant, and CGI’s growth are just a few
examples of the growing diversification of
the province’s economy. Nova Scotia
already has the skilled workforce, business
opportunities, and partnerships that make it
the most diversified economy on Canada’s
East Coast. Smart businesses are investing
for the future. NSBI is pleased to work
with Access Northeast Energy, Anadarko,
Manulife, CGI, Federal Gypsum Company,
and many other leading companies that are
doing business here. – STEPHEN LUND

Stephen Lund is the president and 
CEO of Nova Scotia Business Inc.

B U S I N E S S  C A S E

Nova Scotia is positioning

itself as part of a trio of main

energy supply regions in

North America that also

includes Alberta and the Gulf

of Mexico region

Using its advantages, Nova Scotia will aggressively pursue 
economic diversification, ensuring continued prosperity
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N A V I G A T O R

“Within 15 years, Halifax will be the most
sought-after event destination in North
America,” says Fred MacGillivray, the
CEO of Trade Centre Ltd., which manages
Halifax’s World Trade and Convention
Centre. In support of such an ambitious
goal, MacGillivray can list the province’s
advantages with such comprehensive and
unambiguous relish that you begin to won-
der if an acre lacking an asset exists any-
where. It’s a practiced litany, no doubt, 
but a sincere and effective one for a man
dedicated to the growth of Halifax as
a destination for special events.

The job of pitching Halifax and Nova
Scotia as a great place to visit may not

seem daunting, but the task of convincing
major event planners to set their stage here
entails challenges not limited to tourism. In
order to host trade shows, conventions, and
sporting and entertainment events, a place
must have more than friendly people and
historic and natural character. 

Halifax already has proven itself 
capable of hosting major events. The 1995
Halifax G7 Economic Summit was a
watershed moment. “There was no ques-
tion in my mind, once I saw the execution
of that event and the level we were able to
take it to, as well as the huge organization
that went into making it a success,” says
MacGillivray. “It proved to the federal

government that Halifax and Nova Scotia
belong on the A-list when it comes to
international events that the government
wants to bring to Canada.”

“Halifax has been very active in the
last 20 years in the Canadian market,”
says Pat Lyall, the CEO of Destination
Halifax. “The sector is showing signs of
plateauing, and our competitive pools are
changing and growing as more destina-
tions add to their infrastructure. Halifax 
is now looking at the U.S. meetings-and-
international-conference market with new
approaches to selling the city.” 

Lyall’s organization is flexible in its
approach to marketing Halifax in the

The pitchman
Fred MacGillivray is helping Halifax establish a beachhead in the fiercely
competitive international market for meetings and marquee events

Never give up: Losing the bid for the 2010
Commonwealth Games only fuelled Fred
MacGillivray’s ambitions for new infrastructure.

Never give up: Losing the bid for the 2010
Commonwealth Games only fuelled Fred
MacGillivray’s ambitions for new infrastructure.
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longer-haul markets. “We’re recognized
under a variety of geographic titles, and
whichever one works best in a market is
the one we leverage,” she says. “For
example, in Europe aligning ourselves
with the Canada brand is effective, while
in the Boston area they know us better as
Nova Scotia than Halifax.”

A recent bid by Halifax to host the
2010 Commonwealth Games, zealously
advocated by MacGillivray, proved unsuc-
cessful. “A city needs to demonstrate that
it has either existing sports facilities and
an athletes’ village, or sufficient funds 
and planning permission for building what
is necessary,” says Andrea Bagnall, the
executive assistant for the Commonwealth
Games Federation. “It also needs to out-
line transport, staffing, marketing, and
media plans for the event.” In other
words, promises don’t sway organizers
more than established infrastructure.

With that lesson in mind, MacGillivray
believes a new Metro Centre and conven-
tion centre are integral for Halifax to enter
the upper echelon of event destinations.
“It’s compulsory that we do those things
to grow our business,” he says. “Right
now we’re spinning off up to $150 million
a year in the Nova Scotia community as a
result of what we do in those facilities.
Obviously, if we build larger ones that
will grow to $200 million to $250 million,
over time we’ll be putting that back into

the Nova Scotia economy.” MacGillivray
asserts that Atlantic Canada is the only
area of the country without a major sports-
and-entertainment facility, a major 
convention facility, or an outdoor stadium.
“It’s incumbent upon us as a municipality
and a province to recognize that, if we’re
going to grow the Atlantic region,
Halifax and Nova Scotia have to take 
the lead,” he says.

The existing infrastructure currently 
is being used to its maximum capability.
“That’s why we have to take the next 
step to put the new infrastructure in place
to grow those opportunities,” says
MacGillivray. “The provincial and munic-
ipal governments recognize that if we
want to retain our A status, we must
improve our infrastructure.” The returns
on such an investment include large tax
revenues for government, increased visi-
bility for the municipality, and more busi-
nesses looking to locate here that, in turn,
will draw more people to the province and
convince others stay. 

How does MacGillivray picture an
ideal Halifax in 10 years? “The new Metro
Centre and convention centre would be six
or seven years old; we’d have a stadium
located in Shannon Park entertaining a
CFL football franchise and major concerts
and events; and I’d be at the opening 
ceremonies of the 2014 Commonwealth
Games,” he says. – JOE FITZGERALD

MacGillivray believes a new Metro Centre and

convention centre are integral for Halifax to enter

the upper echelon of event destinations




