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EDITOR’S NOTE

“Do it with passion or not at all.”
C’est la passion. Creation happens at the core of our being. Where there 
is no thought, no fear, just a rhythm, a flow, a transcendence. That’s how 
it feels, you cannot force it. It just happens. After pouring your heart out, 
there is only one thing that is left…Passion.

Our outlining theme in this Edition of GOSS Magazine. One of my ulti-
mate favorite books, by Paolo Coelho The Alchemist outlines this trait in 
great detail; to follow your bliss. Just like the Shepard who has a burning 
desire to become more. It led him down a road, on a journey to find his 
treasure and ultimately find himself as an individual. That is what desire 
will drive. To me that symbolizes more than just a story of chasing your 
dreams, it resonates as a message of pure unconditional love from the Uni-
verse. That when you have a dream and follow through with it, no matter 
the obstacles you encounter along the way, at the end of the road you will 
find magic. That story is within you, me and everything in between us. 

From Success Guide, Bold Execution, and Power comes the Fourth Edition of 
GOSS Magazine, Passion. Introducing powerhouse Judith Richardson and 
Charles Le Pierres of a timeless classic Judith and Charles. Their love story 
that led them to create one of the top Canadian womenswear brands on 
the market, one that led to building a non profit foundation in Dominican 
Republic. Their story is a symbol of true determination, perseverance, and 
pure love. This issue outlines the Greats from architectural Kokaistudios, 
to inside the French brasserie of Pois Pencher in Montreal. Globetrot-
ters Executive Chefs, to international sensations. Expert advice from top 
professionals Mtr.Mireille Fontaine of BCF to Dr.Nilesh Amin from Bella 
Dentaire. With the same story, time and time again ;

Follow your bliss and the world will open doors where there were only 
walls. 

BeGossy, 

Editor In Chief

Rebecca I Perez
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TAILORED 
WITH LOVE,

Judith Richardon& 
Charles Le Pierrès

JUDITH & CHARLES
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JUDITH & CHARLES

A landmark company in Canadian women's apparel, Judith & Charles 
has been a significant player in the fashion industry for over a quarter 
century and counting. This past year in particular has been one for the 
books, with the brand gaining more international exposure. Witness, for 
example, the Duchess of Sussex, Meghan Markle, modeling the brand’s 
iconic Digital coatdress at a political affair, or consider the expansion of 
their brick-and-mortar stores, not only across Canada, but into mar-
kets in China as well. They even flexed their philanthropic muscle by 
co-hosting the Redefined Success gala, which raised $70,000 for charity.

Success at this level, for this length of time, is nothing short of remark-
able. Judith & Charles is constantly innovating, finding new ways to 
stay ahead of the trends and satisfy their customers, all while expanding 
their reach and influence. We were fortunate enough to get an insider’s 
account of this Canadian success story in a conversation with the brand’s 
founders, Judith Richardson and Charles Le Pierrès. Describe the jour-
ney that led you to starting your own fashion la label.

Judith Richardson : I started my career in fashion after graduating from 
high school; I graduated from TMR high, then worked for a domestic 
manufacturer by the name of Barakett. This led me to a fulfilling career 
in the industry, providing me with experience in all facets of retail and 
wholesale. The bulk of my career was spent at Esprit, which was a multi-
national success, one of the pioneers of creating a lifestyle brand. Esprit 
had headquarters in SFO, Germany and Hong Kong. I was fortunate to 
travel extensively to the various headquarters and lived in Hong Kong 
for a period of time.

What did you learn from working for an international company?
Esprit taught me that no detail is too small, and to strive for excellence.
During my travels to France I followed a brand by the name of Teenflo, 
which was a local French company that produced beautiful tailoring 
for women with an impeccable fit. I approached them to propose that 
we strike a deal. Eventually we signed a license agreement for wholesale 
distribution in Canada. The license provided us with design and fabric 
and we produced here [in Canada].

We were strictly in the wholesale business at the time. I was partners 
with my boss at Esprit. This was 1991, I had just given birth to my sec-
ond child and was working full time, even overtime, at Esprit and I was 
opening a new business. This is when we approached Charles to head 
up Teenflo. I continued to work two jobs for several years, until which 
time the new business could support me. Shortly thereafter, Charles and 
I bought out my partner.

The addition of the retail shops happened over a period of time as a shift 
in the Canadian retail landscape took place. There were less multi-brand 
stores to sell due to the arrival of many large, vertical multinationals. 
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Many of the multi-brand shops could not compete with prices and the 
constant arrival of fresh merchandise offered by the competition, so we 
had to react to the lost opportunity at wholesale.
The first shop was within Ogilvy's, under the Teenflo banner, in Montreal. 
This was an instant success. Charles continued to roll out a retail expan-
sion plan, winding up with 12 shops across the country. Approximately 
ten years later, we rebranded the company to Judith and Charles, after the 
owner of the French Company decided to retire.

How did you meet Charles?

Judith : Pure chance. We met while I was vacationing at Club Med in 
Guadeloupe. Charles was working at the Club when I happened to be 
there.

Charles : Judy was having a siesta on a beach and I went over and kissed 
her. She was definitely surprised by my boldness (we managed to become 
friends). That same year, I moved to Canada to work for a packaging 
company as a sale rep.

Charles Le Pierrès was born in La Rochelle, France. He left school at the 
age of 15 to become a mechanic and work on cars. He then moved on to 
work at Club Med for seven years.

Charles: A few years later, Judy told me about her project with Teenflo 
and I got involved. I didn’t know anything about the fashion business; I 
guess Judy just had enough confidence in me to start this new project. We 
opened the company in 1991, and licensed Teenflo in Canada.

In an industry that is focusing more and more on online sales, 
what was the strategy behind opening new retail locations?

The addition of our retail shops allowed us to showcase the brand the 
way we intended, as opposed to an edited version that one would see at a 
multi-brand retailer. This was very positive for the brand. Our strength is 
structured clothing. Innovative fabrics are key to our process of creating 
garments. There is always lot of R&D going on with Italian fabrics that we 
take into consideration, such as easy care, traceable fabrics, etc.

What challenges did you face over the years?

Just like any business, especially in the fashion industry, we’ve encoun-
tered multiplechallenges over the years. Our greatest difficulties revolve 
around our being a vertical retail company, which is a company that 
designs, produces and sells its own products without using wholesalers.

Other major challenges include creating two main seasons with 11 cap-
sules per year, keeping our production in Canada, Canada’s minimum 
wage, and the takeover of our resources by Canada Goose.

JUDITH & CHARLES
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What is the core value behind the brand?

My mission was to create and deliver a product that was consistent with 
the Teenflo brand at the time. The merits of the brand were the quality, 
style and fit. I wanted to create a brand that was consistent in its style and 
did not change direction with every fashion whim – a brand that would 
stand the test of time. It was also important for me to create an honest re-
lationship with our clients, whereby they would recognize that they were 
investing in pieces that delivered value and style and gave them a sense 
of confidence. As a working woman with a very full life, my goal was to 
simplify our client's shopping experience so that she would have more 
free time to pursue all her passions in life.

Born out of a collaborative effort from two people of very different 
backgrounds, Judith & Charles has become the leader in innovative and 
elevated womenswear. After bringing the well-respected French brand 
Teenflo to Canada, Judith Richardson and Charles Le Pierrès had one 
mission: to create a narrative of their own.

By adopting TAILORED WITH LOVE IN CANADA as their guiding 
principle, these two driven individuals affirmed their personal connec-
tion and commitment to deliver impeccable style and comfort to working 
women who wanted clothes they could count on. At Judith & Charles, 
they want to override any uncertainty women feel choosing or wearing 
clothing. The aim is to facilitate the confidence, strength and comfort 
women strive for. This is a continuous value instilled within the brand.

