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Association Internet Benchmarking Survey

[. INTRODUCTION

This dudy represents Leverus firgd effort to assess Internet technology usage
among nonprofit organizations in Canada It is intended to hdp provide
asodation executives and thar members with indghts thet will dlow them to
benchmark ther own Interngd ussge  Assodaions are  information-intensve
organizations where the ability to collect, process, and disseminae large amounts of
information quickly is essentid. By identifying and adopting best practices in
Internet  technology usage, asocidions can better  fulfill ther misson and
objectives.

For many asociaions, the Internet continues to be used mainly as a means to share
an dectronic brochure.  Such limited usage does not spesk to the pressing
chdlenges associaion managers face in 2001.  Increesing member demands for
savices, a dedining volunteer base, and the chdlenge of providing sarvices to
members in a country as large as Canada—these are just some of the issues that
confront association executives.

In response to these chdlenges, the Internet presents enormous opportunities to
associations.  Associdions possess sectord indghts, a trusted dtatus, and a defined
demogrgphic—adl of which are criticd success factors for any organization seeking
to maximize the power of the Internet. Associdions that embrace the Internet in a
grategic fashion can achieve anumber of tangible bendfits, induding:

The ahility to provide memberswith red time service ddivery by
leveraging the Internet.

The ahility to better service members despite geographic
chalenges

Increased operationd efficiencies and adramétic reduction in
traditional communications codts.

Heightened interaction with the membership.

I ncreased non-dues revenue opportunities through innovetive web
advertiang and rdated afinity programs.

Il. PURPOSE OF REPORT

The purpose of this report is to provide an overdl assessment of how associaions
are utilizing the drategic member sarvice ddivery and operaiond efficdency gans
offered by adopting Internet based technologies.  As such, the report seeks to
provide both associaion executives and ther members with drategic indghts to
help them in evauating the effectiveness of their own Internet cgpabilities
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[ll. ORGANIZATION OF REPORT
The report’ s findings are organized into five key sections. These indlude:

Section 1 offers an overview of the survey and looks a the
broad Internet usage trends among associations.

Section 2 congders the degree to which associaions have
embraced vaious Internet based tools to address operationd
efficendes

Section 3 examines the degree to which asoddions ae
utilizing the Internet as atool for enhanced sarvice ddivery.

Section 4 looks a asodaion web activiies amed a
generating non-dues income.

Section 5 condudes by highlighting some future issues for
associations to condder as they embrace ther own web

drategies.

IV. METHODOLOGY

Leverus drew upon a number of methodologies and inputs in preparing the
results of thisstudy. They are described below:

Web-Based Survey

Over a one-month period we contacted more than 1,000 organizations and
asked them to complete our specidly designed survey.  Paticipants from
eech organization completed an interactive form posted on the Leverus
webdte. Daa was collected and andyzed usng the SPSS datidicd
software.  In totd, dmost 17% of those associaions contacted responded to
the survey.

Web-Site Analysis

As pat of the benchmarking process, Leverus carried out a detailed best
practices benchmarking of over 150 association webdtes. In each case, dtes
were assessed for the extent to which member sarvices are ddivered usng
Internet technology .
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Literature Review

Leverus reviewed a number of Canadian and US sudies that exanined technology
usage and IT trends among asodiaions.  In addition, we drew on the growing body
of literature thet reviews association management issues and trends.

Section 1: Survey Overview

Canada is one of the most wired and connected countries in the world*?. Statistics
Canada edtimates that in the year 2000, there were over 13 million people (53% of
those aged 15 and over) that used the Internet & home, a work or a& some other
locatior?.  The most recent reports suggest that over 14 million Canadians used the
Internet from home in September 20014 Over 60 percent of Canadian companies
have a web presence® The Canadian government is a strong advocate of e
services®  The impact of the Internet on socuay hes recently been extended to
indude its effect on the volunteer sector.”®° This interest is due to the size and
scope of the non-profit sector.  This sector indudes volunteer organizations,
charities, trade and professona associations and is conddered to be a vitd third
pillar in Caedian sodiely.  Organizations range from small, neighbourhood, and
issue-specific groups to broad national umbrella agencies. About 175,000 nonproflt
organizaions exist in Canada, more than 77,000 of which are registered charities™®
Our suvey is the fird comprehendve sudy that focused soldy on Canadian
asoaidions and ther use of the Internet.

