
Drive and charisma define first inductees 
Marketing leaders honoured by peers at gala ceremony  
Inspiring woman is recognized posthumously 
TONY WONG 
BUSINESS REPORTER 
The Toronto Star, January 28, 2005 
 

Judy Elder would likely be bemused — and certainly more than a little flattered — to be 
one of only 12 people in Canada considered so influential in her field that she would be 
among the first to be inducted into the Marketing Hall of Legends.  
"I think she would have also been overwhelmed, especially since this kind of honour is 
coming from her peers," said her husband David Powell yesterday.  
Powell accepted the award of behalf of his wife last night at a $300 a plate inaugural 
ceremony at Toronto's Liberty Grand, sharing the spotlight with entrepreneurs who 
created iconic brands such as Roots, Tim Hortons, President's Choice and Cirque du 
Soleil.  
Elder died from a brain aneurysm at the age of 47 in 2002, after being treated for a rare 
blood disorder. She was chosen from an impressive field of 250 nominees, which was 
whittled down to 37 finalists, said Jim Warrington, co-chair of the event and president of 
Fantail Communications Inc.  
"There was a significant need to recognize Canadian marketing practise and people like 
Judy," said Warrington.  
An influential mentor in the marketing field, Elder, known for her drive and charisma, 
was general manager of Microsoft Canada's consumer products group and the chair of the 
Canadian Marketing Association at the time of her death.  
"I have literally been overwhelmed by people coming up to me to tell me their Judy story, 
of how she had an impact on their lives," said Powell.  
Less than a month before she died, Elder made a speech at the Board of Trade, telling 
women to "Celebrate the fact that you want to go far ... If you acknowledge the 
importance and power of your ambition, recognize it is there to drive you to greater 
achievements and sustain you through the challenges."  
The speech was so inspiring that it motivated top Canadian corporations to fund the Judy 
Project, a leadership forum for executive women at the University of Toronto's Joseph L. 
Rotman School of Management.  
"She was an absolutely brilliant, delightful, perfect person," said York University 
professor Alan Middleton, the lone academic inducted into the Hall of Legends under the 
mentor category yesterday. "She truly was one of the superstars of the industry."  
Elder also won international recognition for her marketing of Microsoft's Xbox video 
game system, and helped create a distinct identity for Microsoft Canada. Not 
surprisingly, she had a reputation for being something of a superwoman.  
"She was spending two days a week in hospital, while running three of Microsoft's 
businesses in Canada," said Powell.  
Because she believed family was paramount — the couple has two boys — she would 
rush home at night to make dinner, calling the butcher on her cellphone on the way home, 
he said.  
"She would wind down the window and they would literally throw the meat in the car 
and she'd be off," said Powell.  
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Middleton said yesterday's awards were an important step in celebrating marketing talent. 
"Canadians haven't been good at promoting ourselves. We've worked very hard on 
building the better mousetrap, but not telling people how we did it."  
The affable Middleton began his career at the J. Walter Thomson advertising agency in 
London, and ultimately headed up the company's Tokyo operations. After leaving the 
agency, he earned his PhD in business administration, specializing in marketing at York 
University's Schulich School of Business.  
The awards are broken into four categories. Visionaries are people who have created 
enduring brands, builders are charismatic leaders who have increased the competitive 
nature of their organizations, enablers are marketing communication professionals who 
have excelled, and mentors are those who through philanthropy or academia have 
provided inspiration in the profession.  
"I've loved what I've done for so many years it's almost like a hobby to me in a way, so to 
receive an award for what you love to do is pretty gratifying," said Frank Palmer, chair of 
communications agency DDB Canada, who was inducted in the enabler category.  
Palmer was the winner of this year's Association of Canadian Advertisers gold medal 
award, the industry's top annual honour for his contributions to marketing 
communications and for his philanthropy.  
His competitor, Paul Lavoie, chairman and chief creative officer of advertising agency 
Taxi, was also inducted yesterday.  
"I think it's great that we have a forum that addresses the importance of what we do, that 
communicators have an impact on society," said Lavoie.  
Taxi's high-profile accounts include Mini, Molson Breweries, Viagra and Telus. One of 
the most memorable advertising campaigns the firm has done is pro-bono work for the 
Athens Olympics, where Lavoie depicted real Canadian athletes in the streets begging for 
money to put the spotlight on their poverty.  
What Lavoie would really like to do, though, is to "brand" Canada itself. "Canada as a 
brand is still invisible," he says. "But we have some incredible stories to tell the world."  
Other inductees yesterday included Guy Laliberté, founder of Cirque du Soleil, Michael 
Budman and Don Green, co-founders of Roots, Ron Joyce, co-founder of Tim Hortons, 
Dave Nichol of Dave Nichol & Associates, Paul Alofs, president and chief executive of 
the Princess Margaret Hospital Foundation, and Christine Magee and Stephen Gunn of 
Sleep Country Canada.  
Middleton was a little surprised that some other potential marketing legends weren't on 
the first cut, including Four Seasons chief executive Izzy Sharpe — ("He created the top 
global brand for luxury hotels") — clothier Harry Rosen — ("He doesn't have a huge 
national presence, but he has done an incredible job") — and Ed and David Mirvish — 
("Ed Mirvish was about the first guy to go and make money out of theatre, and that was 
through sheer promotion").  
"They really had a lot of great people to choose from," said Middleton.  
While Middleton and other industry insiders agreed that the awards were overdue, the 
irony wasn't lost that even the marketing experts seem to have fallen under the Canadian 
spell of being reticent to toot their own horn.  
"I think we've been so busy telling everyone else's story that we forgot to tell our own," 
said Powell. 
 