Today, women across the nation can enjoy the product as well as the 
experience Judith & Charles offers. By going into one of their elegant 
boutiques, one can not only feel a sense of comfort, but can be guaranteed 
impeccable service as well. Each stylist is trained to cater to the client’s 
needs while demonstrating an understanding of current trends and clas-
sic cuts.

What’s coming up next for Judith & Charles ?

There has been an increase of growth within the United States market and 
we are currently available at Nordstrom stores and online. We are cur-
rently looking for new international growth opportunities to expand our 
Canadian label.

Beginning Fall 2019, our collection will be present in France and will be 
available at NeimanMarcus.com. While our brand is attracting interna-
tional attention, we hope to continue to grow while keeping our values at 
the forefront of everything that we do.

JUDITH & CHARLES





CHARLIE’S FOUNDATION

In 2015, Charles and his daughter Ali decided to launch Charlie’s 
Foundation, a charitable organization dedicated to expanding the edu-
cational and vocational opportunities of young people in the Domini-
can Republic. Their interest in helping grew from their experiences in 
the D.R. and the respect they have for its peoples and cultures.

Charles recognized in the struggles of the Dominican children many of 
the difficulties he faced in his own childhood, particularly the crushing 
weight of poverty. As the Foundation’s mission statement puts it, “pov-
erty is not only a physical condition, the lack of even the barest necessi-
ties, but a spiritual one as well. It breeds low self-esteem, robs children 
of their potential, and darkens any hope for their future. Learning to 
play sports did not solve these problems for Charles, but it did give him 
the tools - self- confidence, discipline, and a sense of his own potential 
- to seize on the few opportunities that were handed to him.”
“Charlie’s Foundation is a Canadian and Dominican non-profit organi-
zation that teaches Dominican youth the English language, connecting 
them with the wider world and improving their future career pros-
pects. Our method combines English lessons with tennis instruction, 
because we believe in the power of sport to motivate, challenge and 
inspire.”

“Currently, Charlie’s Foundation teaches English and Tennis to approx-
imately 130 children who live in La Ciénaga, Cabarete. We have two 
programs. The first, named Elementary English as a Second Language 
caters to children between the ages 6 and 12. In it, students attend 
1.5 hours of instruction daily from Tuesday through Saturday—one 
hour of English instruction and 30 minutes of tennis instruction. The 
second, named the 13+ Program, is for students between the ages of 
13 and 18 who have graduated from Elementary English as Second 
Language. In this program, we continue to teach English especially 
through group projects related to community and the environment. 
In the 2019-2020 school year, we intend to turn this program into a Ca-
reer Readiness / Vocational Training program. Finally, in the summers, 
we run a 6-week academic summer camp.”

For more information on Charlie’s Foundation, you can visit www.
charliesfoundation.org. For instructions on how to donate, you can 
visit charliesfoundation.org/donate/.

THE BIRTH OF CHARLIE’S 
FOUNDATION
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CHARLIE’S FOUNDATION

It was in this philanthropical spirit that the Redefine Success Gala, a 
yearly initiative to raise funds for Charlie’s Foundation, was born. The in-
augural event took place on October 17th, 2018, at the Salon Richmond 
in Montreal. With over 300 guests in attendance and 369 tickets sold, 
the Gala raised $70,000.

The event was hosted by Canadian television and radio host Isabelle Rac-
icot and featured guest speaker Arlene Dickinson, a Canadian business-
women, investor, author, and television personality, who discussed the 
importance of giving back and helping those in need:
“It was a pleasure to see so many gathered in support of Charlie’s Founda-
tion. The event was a great opportunity to come together as a community 
and support a cause that is dear to our hearts. We cannot wait to share 
the news with our students and begin working towards achieving our 
vision.”
Perry Shak, Vice-President & Portfolio Manager, Perry Shak Group - 
RBC Wealth Management & Co- organizer of the Redefine Success Gala, 
said:
“We are thrilled at the overwhelming support and response to our first 
Redefine Success Gala. The event was inspiring and well attended, and 
the proceeds raised will be impactful for Charlie’s Foundation and the 
kids whose futures they are working to secure.”

The proceeds raised during the event will be used to build new classrooms 
for the children, as well as purchase computers to enhance and expand 
their learning abilities.

With the second edition right around the corner, “our goal is to make 
a bigger impact this year and help fund our new developments at the 
foundation. With these funds our first priority will be to develop the 
13+ program. If our mission is for our students to obtain jobs and build 
themselves better futures, English language skills will help them, but 
alone, it is not enough. In our fully developed 13+ program, we will hire 
the staff and purchase the resources needed to teach our students both the 
crucial soft skills and hard skills needed in the work place. We will set up 
internship programs for our students during the summers and will guide 
them post-high school graduation. And, we will also start to teach them 
about entrepreneurship. With the raised funds, we also would like to 
provide the students optimal conditions for learning.”

To get involved and help support Charlie’s Foundation, visit their website. 
Shop the latest collection of Judith & Charles at judithandcharles.com

REDEFINE SUCCESS GALA
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The

POWER 
of

JAC by Jacqueline Conoir, is a Canadian fashion brand that 
tailors to the career oriented woman, defined as a combination 
of Italian sexy, French feminine flare and North American cool. 
JAC has become a reference point for fashion trends in the Ca-
nadian and Chinese market. An overnight success with 30 years 
in the making. Designer and Founder, RozeMerie Cuevas has 
opened 110 stores in five years and is now planning to open 
20 more all over Canada. Looking back she never thought she 
would end up in China, let alone build a fashion empire. “I 
knew I wanted JAC to be global, but I never imagined this 
was going to happen”. That is the power of doing business in 
China, but more than that, it is the power of JAC.  

Did you always know you would become a fashion designer ?
 
From the age of 12, I have always sewn my own clothes. My 
mum passed away when I was five and I didn’t like where my 
father brought me shopping, so instead I would just cut into 
fabrics and make my own. The name, Jacqueline Conoir was 
originally my mothers’. She’s Parisian ; the inspiration for the 
french feminine flare of the collection.

What was your first experience in the fashion industry ?

I was 18 years old, my cousin told me I should do a fashion 
show. It was happening at the “it” night club in Vancouver. 
Richards on Richards. I arrived with my clothes in garbage 
bags, all the other designers arrived with rolling racks and their 
beautiful pristine garment bags. I had never done a fashion 
show before, so I spent most of the time in the bathroom, 
hugging the toilet bowl. That’s when I overheard some ladies 
talking about my designs. “They were saying “oh did you know 
the girl who designed the black and white scene was just 18 
years old. She’s so talented”.

In that moment I thought, you know what ? I’m going to 
become a fashion designer. The next day I pulled myself out of 
my university classes, I looked up fashion schools in Paris, I got 
into ESMode which was the top school. I worked three jobs 
for a year, saved up enough money for tuition and my rent and 
went off to Paris. I finished a three year program in two. I came 
back to Vancouver at age 23 and opened up my first boutique. 
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ROZEMERIE CUEVAS

The first Jacqueline Conoir store was established in 1986. We designed power suits. 
We gained traction [that way]. Then we evolved into coats, sweaters, and so on. The 
next 15 years, that’s how we did it. We had become an icon in the West Coast and 
we did really well but at a certain point a lot of the manufacturing facilities were 
disappearing, so we were faced with a big decision, either we shut down our store or 
move to China for production. 

In 2010 I was sitting in my favourite restaurant, Chamber, in Vancouver. There were 
two ladies beside me and they were chatting about the Jacqueline Conoir brand and 
they didn’t know that I was next to them and they said : yeah, I love that brand it’s 
so great! I love it, it’s perfect for my mother. And I thought : what! What are you 
talking about, it’s not just for your mother. The truth was is that I started at 22 and 
25 years later, the collection had grown with me. So I decided to re brand to JAC 
by Jacqueline Conoir. I gave her back her personality and that became Italian sexy, 
North American cool and french feminine flare. 