! Connectiveness Index for 2000, Conference Board of Canada, January 2001.

2 Internet Industry Almanac, 2000, September 2000.

3 General Socia Survey 2000, Heather Dryburgh, Statistics Canada, Ottawa, Canada, March 26, 2001.

4 September 2001 Canadian Internet Usage Stats, Jupiter Media Metrix, Toronto, Canada, October 17,
2001

> CMA Annual Internet Marketing Survey, Canadian Marketing Association, Oct., 2001

6 Wired to Win! Canada's Positioning Within The World's Technological Revolution, Marie-P. Poulin,
Michadl Forrestall and Mira Spivak, Standing Senate Committee on Transport and Communications, May
1999,

" Information and Public Policy Concerning Voluntary Sector Use of Information Technologies, the
Internet and the World Wide Web: An International Report, Marcus Pargmegiani and Tarun Sachdeva,
September 2000, Canadian Centre for Philanthropy.

8 Survey of Voluntary Organizations, Final Report, EKOS Research Associates Inc. prepared for Volnet,
March 2001.

® Information Management/Information Technology and the Voluntary sector - Environmental Scan, March
31, 2001, PRA Inc., prepared for IM/IT Joint Table.

19 The Voluntary Sector - Society's Vital Third Pillar, PCO's Secretariats, June 15, 1999.
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1.1 Who are the Participants?

The mgority of survey participants resde in Ontario and are distributed evenly
according to budget size and focus. Our

survey included questions on the generd Canada
demographic profile and operaing . ?&g 0o o
characteristics of the participating L 8: o
asociaions. The mgority of repondents Os o
(more then 80%) have their heedguarters ® o~ | e ()
based in Ontario dthough some > &
organizetions from other provinces such as b 4 r

Quebec, Alberta and BC participated 0

(Figure1). Thisissomewhat expected as

many organizations are basad in Ontario.

Figure 1. Regiond digribution of
respondents.

According to thar budgetay profile smdl asodaions (those with budgets less
than $250,000), medium Sze asocidions (those with budgets between 250,000
and $500,000), large organizations (those with budgets between $500,000 and
$3,000,000) and vey lage organizations (those with budgets greater than
$3,000,000) dl contributed to the survey (Figure 2).
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Figure 2. Didribution of respondents according to annua budget size.
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Didributed according to their budget sze, large organizations represent 35% of the
respondents followed by very large (28%) and medium orgenizations (28%). The
respondents to our survey condder themsdves to be manly indudrid associdions
(3%%) followed by professond associaions (35%). Many of the organizations
have both corporate aswell asindividua members.

1.2 Age of Website

The survey sought to determine how long associations have had websites up on the
web (Figure 3). Mog respondents (87%) have had their website for more than three
yeas What is ussful to note is that many associaions are now moving to what
Leverus has termed a “second generation” webste.  While ther fird generation
webgte congsted manly of an on-line brochure, many associations are seeking to
embrace a greater degree of functiondity. Associdions are recognizing the vaue of
leveraging the web to provide better sarvicesto their members.
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Figure 3. Age didribution for association webstes

Discussons with associgtion executives reveded a number of indances where ther
fird webstes were rdaivdy short-lived. Both the pace of change of web
opportunities and the extent of learning within the organization once they went on
line has generated a need to re-think ther fird efforts a& a webdte  Many
executives then redize the importance of having a proper Internet drategy thet is
integrated within the overdl communication plan for the assodiation.
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1.3 Web Resources

We a0 examined the resources that associations are devoting to ther web usage.
Asociations recognize the need to dlocate resources to support their Internet
efforts. Our survey found that associations are putting resources in place to support
ther Internet drategy. Respondents are spending time updating their Stes (Figure
4), ingdling high speed Internet access (over 60% of respondents have ADSL or
better access peeds) and teking advantage of computing technology such as
databases (60% of those who use databases use Microsoft Access) to increase ther
savice effidency and return vaue to ther dakeholders. The amount of time an
asociaion spends on web maintenance can be condderable (Figure 4).  For
example, close to 70% of regpondents are spending more than 6 hours per month
updating and reviewing ther webgtes In fact, 36% ae spending more than 20
hours per month on the maintenance of thelr webstes.
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Figure 4. Amount of time assodiations spend on maintaining their
webgte each month.

