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Dawn MacNutt, from Dartmouth, N.S.,
has exhibited her sculptures internation-
ally. Works such as the one pictured at
right are between 20-40 centimetres
high and are made with woven wirecloth
that is sculpted, electroplated, and pati-
nated. Entitled “Mother and child,” this
piece, like much of MacNutt’s work, is
inspired by human love relationships.

When Los Angeles gallery owner
Ray Leier was in Halifax recently he
encountered the sculptor’s work at a
solo exhibition. As a result, Leier plans
to show her work at his DelMano
Gallery in LA. In addition to piquing
Leier’s interest, MacNutt is currently
working with several other galleries in
the U.S. market to secure representation
for future exhibitions and commissions.

The timing is coincident with a Nova
Scotian cultural trade mission to the Los
Angeles area to mark Canada Day (July
1) at the Canadian consulate. The film,
music, and craft industries will be repre-
sented, among others.

“Nova Scotians are getting noticed,”
says economic development minister
Ernie Fage. “This mission will focus
even more attention on our vibrant—
and increasingly successful—cultural
community.” For artists like Dawn
MacNutt, this is a goal dear to her
heart. “I always feel pride in identifying
myself and my work as from Nova
Scotia,” she says. — STAFF

Snap SHOTS
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Serendipity

Mother and child: woven wirecloth sculpture
by Nova Scotian artist Dawn MacNutt.
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Celtic colours
On Cape Breton Island, where Nova
Scotia’s Celtic traditions still hold
strong, husband-and-wife team Mac
and Rosemary MacIsaac run MacIsaac
Kiltmakers. Inside their 130-year-old
home on the main street of St. Peter’s,
you can find them hard at work making
kilts that eventually find their way onto
Highland dance stages across North
America. 

Calling the business a “labour of
love,” Mac explains that each kilt takes
about 20 hours to make—by hand—using
the finest worsted-wool tartan fabric.
Along with the kilts, they also make
complete Highland dance ensembles,
sometimes outfitting entire dance troupes
or pipe bands.

Business is good—so good, in fact,
that in the past three years the operation
has quadrupled in size. The success has
been getting the MacIsaacs a lot of atten-
tion lately; they recently won a Nova
Scotia Export Achievement Award, and
in March, when the CBC’s The National
travelled to Cape Breton from Toronto 
to broadcast live from Glace Bay’s
famed Savoy Theatre, the cameras
turned their focus on the MacIsaacs 

and their family business. “It’s been
quite a ride,” says Mac.

The seeds of MacIsaac Kiltmakers
were planted about a dozen years ago
when Rosemary started a small sewing
business out of her home making wed-
ding dresses and other custom designs. It

was her children who eventually led her
to kilt making. Daughter Veronica was
taking Highland dance lessons and needed
a kilt, and son Matt was learning to play
the bagpipes. Today Matt travels with
Natalie MacMaster’s band, where he
plays the bagpipes, whistle, and banjo,
while Veronica helps out with the family
business, having learned the art of kilt
making from her mother.

Years ago Rosemary sought out a
Cape Breton kiltmaker who taught her

the fundamental skills she needed. After
making her first kilt, she started getting
orders. Business grew by word of mouth
and referrals until the point came where
she couldn’t keep up with the sewing
and paperwork. In 2000 Mac quit his job
in corporate-sales management to help
out. The couple packed up and moved to
St. Peter’s from their home in Timberlea,
near Halifax. The move was a home-
coming for Rosemary, who is from the
Cape Breton village.

The family knew that being in Cape
Breton with its Celtic heritage and tradi-
tions would be good for business and
that, with the help of technology, they
could make a go of it almost anywhere.
“We knew the Internet would be indis-
pensable,” Mac says. “That’s our life-
line.” Today about 50% of sales comes
from outside the province. “The U.S. is
becoming a huge market,” says Mac.
“[Americans] love the dollar and the
quality of our work.” 