In 2011, after I created the JAC brand, I knew that I wanted to go big. I knew 
I couldn’t do that by myself. I sought out a partner, the partner that happened to 
come across my office was Bruce Lee and his wife, Jane. At first, they passed on the 
offer but then I realized that our manufacturing companies were all gone, so I re ap-
proached them and said, you don’t need to be my partner but can you manufacture 
for me. In China they’re used to 1,000 units per piece. I didn’t have that, but they 
said we’ll try, we’ll do it for you. Let’s see where it goes. We prepared the JAC brand 
to show to their collection of buyers. The reaction was really good. After that trip, we 
decided to become partners. That was five year ago now. 

Within four years the brand opened 110 stores. From North to South, East to West. 
“We have stores in Tibet, in Mongolia, In new District and in Shenyang. It performs 
equally as well everywhere. We have won numerous awards. We just won designer of 
the year in Hangzhou. Our sales are in the top 20% of AAA department stores and 
now the plan is to go back to Canada full throttle with 20 new stores.”

Have you reached a specific market, based on the styles that you brought in ?

When we came four years ago, we were one of the few people who really brought a 
real European North American look. At that time I remember there was this specific 
Chinese style that was not at all what we were doing. Before, the fashion here was 
very embellished, super charged, very colorful, very feminine styles. JAC was totally 
different, it was for the boy-girl. Very clean, and not at all embellished. We focused 
on natural fibers which are great for sustainability, they’re healthy for your body, and 
breathable.
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ROZEMERIE CUEVAS

Did you have a pivotal moment in your career that you experienced in order to 
grow to where your brand is today ?

I think in the lifespan of a career, you go through many ups and downs. When you’ve 
gone through a challenge and you get through it, that’s one step on that ladder. All 
those challenges become building blocks to the power behind you. If you don’t give 
up, it doesn’t happen overnight, [but] you realize that you’re stronger than you actually 
thought you were. When the decision came for me to go to China, I was ready. I 
was strong enough to take on the most enormous challenge of my life. It wasn’t just 
the language barrier, but also the cultural differences, and a totally different business 
culture.

In what ways have you noticed the difference in business culture ?

[In Canada] we are much slower, we think about thinking about making an appoint-
ment. We analyze a lot, we want to be sure before we get in, we are very cautious and 
very careful. It takes us a long time to do a lot of things we want to do. When I’m 
in Vancouver coming from China, I feel like everything is in slow motion - which is 
a great thing because it gives you a certain type of lifestyle. It’s very leisurely. When 
you’re in China, you’re full on, all the time. I’ve had meetings in the back of my car, 
driving to the airport on the way to another city to do the opening of a boutique. 
Every moment of the day is available for business. It doesn’t matter if you’ve clocked 
out at 5 o’clock, if someone calls you and says “are you open to having a meeting this 
evening at 7 o’clock” with a key buyer you want to connect with, you will do it. Same 
thing with that buyer who would never think “oh I can’t bother her in the evening”. 
I’m in Hangzhou right now, let’s get together. If you adapt and latch on to this speed, 
you will gain success. Rather than being super cautious, they just try things, they don’t 
think about it too long. No one is afraid to try and fail. Because they know if they try 
three things, two or three of those will succeed maybe one will fail. We also have a 
numbers game here, there’s a lot of people. So whatever you try, there’s a big audience 
for it. I do notice more and more, focus is being placed on being more creative [here]. 
I think the future will see a lot more original designs coming out of China. 

What keeps you motived to keep going and growing after having accomplished so 
much already. Do you ever take a second sometimes to think “wow I built this” ?

I always knew that the brand was going to do something big. I didn’t know how, and I 
didn’t know what but I knew that we were going to be a global brand. I think the key 
is if you really believe in something, you will make it happen, regardless. You might 
not know how but if you have that end goal, everything you decide to do and every-
thing that you do, will get you to that end goal. You also need a little luck. JAC was 
lucky to have met the right partner for the China market.
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JAC BY JACQUELINE CONOIR

Looking back at your 23 year old self, what advice would you have given 
yourself then that you know now ? 

Understand business. When I came out of design school, I was a designer, I 
was not a business person. There’s two ways to be a designer and be success-
ful you’re either a designer with a business partner, or you’re a designer with a 
business background. You cannot survive the design industry as an indepen-
dent designer without someone focusing on the business. Jane and Bruce, 
were introduced to us so we created a relationship. Initially they were just go-
ing to manufacture for us. After creating a relationship, we became partners. 

Why did you choose JAC ?

Bruce : [At the time] we were thinking about the future. We wanted to be 
more international. We wanted to have partner from outside of China. 

Jane : it was a perfect match. 

Bruce : We wanted to have an international brand. It’s not difficult to man-
ufacture clothing, but it’s not easy to create a brand with a soul. We wanted 
the culture, the soul of the brand. A brand with a story, and an international 
background, not just a registered name overseas.

Jane : At the very beginning, I thought this collection is so strange, so simple 
and the colours are too dark. 
[At the time] all the Chinese brands were very colourful, very feminine. 
This was totally different, very cool and edgy but very different. I couldn’t 
understand and accept that kind of style at that time. I wanted to invite 
RozeMerie to come to China to see how fashion styles are like here. When 
she brought JAC collection to Hangzhou, and our customers had the chance 
to look at what an international designer brand is, they felt “wow so strange 
yet special”. 

RozeMerie : We kept the DNA of the brand. What we’ve done is keep the 
black, white, beige but added a pop colour in every season, and of course we 
offer the Chinese red. 

Jane : (laughs) Chinese people love red. Before I used to never wear black, 
when we first partnered up I started to wear black. 

RozeMerie : They took a chance on me, and I took a chance on the Chinese 
market. We got to know each other step by step. 

Jane : Our next step is global, in the China market, JAC sells #1 in local 
department stores. JAC created a lot of magic. 

RozeMerie : We’re in the midst of opening new JAC stores at the Richmond 
Centre Shopping Mall in Vancouver, the MIX City Shopping Mall in Shang-
hai, and the Wangfujing Shopping Mall in Beijing. 
With 20 more stores opening all over Canada.

For more information visit jacbyjc.com jacbyjc.cn
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The first time I met Perry was with Leah Lipkowitz, the first official 
GOSS cover girl. Perry, an avid supporter of women in business, 
was also a big philanthropist. We connected instantly over those two 
points. A CFA charter-holder working under the wealth management 
arm of RBC Dominion Securities for the last four years, Perry’s trajec-
tory in a “safe” financial environment was different than the average. 
It involved more grit, patience and risk. Yet just like investing in the 
stock market, high risk tends to lead to high reward.

We met at his office in the golden square mile of Montreal, tucked in 
between the CIBC Tower and Rene Levesques. I was greeted by his 
associate and right hand accomplice Raluca, who is Romanian just 
like my mother. The first thing I noticed in his office was the vast col-
lection of books that ranged from children’s, to self-help non-fiction 
to classics. He loves sharing with his audience the knowledge he has 
absorbed. A giver by nature, in all its triumph. That’s Perry Shak.

Tell me about your journey that led you to the finance world.

I was 19 years old, when I thought I was going to go into Psychology, 
I was brought up by a single mom so my EQ was tapped into more 
than most. My best friend at the time who was very much a

When you were 25 what advice would you give yourself?

I would remind myself that it’s challenging to be 25 but it’s also chal-
lenging for everybody else - what’s going to differentiate me is going 
to be the grit, and keeping at it, networking and becoming the best I 
When you were 25 what advice would you give yourself?