However, it is not only time thet association executives are spending on their Stes
Internet related expenses ae dowly becoming a dgnificant portion of an
associaion’'s annud budget (Figure 5).  46% of respondents spend more than
$10,000 annudly on their webgtes and other Internet rdlated expenses  In fadt,
22% spend more than $30,000 annudly. The survey did not bresk down the
component codts for each association because of the complexity of the issue.
Internet  expenses can incdude access charges as wedl as web desgn and
mantenance expenses.  In mod cases, assodiations themsdves may lack the
technologicd expatise to implemet the changes necessay to support thar
drategic plan. Our survey detlermined that many associations (56%) uses externd
sourcesto ad their Internet related activities.
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Figure5. Annud Internet expenses for assodiaions (in thousand of
dollars).

1.4 Member Internet Usage

The extent to which association members are ontline shapes both the willingness
and capacity of ther repective asociaions to embrace the Internet.  To this end,
68% of the respondents estimate that more than 50% of ther membership hes
access to the Internet.  In fact, 46% edimete that more than 75% of their
membershipisonline (Fgure6).
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Figure 6. Assodiation estimates on Internet penetration among their members.
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However, being on-line does not meen that members are equdly as willing to use
the Intenet to fadlitate ther interactions with thelr assoddions  The effort to
communicate more effectivdly usng the Intenet is hindered by the dow rate of
implementation.  Only 37% of respondents reported that 50% or more of ther
dients communicate with the association via the Internet.

2.0 The Internet as a Tool for Greater Operational Efficiency

This section focuses on the extent to which associations surveyed are using the tools
the Internet offers to help them achieve greeter operationd efficdencies

2.1 Member Communication

Asodaions ae in the budness of communicaion. Our survey shows that
asoddions ae udng many information vehides to engage ther condituents
Those vehides indude informetion brochures, indudry facts and figures, advocacy
pieces, anud reports and newdetters (Figure 7). They differ in content and
frequency of production. There is ds0 a difference in how those assodiaion
communicetions are produced and ddivered.  Information can be produced in a
printed forma and digributed usng conventiond means (mall, fax) or it can be
produced dectronicaly and distributed online.
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Figure7. Toolsused by associations to disseminate informetion to their
members and to the public.
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More than 80% of the respondents produce newdetters and information brochures.
In addition, more than 60% of the asocidions dso produce annud reports,
advocacy pieces and indudry facts and figures. The on-line avalaility of these
communication products is variable.  For example, information brochures are
avalable online for 67% of the associaion respondents. Newdetters are avallable
on the websites of 53% of those surveyed. We can conclude, based on these results,
that associations have yet to fully gppreciae the advantages of Web-based
publishing. The reason for this may be due to the inexperience associated with this
foom of information ddivery. May respondents cite member goathy (20%) and
perception of lower impact of online information (24%) as baries for
communicating with their members online

($'00(

O Photocopying

B Postage and Courier
@ Printing

Annual Communication Expenses
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Figure 8. Annua cogts of photocopying, printing, postage and courier
charges for associations (in thousands of dollars).

As asocdions gruggle with the impact of Web technology, they continue to
absorb sgnificant communications costs (Figure 8). More than 40% of respondents
spend over $20,000 a year on printing, over 30% of respondents spend over
$20,000 a year on postage and over 20% of respondents spend more than  $20,000
on photocopying. Asoddions are caught with this commitment to support ther
traditiond communication plan and their newly evolving Internet drategy.  This is
one reason why 26% of respondents identify the lack of resources as another hurdle
in udng the Internet to communicate with their members and to execute their
draegic plan.
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Our work in the aea of enhandng membership communications usng Internet
technologies has been to emphasze the advantage offered by the paradigm of
digitd convergence.  Mog publications are dready being produced on computers
and therefore avalable dectronicaly. Assodaions are essentidly duplicating their
communication efforts by publishing and printing the same information in different
formais. What they require are the gppropriate platform to manage the storage and
ddivery of this information. We suggest the use of managed lig saverst!, web-
based document management sysems™® and support of industrid standards® as
guiding principles in offering vdue to assodations Basad on those guiddines,
asocaions can findly reduce ther communication costs and regp the bendfits
offered by the Internet.