Without advertising south of the 
border, new orders come in as word 
travels through American Highland
dance communities. In Canada most of
the MacIsaacs’ advertising consists of
travelling to Highland games and dance
competitions throughout the Maritimes.
“It takes up a lot of time,” says Mac,
“but it builds loyalty.” — ALLISON LAWLOR
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Bruce Gandy, a world piping
champion from Nova Scotia,

sports a custom-made kilt 
from MacIsaac Kiltmakers.

Along with the kilts,

they also make complete

Highland dance ensembles,

sometimes outfitting entire

dance troupes or pipe bands
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Landing gear
Thanks to a Nova Scotian company,
state-run airports across Louisiana now
have new radio beacons that have the
capability to transmit crucial signals for
pilots to use to locate their landing spots.

Earlier this year the Louisiana
Department of Transportation and
Development replaced 32 of its
radiobeacons with Nautel ND200S 
systems. Nautel, a company with plants
in Hackett’s Cove, N.S., and Bangor,

Me., completed the American shipment
in January.

The state needs the radiobeacons
because, by law, all airports are required
to have an emergency-backup system for
airplanes. Nautel’s system transmits a
signal using Morse code that pilots, fly-
ing smaller aircraft, can use to locate an
airport, explains Hilary Chisholm, who
works in beacon sales at Nautel.

The Louisiana deal was particularly
important for Nautel because, says
Chisholm, it signified a victory over the
company’s major competitor in Texas.

Having a manufacturing facility in
Maine is a definite plus when doing
business in the United States; most of
Nautel’s beacon sales are in the United
States or overseas in countries such as
India and Indonesia.

Since 1969 Nautel has been providing
customers with transmitters for AM and
FM broadcast and navigation-assistance
systems. Nautel’s products can be found
in more than 160 countries. The compa-
ny has about 130 employees in its plant
in Hackett’s Cove and close to 40 at its
Bangor facility. — ALLISON LAWLOR

Following the massive Toronto International Film Festival in

September, the Canadian film industry descends on Halifax for

nine days to unwind and celebrate cinema in a more relaxed

atmosphere. Now in its 24th year, the Atlantic Film Festival

serves as an annual platform for new filmmaking talent. This

year’s program, which runs from Sept. 17 to 25, includes some

200 short, feature, animated, and documentary films from

across Canada and around the world.

In addition to film screenings, the festival will host the 

seventh annual Strategic Partners conference—an international

forum that fosters co-production and co-venture film oppor-

tunities between Canadian and international producers.“Top

industry players are brought together from specific regions

around the world to discover partnerships and collaboration

possibilities,” says Jan Miller, the director of Strategic Partners.

“There is no other event of its kind in Canada.”

Attending this year’s conference is an impressive interna-

tional roster of filmmakers, investors, broadcasters, and 

distributors from the United States, United Kingdom, and 

the Republic of Ireland. Accepted through a project-driven

selection process, 125 delegates take part in such programs as

a speaker series and panel discussions that concentrate on

the international film and television markets. The greatest 

benefit to the participants, however, comes in the form of net-

working made possible by the easygoing social aspect of both

the conference and the festival and by prearranged one-on-

one meetings at Strategic Partners.

“The meetings provide an environment that helps build

relationships, gets the word into the industry’s collective 

consciousness, and leads to successful projects,” says Miller,

adding that 80% of the delegates would not normally come to

Nova Scotia if not for the festival and conference. By the time

they leave, the province’s allure may lead many of them to

consider filming here.

Festival director Lia Rinaldo says that Strategic Partners is

an integral part of the festival. “For years we’ve tried to

attract an international audience but were unsuccessful,” she

says. “Strategic Partners garners that audience and puts

Atlantic Canada, as well as the whole country, on the film-

industry map.” — CORRIE FLETCHER-NAYLOR

Delegates from Canada, the U.S., the
U.K., and Ireland meet during the one-on-
one sessions at Strategic Partners.

A unique film festival