PERRY SHACK

FINANCE

ON MANAGING EXPECTATIONS, 
NURTURING RELATIONSHIPS 

AND GIVING BACK
From then on I was in the banking system, I started off in a branch, 
as Financial Planner while I was working on my CFA. While I didn’t 
know exactly what I wanted to do - I knew I wanted to manage 
money and interact with people. How exactly I wasn’t sure, one thing 
led to another I got promoted to a higher division managing the 
wealth of High Net Worth families. Making decisions on a day to day 
for their investments and making sure anything that had to do with 
financial planning, they were getting the advice they needed with the 
team I provided. I worked in that division for around ten years.

What is the trajectory that brought you into stocks?

I finished my degree in finance I worked for two years at an indepen-
dent firm where I was on 100% commission, foot in the door. I cold 
called someone who worked at a bank and he said “you’re really good, 
I can’t invest in this with you but you’re really good on the phone. 
Call me next year.”  I followed up and called him a year later. He was 
no longer with the bank but by following through them I got my foot 
in the door a large financial institution. Just goes to show the impor-
tance of following up! I joked.

Explain to me how stocks work in terms of returns on initial invest-
ment?

When you’re investing you have an ownership in a company, you are 
acquiring shares (or stock) and become a partner in the profits. With 
stocks, the return is variable and not guaranteed. When you have a 
guaranteed return you’re a lender, you’re lending money to the bank 
they’re making money on your money. Or you’re lending the govern-
ment money and you’re getting a bond.



PERRY SHACK

How do you make money in investing in a company? 

Either the company pays dividends, or as the companies’ grow, the stock 
goes up in value. Investors keep their shares and when they need money, we 
sell some. We’re always rebalancing and making changes. A few years ago we 
were more invested in Canada now we are invested mostly outside Canada. 
We invest largely in US, European and global companies in the infrastruc-
ture space. It’s extremely difficult to time the market. You’re always compet-
ing with imperfect information so in the short run it’s very difficult. In the 
long run, stocks should earn 6-10% range on the average.

What advice would you give yourself when you were 25?
I would remind myself that it’s challenging but it’s also 
challenging for everybody else - what’s going to differentiate 
me is going to be the grit, and keeping at it, networking and 
becoming the best I can be and invariably, it will lead to good 
things. Like climbing a tall mountain it’s highly distracting to 
keep looking up, but if you focus on the next few feet, break it 
down, and what will be will be. We’re often our worst enemies 
from that perspective.

I would definitely say that make parallels between relationships 
and investing in the stock market. The most important deci-
sion that I made was to marry my wife (2004). Another huge 
decision was to go and rebuild my Wealth Management busi-
ness is 2015. It was the scariest thing I’ve ever done, the most 
stressful, with a one year old at home, three kids, no safety net. 
However, the status quo was scarier than the unknown.

People look at GIC, savings deposits, that’s safe. That’s the 
scariest thing in the planet because if you’re making 1% or 
2%, which means after tax you’re making at best 1% and the 
cost of living is going up by more than that. If you project 
that forward I can assure you that it’s terrible for your financial 
picture over the long-term. I would rather invest in the stock 
of good companies knowing that with time, I’m going to get 
more income, dividends and growth than I would ever get 
from the guaranteed bank account or deposit.

What inspires you?

My grandparents and how fortunate I am by virtue of living in 
this great country. Even though my grandmother was raised in 
Canada, she lived through the Great Depression. I sometimes 
get a man cold, and (we) complain, but really we’re so lucky 
and have all these opportunities. I’m inspired by people who 
like my grandfather, came to Canada with absolutely nothing 
and yet, was able to achieve.  I believe that people like my 
grandparents who have suffered and pushed through their 
struggles, are often intrinsically the happiest. I’m inspired to 
give back as much as I am because I feel like along the way 
I’ve gotten a lot. I plan to emphasis more on philanthropy and 
giving back.

For more information visit perryshack.com
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MIREILLE FONTAINE
SUCCESS, STRUGGLES AND LIFE LESSONS
She was charming, with a motherly reassurance yet intimidating 
confidence of a woman who leads. Powerful in all her presence, 
a perfectly coiffed bob shaped her face, with a  tenure that didn’t 
showcase four girls (out of which two were twins! Her eyes sparkled 
when she smiled. That was Me. Mireille Fontaine, partner at BCF 
one of the largest executive law firms in the city. 

Tell me about your upbringing.

I was born and raised in Montréal. The third of four children but 
being the “middle girl” is probably an important factor in whom 
I have become: independent. My parents believed an all around 
education was essential so I was raised with sports, music, lots of 
reading, dance, and so many wonderful experiences. We were raised 
to work hard and education was a priority. Not going to universi-
ty was not an option. We had to choose and follow through. Our 
parents took care of the tuition fees, we needed to work hard, do 
our best and make sure we landed jobs. Something worth mention-
ing is that my parents were visionaries in making sure I was raised 
in French and in English. They have sent us to the best schools and 
summer camps as well as letting us try out new sports and hobbies 
so we could expand our horizons. However, as a rule, when we 
started something, we needed to finish it and give it our best.

Did you always know you would become a corporate lawyer?

I actually loved music (piano) and singing. I have studied music for 
more than 15 years, even taught it for about 10 years. However, I 
was aware that making a living out of it would be difficult. Science 
was always also very interesting to me and my father being a doctor, 
I thought of following in his footsteps, in psychiatry, for many 
years. Around the age of 18, I did realize I loved people, and that 
being able to do different things to challenge my intellect and keep 
me out of my comfort zone was where I excelled. I saw my older 
brother go through law school so, at 19, I gave it a shot, got accept-
ed at the Université de Montréal and followed my path. Com-
mercial law, more specifically transactional law, was what I loved. 
Reading, drafting and negotiating came as easy to me as breathing. 
Twenty-six years later...

What significant moment in your career changed your life?

Life happened. I had my daughters. First, Monica-Ann was born 
almost 21 years ago when I was still an associate and then my 
twins Gabrielle and Florence (almost 18 years old), when I was 
just named partner. I was confronted each time with a difficult 
choice: leave the “transactional” life and go in-house, choose an-
other less demanding path in terms of hours and lack of a regular 
schedule, which we all know is part of being a mother. I chose to 
pursue my passion as a transactional lawyer and became a master 
in time management. My daughters changed my life but also 
made me become a more efficient, organized, multi-tasked law-
yer. I understood where my priorities were and how to manage 
family life, work, clients, travel, conferences and so on. Thus, I 
run my deals as such and this has earned me a great reputation 
as a solution driven, efficient and business savvy transactional 
lawyer.

How has the law changed over the course of your career for the 
good? What foreseeable changes do you predict will occur in the 
near future?

The law is ever changing. Has it changed for the better? Some-
times but not always. Having to be at “the end of our phones” 
24/7 for our clients is obviously different from when I started 
in 1993. Technology is wonderful as it enables remote work and 
gives lawyers flexibility, namely for parents but on the oppo-
site, on many occasions I feel like we don’t have time to think 
anymore. 
I try to follow my personal rule “LLA”: listen, lay back and 
answer later. In a world where things are moving so fast mainly 
driven by technology improvements, reflection, introspection 
and even consultation are beneficial but we lack time! With AI 
coming into law practices in many different forms, I foresee the 
pace will pick up even more and although I welcome the new 
technologies enabling us to produce the same work faster but 
still of high quality. However, I do feel it is important to contin-
ue, as humans, to take a moment to reflect on what will be the 
best decisions to make for all the parties involved.
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What advice would you give young women who want to start their career in the 
law industry?