2.2 Membership Administration

The Intenet can dso enhance the speed and esse of many membership
adminigration functions  In theory, the

process of regidration, payment and Can members pay on-line?
membership renewd can  dl be
accomplished ontline, Already, a
mgority (53%) of asoddions dlows
their member regidration form to be OYes
downloaded from ther webste and 52% ONo
of regpondents indicated that ther

members can regider for assodidion

events and activities on-line.  However,

only 35% of associations dlow potentid ~ Figure 9. Survey on association’s
members to sgnup and process their €-commerce capabilities
membership  goplication  online  while

even less (14%) dlow their members to pay ther membership dues online (Figure
9). These reaults dearly show room for improvement in the area of membership
adminigration by offering on-line regidraion and e-commerce capabilities.  Our
expaience with implementing Web-based adminidration functions and e
commerce &hilities shed some light on the dow adaptation of new technology.
Asocidions are reuctant to radicaly change their established procedures and work
flows. They face the same problems and fallures encountered by some businesses

1 |ist servers are software that automates the process of maintaining e-mail lists. It is a program that runs
on acomputer and handles all of the administrative functions, such as subscribe and unsubscribe peopleto
and from the mailing lists.

12 \Web based document management systems use a standard browser as aclient to access content residing
in adatabase. The application can also control the organization and accessibility of each document.

13 |ndustrial standards for information include support for established protocols such as http (Hyper Text
Transfer Protocol), html (Hypertext Mark-up Language) and CSS (Cascading Style Sheets). Thereare also
developing standards such as WAP (Wireless Application Protocol) and XML (Extensible Mark-up

Language).
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as they switch to Enterprise Resource Planning (ERP) tools™®.  Our recommendation
is to provide cusomizeble technology that can be eesly incorporated into each
association’s well-established procedures and workflows.  We bdieve in the unique
dynamics within esch associgion and our solution adlows both the associion and

the technology to evolve and eventudly be integrated over time.

2.3 On-Line Committees and Collaborative Environment

Asociations gpend a dgnificat amount of time fadlitating communication among
members that make up the multitude of committees and taskforces that define
asoadion life As such, udng the Internet can dso improve communication within
the organization. In our survey, 43% of the respondents are usng e-mail as the
common method to communicate between committees in compaison, less than
30% of respondents use in-person or phone cdls as a means of communicating
(Figure 10).

E-mail I

In Person I

Conference Calls I

Other I

Type of Communication

Online "Chats"

[ —

0 10 20 30 40 50
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Figure 10. Typeof communication used by associationsto fecilitete their
committee medtings

Most respondents (67%) condder their committee communication to be both timey
and effective. We fed there is dill congderable room for improvement since 88%
of respondents have not yet atempted to use newer technology such as chat'®,
collaborative environmentst® and Web-based conferencing  systems?’ to fadilitate
their committee communications.

14 Who isto blame for ERP failure?, Barry Calogero, Serverworld (Sun Server Archives), June 2000.

15 Chat — isaterm for real-time text based communication between users viacomputer.

16 Collaborative environmentsinvolve an el ectronic message center similar to abulletin board system
(BBS) but include the options of posting attachments as well as the management of those messages and

posted documents.
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The Internet is recognized as an excelent tool for facilitating collaboration because
this technology combines the esse of communication with the power of the
computer. The experience of Leverus, suggests that implementing Internet based
technologies can increese the efficiency of assodation committee communications.
An Intengt basad system can manage and ddiver content rich information to
sdected committee members and thus reduce the time-consuming committee
soretaia functions peformed by association daff.  Assodaions can put into
practice the gppropriate Web services depending on their needs and technology
infragtructure.

2.4 Member Surveying

Asodiaions regularly use surveys and polls as a means to solicit member input on
a vaidy of issues ranging from membeship sidfaction to policy devedopment.
To this end, asoddions vdue ther adlity to olidt feedback from ther
memberships.  Already, 61% of respondents conduct member satisfaction/needs
assessments surveys and 50% of respondents conduct policy and advocacy surveys
periodicdly. The mgority of respondents caried out those surveys usng mal
(54%) and / or fax (40%) while 40% use e mal and only 22% use the Web (Fgure
11).