I believe that everything comes at the right time. Follow your instincts know that 
law is vast; you could learn all your life and never be done. Therefore, I would 
absolutely recommend learning from other colleagues and building on strong foun-
dations before starting on your own. If possible, join forces with those who have a 
different skill set. It is important to always want to learn and better oneself. Law 
is a long river, paddle through it and learn, breathe and take it all in.



Looking back now what advice would you give yourself at age 

25?

“Control your emotions”. At age 25, I had three years of law prac-
tice, the same fire inhabited me but I lacked self-control. Once, 
my mentor advised me to choose my battles. I would also say that 
it is always important to understand one’s road, to keep your eye 
on the ball and to be able to use your judgment. Sometimes, you 
have to take a step back in order to keep your energy, your passion 
and your emotions for more important issues. It took me at least 
15 years to understand this and apply it day-to-day. I have gained 
a firm control and I have had mentors who were able to bring the 
calm out of the storm and I made it a mission to try to give back 
and teach the same lesson to our younger lawyers.

What do you credit to your success?
This is a really difficult question. Many people have helped me 
along the way. There is also luck, being at the right place at the right 
time and, of course, the upbringing and education that my parents 
have given me as well as their constant support, which gave me con-
fidence. That being said, without a doubt, my success stems from:
The support of my family and my husband, François Jarry. I would 
not be where I am today without their trust, support and under-
standing; Hard work, every day, year after year. Consistently and 
humbly, thriving to improve and working towards specific goals;
Resilience and determination. For each trial, bump, chaos, prob-
lem, I have stepped back, found a solution and worked toward it, 
never giving up; Faith. I believe in God and pray he guides me to do 
well and be the best person I can be.

What are your future plans/projects with BCF?

Seize the moment, define the future! Such is our motto.
I hope I can continue to evolve as a lawyer, mentor, manager and 
board member. I want to continue to help others grow. I hope to 
be instrumental in the change of generation which BCF is embark-
ing on. I hope to pave the way and, most of all, I hope I can make 
a real change in someone’s professional life in particular women in 
law. I need and want to make a difference and give back. May I be 
inspired to inspire as others have for me. At 49, it is time to really 
give back and prepare BCF’s next generation for the challenges 
that lie ahead.

What is BCF’s positioning and vision in terms of valuing and 

promoting women especially in strategic leadership roles?

Fostering retention, advancement and success of women is a 
priority for BCF. We strongly believe that the greater the diver-
sity among our members, the better the decision-making for our 
clients and our firm. We have made a lot of progress over the 
past few years towards advancing women’s equality. Though we 

still have a long way to go as a law firm, and more broadly as a 
society, we are working hard towards diversity, gender parity and 
inclusion, three of our core values and critical priorities. Invest-
ing in women’s leadership development is crucial. We live in an 
era where women need to seize opportunities to advance their 
careers and define the future they deserve, especially in the legal 
industry where they now represent 62% of young lawyers. The 
shift has already begun and tomorrow looks bright!

What does success represent to you?
This is a question I have often asked myself as it is for me at 
least, something that has been in constant evolution during my 
life/career. At this point in my life, success means stability and 
peace at all levels. At home with my husband and daughters, 
and also with my friends and family. At work this would mean 
more new challenges but ones embraced with knowledge and 
maturity using the wisdom of lessons learned throughout the 
years and also to focus on the next generation of lawyers and 
helping them as much as I possibly can.

Mireille sits on BCF’s Board of Directors and co-chairs the For-
eign Investment and International Growth group. Her expertise 
is recognized in numerous prestigious national and international 
legal publications, such as the Best Lawyers in Canada, Cana-
dian Legal Lexpert Directory, Lawyers World Wide magazine, 
Who’s Who Legal, Who’s Who International, Lawyer 100 Cana-
da and the Expert Guides.

For more information on BCF visit bcf.com
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How do you find your inspirations?

Inspiration comes from everywhere which is a party of colors that blends 
and that are soothing to the eyes. Traveling boosts creativity as you 
can learn different cultures as they use gorgeous different mixes of col-
ors they apply. Ancient calligraphy strokes is also part of my inspiration.
I love to fail big, the more you fail, the more you try, the more you learn 
and the more you progress and succeed. Never stop pushing hard and always 
believe in yourself. Everything is possible, never forget that. In every field of 
work, there will always be people trying to bring you down, keep smiling and 
use it as fuel to prove them wrong. If you have that itch inside, that passion, go 
for it.  

ROB PENNINO
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Describe your art?

My art’s motto is to live in the moment because 
life is short. So enjoy it. The positive outlook on 
life reflects in my art. My pieces vary from acrylic 
paintings to oil paintings. An interesting part that 
I do on my paintings is the finishing varnish resin 
high gloss that gives a reflective wet look to my
pieces.

My art’s motto is to live in the moment because life is short.
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What do you see yourself experimenting with in 
the future?

Not trying to focus too much on the future as been 
the most rewarding thing I have been doing for few 
years now. Focusing on the present moment, on the 
now is key. Dream big and setting goals. I love to 
try different mediums, textures and colors.

My art’s motto is to live in the moment because life is short.
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CECCONI’S

“A hidden gem, inside one 
of the top secret locations 
off Collins Road”

    - Soho House
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SERGIO SIGALA

In the courtyard of Soho Beach House, Cecconi’s is a 
modern day classic Italian restaurant open for brunch, 
lunch, cicchetti, and dinner, seven days a week. Ce-
cconi’s serves hand-made pasta, seafood and dishes 
from Italy using the finest ingredients. In addition to 
the flagship restaurant in Mayfair, London, Cecconi’s 
has outposts in West Hollywood, Istanbul, Barcelona 
and Berlin
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LE POIS PENCHÉ

LE POIS PENCHÉ: A DAILY PURSUIT OF 
EXCELLENCE

The restaurant industry is one of shifting tides and weather pat-
terns. What is hot today is cold tomorrow, and even the best-re-
viewed, trendiest establishments struggle to stay open past year 
five. Founded in 2007, the Parisian brasserie, Le Pois Penché, has 
become a beloved institution in the core of downtown Montreal 
and its Golden Square Mile neighborhood, one of the most com-
petitive restaurant zones in Montreal.

As Le Pois Penché moves beyond its 10th decade, we sat down for 
a conversation with its owner, Imad Nabwani, and his commu-
nications and hospitality director, Fede Sanchez, to learn about 
the secrets of its longevity. Imad has been at the forefront of the 
Montreal restaurant industry for over 20 years. Born in Damas-
cus, Syria, he worked at 5-star hotels in the Middle East and 
studied hotel management in Switzerland. He moved to Paris, 
where he spent his professional youth doing everything there is 
to do in the hotel business and falling in love with French culture 
and its food and wines. 

He relocated to Montreal and joined the QDC Group in 1998, 
starting from the bottom, he rose quickly through the ranks and 
became vice-president, a position he held for 13 years. During 
that time, Imad managed the operations of some of Montre-
al’s biggest restaurants, including La Queue de Cheval, Trinity, 
40Westt, and many more with tens of millions of dollars in com-
bined annual revenue.

In 2011, Imad took the entrepreneurial leap and launched his 
own business, Golden Square Mile Hospitality, with the acquisi-
tion of Le Pois Penché. Today, the group also operates Hotel Chez 
Swann, Henri Brasserie Française at Hotel Birks, and Restau-
rant Gustave at Hotel St-Martin. As we share a coffee in Le Pois 
Penché’s posh dining room, surrounded by mirrors, patterned 
wood floors, burgundy leather banquettes, and lush red velvet 
chairs, we feel transported to Les Champs-Élysées and we can 
sense Imad’s deep affection and pride for his Parisian brasserie.

When you decided to become a restaurant owner in 2011, you 
could have started a new business. Why Le Pois Penché, a restau-
rant with a history?

This is a question I’ve been asked frequently. I’m grateful because 
the answer is important. For some mysterious genetic reason, I 
love French food and wines. I feel they are part of my being, as 
if I had been born in Burgundy. Le Pois Penché had been my 

favorite restaurant in the city, but the time demands and respon-
sibilities of running such a large organization kept me away from 
giving it the extreme attention to detail and care it demanded.

I had always imagined that one day I would own a French 
brasserie. It was my childhood dream. The oyster shucking, the 
seafood platters, the steak frites, the wines, the friendly hustle and 
bustle… Paris was the first foreign city I visited as a boy and the 
trip made a big impact on me. The instant I discovered Paris and 
I saw Les Champs-Élysées, the bakeries, and the brasseries, I was 
seduced. I still remember vividly the smells of the cafés and the 
terraces. It was love at first sight.
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At the time I bought le Pois Penché, it had lost its connection with the 
public. Some people advised me to change the name, but I decided to 
keep it because I believed in the entire restaurant and in its original con-
cept. I had a strong feeling that Le Pois Penché, a gorgeous establish-
ment in a centric downtown location, was the vehicle that would allow 
me to express immediately my work ethic, values, and knowledge. I’m 
one of those people who can’t wait to get up in the morning and come 
to work. I’m all about passion first, money second. I made a bet that the 
city and our customers would respond well to my commitment. 

What has been the public’s reaction since you took the reigns of Le 
Pois Penché?

We have more than doubled sales since 2011. I would love to tell you 
that success was instant, but it wasn’t the case. People still tell me that 
I took on one of the hardest challenges in the restaurant business: to 
enhance the reputation and increase the sales of a restaurant that had 
already been opened for four years, without changing the name or mak-
ing any major renovations.

We worked on the fundamentals every day. The food had to be excellent 
and the hospitality outstanding. We opened the door each morning as 
if it were our first day. We still do, well past our 10-year anniversary. In 
the business of fine dining without being pretentious, there is no such 
thing as maintaining what we have. We must be obsessively consistent 
where it matters to our guest, yet, improve incessantly in the areas that 
need to evolve with the times.

We didn’t make radical changes or launched hype ad campaigns. We 
kept our heads down and kept improving and improving, one minor 
change at a time, from one year to the next. Progressively, the Montre-
al community and tourists started to recognize our efforts. Our food 
reviews kept getting better and the guest satisfaction rate in our dining 
room kept increasing. We cultivated new regular guests every day and 
brought back old ones. We couldn’t be more grateful to the public for 
giving us their trust. 2018 was a record year.

What can you tell us about the French cuisine served at Pois Penché? 
How does it stay relevant with the rapid trend changes in the restau-
rant industry?

The evolution of restaurants in North America over the last 20 years has 
been impressive. We have come to appreciate every style of cuisine. Yet, 
French food remains very hot and very dear to diners of all generations. 
The recipient of the 2019 James Beard Award for Best new restaurant 
in America is Frenchette, a contemporary French brasserie. The top-4 
spots on the Zagat survey of best New York restaurants are occupied by 
Le Bernadin, Bouley at Home, Daniel, and Jean-Georges, all French 
restaurants. The techniques of French cuisine are very much alive in the 



IMAD NABWANI

repertoire of some of the world’s best chefs, regardless of backgrounds: Chi-
nese, Mexican, American contemporary, Japanese, Italian, etc. And some of 
Montreal’s finest restaurants are French or have a French base. The trends 
evolve and French techniques evolve right along with them.

Le Pois Penché is a Parisian brasserie with a Montreal heart, a beloved style 
of restaurant where luxury and casualness coexist seamlessly. Our menu is 
like a three-ring circus. One part of the show is dedicated to the eternal 
classics of French comfort food, done extremely well with a modern touch: 
duck confit, Niçoise salad, onion soup, steak frites, moules frites, tar-
tares, etc. The second part specializes in the most luxurious brasserie stars: 
seasonal seafood platters, spectacular cuts of meat, and fish specialties. The 
third part consists of our chef ’s daily creations and discoveries, featuring the 
finest local products. A brasserie is an everyday restaurant, where guests can 
be equally comfortable enjoying a quick tartare with fries or an epic feast of 
local seafood and oysters.

Can you confirm whether food and service are indeed the keys to longevi-
ty in the restaurant business?

Food and service (and accounting!) have to be outstanding. We would like 
them to be flawless, but we know that mistakes will always happen. When it 
comes to the public’s perception of the establishment, there is a third mag-
ical ingredient, which actually comes first: hospitality. While service is all 
about performing tasks with excellence, hospitality is the fine art of making 
our guests feel that we care about them and that we work for their happi-
ness. If we achieve this, and guests come to enjoy our company and trust us, 
they will forgive even bad mistakes because they know that we will fix them 
and do our best to deliver excellence. If people feel good in our home they 
will keep visiting us.

At Le Pois Penché, our mission states that hospitality must be given first to 
our employees. This may sound as an odd concept to some, but we believe 
that our team must feel that we truly care about their well being and their 
careers. Only then will they be able to pass along the feeling of caring to our 
guests, with sincerity and pleasure.

We love it when guests treat our restaurant like their second home.

Do you think employees are the secret ingredients in the success formula?

Absolutely. They are the formula. They are the human beings who build or 
break relationships with our guests. Every staff member is equally important 
in our company culture, regardless of position.

We are also very involved in our community. Our restaurant and our staff 
participate in as many charity events as possible. Giving back is part of 
our culture and it doesn’t always have to take the form of a large event. 
For example, we have a small program in the restaurant called “$1 coffee”, 
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whereby we ask our staff and ourselves (the owners) to donate a dollar 
every time we get a coffee. Every 3-6 months, we compile the money, 
match it, and write a cheque to a charity.

Can you share some major challenges you have faced since you started 
your company?

The biggest challenge was the first payroll. I was terrified. How am I 
going to pay all these people (laughs)? The challenges are endless. When 
people ask for advice to succeed in the restaurant business, I always tell 
them don’t try to reinvent the wheel – just master it. People say the 
restaurant business is hard, but it’s not harder that, say, the tech busi-
ness, where the failure rate is higher.

The issue is quite the opposite: the problem is that it’s too easy to get 
into the business. Anyone with dreams and some recipes and money can 
open a restaurant. There are no mandatory qualifications. And there are 
so many fundamentals that people refuse to master before taking a blind 
leap of faith. Failure should not come as a surprise. Even having line-
ups and shockingly good reviews is no guarantee that a restaurateur will 
make profits. The vast majority of restaurants that have been hailed as 
best-in-the-city by major critics do not make it past the 5-year mark.

What inspires you?

People. When our guests keep coming back and treat us as an important 
part of their daily life. When they return to spend time with dear ones, 
with business partners, with fellow workers. When they come back for 
their important celebrations and for all their special events.

I’m also inspired by the new generation. I listen to them and surround 
myself as much as possible with emerging talent. I admire them im-
mensely. I try my hardest to see life through the eyes of my children and 
to adapt. I am committed to keep learning every day, and if a new way 
works best, then, it’s goodbye the old.

What’s in the future?

I believe in the French brasserie concept on a different level. I believe 
that our type of everyday restaurant for all occasions can bring value to 
many communities. There is a market for more bistros and brasseries 
in Montreal and other cities, and they will always be relevant. I want 
to continue spreading the hospitality, the flavors, the culture and the 
lifestyle I grew to love as young man in Paris and, along the way, creat-
ing more career opportunities for employees. Also, and don’t say it too 
loudly, a Middle Eastern restaurant is in the works. Stay tuned.

What advice would you give yourself at age 25?