Other I

Web Based
E-mail

Mail i

Fax 1

Telephone ]

In Person |

Do Not Collect |

0 10 20 30 40 50 60
% of Respondents

Method of Collecting Survey
Data

Figure 11. How assodiations collect survey informetion from ther
members

The Internet offers an ided medium to carry out surveys and polls. There are some

veary powerful reasons for usng the Internet for quantitative research. For example,
aurveys and polls can be created, didributed and andyzed quickly and cost

17 Web-based Conferencing systems can include videoconferencing, audio conferencing, multimedia
conferencing and screen sharing. The basic requirement is aweb-browser and a connection to the Internet.
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efectivdy.  Another unique advantage for Web based palls is their ability to
provide red time rexults on demand. In this survey while 45% of association

management had conddered the use of online surveys, only 16% of respondents
have actudly used those methods. This discrepancy between the overwhdming

advantage of online data collection and the low rate of implementation forms part of
the barier to adoption seen by Leverus. In order to encourage the use of these
technologies, associaions requires customized desgn tools and procedures thet

amplify the process of collecting, managing and andyzing survey information.

3. The Web as A Source of Non-Dues Revenue for Associations

Asodations condantly druggle with the chdlenge of identifying and accessing
non-dues revenue as a means

to enhﬁn?_e financid growth Use Internet Advertising?
and dability. For example,
45% of respondents ae 11% OVYes

ativdy  promoting  thar

amud trade shows. ONo
Asociations ae dso

engaging in other types of B Already
marketing to a lesser degree Online

induding brochures  (20%),
sminas  (26%), directories
(30%) and other types of
print publications such as
megazines  (30%). The Figurel2. Associdionsusng thar webgte

Internet offers associations an for advertising.

importat  new venue to

generate non-dues income in the form of advertisng revenues. However, only 11%
of associations currently dlow members/suppliers to advertise on their web pages.
At the same time, another 46% of those surveyed indicated that they are consdering
online advertigng.

Our research suggests that one of the chdlenges that associaions face in their web
advertisng policy is a concern over the gopropristeness of dlowing advertisng in
the fira place They are concerned about the potentid for over commercidization
of ther web presence—too many flash banner ads might offend members or be
concelved as an improper bias. While associations are correct in being concerned
about going too far, thee ae sudtler, ya egudly as finanddly beneficd
advertiang opportunities. For example on-line member/supplier directories
represent one way in which assodiaions can solicit advertisng revenues but do s
in a way that does not turn their webgte into a flashy billboard. The gpproach we
advocate is to develop policies based the associaion’'s own marketing experience
and use the Internet as another channd that can ddiver vaue to the advertiser and
to thar membership.
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4. The Web as a Tool for Member Service Delivery

The Internet aso provides associations with access to new services and tools. Some
of the more common opportunities are noted bel ow:

On-Line Education and Training

In our survey, 54% of respondents consder education and professond
development as important drategies or services that thelr associaions provide to
their members. Another innovative example of how the Internet is changing the face
of associdion service ddivery is in regard to web-based traning.  The technology
exigs for members to take courses through their associations on-line. Web-based
learning helps to dramaticaly improve accesshility. It is no longer the members
who resde dose to the association offices or where educetion activities are held
that get to benefit.

At this time however, few associdions are activdy usng web-based learning.
Concarns  about  upfront  invesments coupled with an  unceatainty over the
willingness of members to embrace this type of learning accounts for the low levd
of usage. It should be noted tha the Office of Learning Technologies of Human
Resources Development Canada (HRDC) provides funding to associations to assess
the feasihility of web-based training in their respective sectors™®.