I would give the same advice my father gave me when I decided to 
go into this business. He was a lawyer, law book author, and universi-
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ty lecturer, and he wanted me to follow in his footsteps, but the trip to 
Paris changed everything. In the beginning, he didn’t like the idea of me 
entering the hospitality business, but he said, “if you are serious, get the 
proper education and do it well.” Always ask yourself if you are living your 
passion, if you are behaving like a decent human being, and if there is 
value in what you do. If your answers are a resounding yes, then, go for it. 
Money and success will be the inevitable reward of passion executed with 
knowledge and excellence. Be patient, gain experience, love what you do, 
and the rest will follow.
__________________

Le Pois Penché has been downtown Montreal’s favorite Parisian brasserie 
since 2007. It serves lunch, dinner, weekend brunch, late-night menus 
after 9 p.m., and 5-à-huîtres (oysters). The establishment hosts numerous 
private business and personal events in its banquet rooms and provides 
elite catering services for all occasions. Imad Nabwani is a knight of La 
Confrérie des Chevaliers du Tastevin, a Chevalier of l’Ordre des coteaux de 
Champagne and other prestigious organizations. 
LePoisPenche.com
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Food Guru, Health Coach, Home Made Chef, Founder Behind 

International Nutrition Brand Power Me Healthy
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SHARON RACCAH 
Food Guru, Health Coach, Home Made Chef, Founder Behind 

International Nutrition Brand Power Me Healthy

POWER ME HEALTHY

Sharon Raccah, otherwise known as SHAZRAZ is an international 
wellness advocate. Originally from Milan, having lived abroad for 
most of her life she grew up between Tel Aviv, Miami, New York 
with residency in both Hong Kong and Shanghai making her a 
certified citizen of the world. What makes her even more fascinat-
ing, is her avid learning ability and remarkable peoples skills. She 
has mastered fluently six languages and counting, has a degree in 
Graphic Design and is now pursuing her love for nutrition, reiki 
and healing through her wellness brand PowerMeHealthy. She is 
what we call a women of all traits, but master of all, too. 

You’ve seen her appear in the latest edition of GOSS Magazine’s 
Power Issue, and now Sharon is back to tell us about her growth 
and love for the Chinese market. From her kitchen, to the corpo-
rate world.

Tell me the core value of PowerMeHealthy ?
My brand focuses on healing you from the inside out, through 
food. We are learning more and more that one of the most im-
portant things about being healthy is to have a healthy relationship 
with food. I have dedicated my life to instructing people about the 
love and passion of making healthy food, bringing it back to the 
basics with the outcome of how people feel mentally, physically and 
emotionally. Empowering yourself to good health, hence Power Me 
Healthy. 

What makes your products differ from the 
market ?
We take pride in making sure all the ingredients in our products 
are the best we can find ; as clean, pesticide free, GMO free and as 
organic as possible. We outsource natural ingredients from our oats 
in Australia, our pecans in South Africa, our chia seeds and goji in 
China, to our maple syrup from Canada.

What’s coming up next for PMH in China?
Right now we just secured our factories here to produce bigger 
quantities, and we are closing deals with some of the biggest corpo-
rate companies in the country. From the likes of Apple, Microsoft 
to Starbucks. We are also looking at airlines, airports and a few 
retailers that can take the brand internationally. Our goal for the 
company is to reach as many people as possible, through our prod-
ucts first but then as a movement to better health.

My focus is on showing my clients, their families and friends that 
living a healthy life is not boring nor bland!  One can change their 
life and still enjoy eating by creating delicious food that is full of 
flavor and full of health. What we eat not only feeds our stomachs 
and our taste buds, but also our cells, our blood, our organs and 
our souls.

I truly believe that food can either harm you or heal you.  That does 
not mean that we should not go to doctors, in fact I truly believe 
we need them,  however I also believe that if we eat differently, 
better and with more thought rather than just with our eyes we can 
heal a lot of the problems we have on a daily basis.

For more information on cooking classes, where 
to shop latest products visit powermehealth.com.

Follow Sharon on Instagram. @powermehealthy

From our hearts, to your home, 
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KOKAI
STUDIOS

Kokaistudios is an award winning architecture and interior de-
sign firm founded in 2000 in Venice by Italian architects Filippo 
Gabbiani & Andrea Destefanis. Headquartered in Shanghai since 
2002 we have grown into multi-cultural firm of 60 people working 
on a global scale with projects in Asia, the Middle East, Europe and 
North America. Kokaistudios partners with our clients to collabo-
ratively develop innovative & ground breaking projects in diverse 
fields of design. Primarily focused on developing cultural, corpo-
rate, commercial, hospitality & retail projects we have also worked 
extensively on urban regeneration projects involving the requalifi-
cation of heritage locations. Kokaistudios aims to develop projects 
that add positively to the built environment and social fabric of the 
cities and countries in which they are located.
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FILLIPPO GABBIANI

Born in Venice, Italy, from a famous family of artists and 
glass makers, Filippo Gabbiani developed very early a multi-
disciplinary interest for art and design. Starting to cooperate 
with his family in designing and producing artistic glass he 
completed his studies at University of Architecture of Venice 
where he graduated with an innovative research sponsored by 
the European Community on usage of alternative energies in 
architecture. Following his instinctive curiosity for different 
disciplines and other cultures he worked in several European 
countries and in the U.S.A. cooperating with prestigious firms 
of architecture, interior and industrial design prior to the 
founding of Kokaistudios.



ANDREA DESTEFANIS

Born in Turin, Italy from a family of theater artists, Andrea Destefanis 
developed very early a strong interest for visual arts and scenography. 
Growing up in a refined cultural environment he moved to live in Venice 
where completing his education at University of Architecture of Venice 
he started to cooperate with several architectural firms and developed 
award winning projects in architecture and city planning. Moved by his 
personal interest in different fields of design he founded a co-operative 
studio focused on research and developing early innovative architectural 
computer graphic design tools prior to the founding of Kokaistudios.
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MASSIMO
PAOLITTO

MASSCON

Young, hungry, motivated, ambitious and passionate. These 
are just a few of the words that best describe Massimo Paolit-
to. Massimo, or as he is better known, MASSCON has been 
a general contractor and die-hard business man since he can 
remember. His innate curiosity about this industry in com-
bination with his knowledge about creating and running his 
own company has led him to becoming one of the youngest 
contractors in Montreal. His ample work experience and 
countless hours have brought MASSCON Construction to 
the next level. What makes Paolitto different from others is 
the passion he shows on a daily basis , his hands-on approach 
has gotten him praise from everyone who has worked with 
him and he has only just begun.
Being a business owner in your twenties is challenging 
enough, adding a team of people and building a brand is an 
entirely different story. Massimo is the perfect example of 
what networking, determination and hard-work can do for a 
brand.

Tell me about your background, work 
experience.
The conventional school system and I didn’t jive so well, to 
be honest. I knew at a young age that it wouldn’t be the path 
I would take. I decided that after High School I would dive 
right into the workforce, went back to trade school and by 18 
years old I was a carpenter by trade. In 2012 at the age of 21 I 
became a licensed contractor and the rest is history!
 

Why did you decide to go into construc-
tion ?
As cheesy as it sounds, it is my passion. Growing up, I always 
had different tools in my hands. If concrete was edible I would 
have it for breakfast daily.
 

What is your field of expertise ?
At MASSCON we are general contractors. We do residential, 
commercial, industrial and civil works specializing in excavating 
underground services.

In your opinion, what is the advantages of hiring 
MASSCON  over other construction companies ?
We have a diversified portfolio of commercial to residential proj-
ects. You will receive more of a quality tailored services. When you 
hire MASSCON, you are sure to get quick responses for all ques-
tions and solid executions. Execution time means
spending money for all parties and one thing I hate more than 
wasting time, is wasting someone’s money. I have gained tremen-
dous experience over the years
while working for other companies. Building my business, I wanted 
to rectify the
commonly known wrong doings that are so evident throughout this 
industry.

What inspires you ?
I love a challenge, so tackling the many difficulties I encounter 
throughout a project is something that both keeps me on my toes 
and keeps me motivated. 

Your company goals ? Next 5-10 years.
My goal is to start building some of our own projects. MASSCON 
will become I hope that in the next 5-10 years, MASSCON be-
comes a major player in this industry. I know what my capability is 
and I am confident that I will reach this goal.
 

What does success represent to you ?
Success to me means building something you are proud of and hav-
ing it never feel like work. I guess the saying is true “do what you 
love and you never work a day in your life”. 

For more information visit masscon.com
Follow Massimo Paolitto directly on Instagram @masscon



As an entrepreneur, you’re putting your own stamp on the world 
and doing things your way. Your work persona? Independent. 
Trailblazer. Risk taker. 

Why not be just as adventurous in your personal space? With  
colour, it’s easy to add your personal brand to any room. Energize 
any room, or set a serene mood, depending on your vibe.

If this is your first step beyond beige, don’t worry: An Ethan Allen 
designer can help. We can meet you during Design Centre hours, 
after hours by appointment, or in your home or office; whatever’s 
convenient for you. 

Here are some more tips, straight from our designers, for adding 
colour to your spaces:

BE BOLD: GET YOUR COLOUR ON
B Y  N ATA S H A  G O N Z A L E Z  A N D  T H E  E T H A N  A L L E N  D E S I G N  T E A M

OH, YOU BEAUTIFUL WALL  
Paint an accent wall: It’s an easy, cost-effective way to create a focal  
point. A colour a few shades darker than the rest of the walls is ideal. 

FLUFF IT UP  
Pillows work colour magic in any room. They provide pop like nothing  
else, so be bold with prints, patterns and embellishments.

COMING UP ROSES. AND PEONIES. AND ORCHIDS. 
No time (or budget) for fresh buds every day? A well-done faux flower  
arrangement is like a boutonniere for any coffee table or console.

LOOK DOWN  
A simple trick: Place neutral furnishings on and around a colourful,  
statement-making rug. The contrast will delight you.
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PERSONAL. BY DESIGN. 
Are you thinking of redoing a space or starting from scratch? 
Small office? Entire house? Our designers will listen to your 
ideas, provide a floor plan, create a 3D walk-through preview, 
and so much more – their service is always complimentary. 

Be just as bold in life as you are in business. Add some colour 
commentary to your space.

998 BOU LE VA R D DE M A ISON N EU V E OU E S T,  MON TR E A L    514.8 42.4774    E TH A N A LLEN .C A
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DR.NILESH AMIN
ENTREPRENEURSHIP IN DENTISTRY

Technology and social media 
are leading to drastic changes in 
the dental industry and today’s 
modern clients don’t expect just 
great products, they are looking 
for unique experiences.  Brands 
like Gucci, Tiffany’s and the Four 
Seasons are successful models 
providing their clients with a 
five-star experience.  Dr. Nilesh 
Amin approach to dentistry has 
transformed what is possible in 
aesthetics and has ushered den-
tistry into the luxury market 
with a new 4500 square foot 
aesthetic named Bella Aesthetics 
to be built in the year 2020.  His 
new approach, the first in Quebec 
known as facial dental aesthet-
ics uses cutting edge technology 
-Digital Smile Design allowing 
his clients to create their own 
unique smile.  In five years as an 
independent sole-owner as well 
as twenty years as a dentist, his 
current clinic Bella Dentaire has 
grown exponentially in the city 
of Vaudreuil and is recognized as 
unparalleled excellence in aesthet-
ic and comprehensive dentistry. 
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DR.NILESH AMIN  Why are you unique? 
 
What makes me unique is my integrated facial aesthetic approach 
to dentistry which I learned from the leaders around the world.  
The possibility to improve a person’s perception of themselves, to 
make a positive impact on their daily life motivates me to do what 
I do.  I am a dentist, I fix teeth and gums and get them healthy 
but foremost, I create smiles for people and change their lives.  
This is what it means to be part of the bigger game. 
 
How do you keep that drive?  
 
The question is, what really makes me happy?  I simply love what 
I do. I have a strong passion to learn and be the best part of my-
self. I also to teach and mentor new graduates, to give them hope 
to continue in our field.   
 
How do you deal with the heavy competition? 
 
The challenge of any business is to grow in markets that are 
crowded and competitive.  This is not the case when you create 
a new market space that makes the competition irrelevant.  Put 
buyers not competition at your core of your strategy and create 
differentiation nobody can copy.  

What have you learned in the last five years as a business owner 
and twenty years as a dentist?  
 
As a dentist, I have chosen the path of better dentistry. Better 
dentistry does not mean more dentistry but rather conservative 
comprehensive holistic dentistry. Do no harm and treat patients 
like my own family are my core values.  I have an obligation to 
my patients to properly diagnose at the highest level and provide 
the best in modern dentistry.  This is responsible dentistry.   I’m 
always a student and never a master. 

 As a business owner, a leader recognizes each individual team 
member’s happy place. Team members each have different set of 
values.  Find out what they are by creating an open-door policy. 
Invest in your team through education and create clarity and 
consistency in your message.  Be kind to each other, be positive in 
tough times and share your knowledge freely.  These are a few keys 
to success.  It’s not an easy task in any business and I like others I 
am still learning to get better. 
 

BELLA DENTAIRE

After over fourteen years practicing under a banner, what made 
you decide to open your own clinic?

After graduating from McGill Faculty of dentistry in 2000, I 
started an associate position at a large dental clinic in Montreal. 
I grew my practice over many years through hard work, trust 
and integrity but I felt incomplete and unsatisfied with my 
life.  I realized that waiting can cost me a lifetime of happiness 
wondering what would have happened if I just went for it. 
 
 What would you say to new graduates? 
 
First of all, you have to work your ass off!  It does not happen 
overnight and there a lot of late nights learning, reflecting and 
strategizing.  Taking action is the first step, learn from these 
acts and get inspired to make a change.   
 
How do you create a successful business?   
 
In three words: Mindset-Leadership-Culture 
 
Know your “Why” both personally and professionally. Use 
your “Why” to create action and remove all your limiting 
beliefs.  This is the mindset of your company. 
 
Leadership is about setting the direction, being supportive and 
giving them the right tools to succeed.  
 
Culture is the ability to let go of your ego, trust your team and 
most importantly run with the runners.  Defining your culture 
and maintaining it is important.   
 
What is the future of dentistry? 
 
Currently, there is a widespread debate regarding saturation of 
dentists in Canada creating bidding wars for successful prac-
tices when they are for sale.  This includes a surge in corporate 
dentistry which has recently hit the Montreal market.   I be-
lieve there is a place for all types of dental models from corpo-
rate to solo ownership.  Solo owners should master three major 
components to compete with corporate dentistry: human 
resources, marketing, and customer service.  Corporations will 
have specialists in these areas while private dental owners will 
be left to figure them out for themselves.  This is all possible 
and easy and it starts with your Why? 



MASTER 
THE ART 

OF 
NETWORKING

COMING SOON
5.5.2020

An easy to read, easy to remember 101 ways to build 
long-lasting relationships with people. Told with funny 
caricatures and in forms of personal anecdotes by the 

Author, Rebecca I Perez.
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Experience true luxury.
514.700.7447
2045 Autoroute 440, H7L 3W3 Laval 

aceautos.ca
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BECOMING

Financially and emotionally independent 

Giving and Receiving Love

Confident, in your abilities to strive

Strong willed

Disciplined

Empowered

Motivated to succeed internally and externally

Giving back
力量

a GOSS means you are...
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