On-Line Supplier Directories

An emaging srvice ddivery opportunity for assodiations is to turn gatic member
directories into dynamic web-based products. Many associations (55%) currently
provide a liging of ther members ontline and in some cases provide a direct link to
a member’'s webgte. However, ample text based links is generdly not that useful
and hard to manage. Online searchable supplier directories provide asociaions
with powerful member sarvice tools tha dso offer the opportunity to generate
additiona revenues. Assodiations can then take advantege of the advertisng and
marketing reech of the Internet and a the same time offer a vauable sarvice to thar
members

On-Line Benchmarking and Statistics Gathering

In our survey, 76% of respondents condder government relaions as an important
drategy or savice that their assodation provides to ther members and 56% of
repondents condder tha ddidics and data gathering plays an important role
within ther associaion.  Surveys and polls are the tools that support those

'8 Funding for Web Based Training, Leveraging the Net Bulletin Issue No. 5, 2001,
http://www.leverus.com/pdf/issueb.pd.
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activities.  On-line surveying technologies offer assodiaions unique opportunities to
provide benchmarking and ddidics daa gaheing sarvices to ther members
Dynamic results andysis capability means that an assodation member who fills out
an online benchmaking survey on indudry peformance, for example  will
indantly see how ther company compares with industry averages  Despite the
avalability of such technology, assoddions are continuing to use more codly, less
dynamic methods of benchmarking and data collection.

On-Line Employment Boards

In our survey, a mgority (52%) of associaions provide a means for advertisng
employment  opportunitiesivacancies for members.  Within this group, 35% use
therr webste to advertise jobs, followed by newdetters (15%), Internet job boards
(14%) and asocidion rdated publications (7%).  Through our technology survey,
we find that there is a need to develop the technology to manage and digplay
employment reaed informetion. In order to fully benefit from ontline employment
boards, associations requires the means to update job specifications, have an
efficient search capability aswell asthe gppropriate privacy policy.
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5.0 Conclusions: Future Issues and Trends
5.1 Future Issues: Portals as Emerging Players in Association Space

A rdaed issue that assoddions need to be mindful of when assessing ther own
Internet presence is the emergence of sectorad portals run by companies®. These
portas seek to generate advertising revenues and potentid B2B and B2C revenues.
In order to drive treffic to thelr gtes, these portds offer a variety of free information
and savices (e indudry datidics, supplier directories, afinity offers sectord
news, employment opportunities, eic.) Unlike associaions who cherge members
for these kinds of services sectord portas offer them for free in an efort to
generde web treffic to garner advertisng and rdaed web revenues.  Industry and
professond associdions, in paticular, will need to keep a watchful eye on these
portals.

As a new geneaation of web-savwwy members come into the fold, assodiaions will be
increeangly chdlenged to ensure that thelr web offerings are superior to those
avallable through such portas.

5.2 Concluding Comments

The dudy has found many postive examples of how assodidions are beginning to
embrace dl that the Internet has to offer in tems of sarvices, revenues, and
operaiond effidencies At the same time, association adoption of the full spectrum
of web technologies availdble to them is 4ill limited despite the bendfits they
provide. The pace of change in the Internet world is rapid and associgions often
lack decisonmaking sructures and budgeting cydes that dlow for an equdly rapid

response.

Those associatiors that choose to drategicdly make the Internet a focd point of
how they conduct ther activities will be rewarded in the long run.  Grester
operdtiond  effidendes, enhanced member sarvice ddivery capability and new
sources of revenue awat those associaions that drategicdly build upon ther key
Internet assets. In mogt cases, asocidions enjoy a trused status among thelr given
condiituency and represent a defined demographic.

In contrast, those association executives that take-in the actud words of one
association daff person—a “cregping goproach” to the Internet will get logt in the
dhuffle as sectord portds emerge to dtract the same demogrephic and traffic thet
asociaions sarve. The choice for associaion executives and ther members is

19 For example, Verticd net operates more than 55 Web sites spanning 14 industry groups. Among its
offerings are Water Online (municipal water supply and wastewater treatment) and Chemical Online
(chemical processing). Vertical Net's Web sites offer features such as storefronts, buyer's guides, and
industry news.
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clear and unambiguous Do you want to be the agent of web technology change in
your sector and garner the benefits that come with leedership? Or, do you want to
reect to change once it is upon you and do your best to play caich up. Leverus is
committed to hdping assoddions successully choose and implement the right
response

About Leverus

Leverus is a web design and devedopment company focused on solutions for non
profit organizations. The company leverages the interactive power of the Internet to
enhance the sarvice ddivary cgpability of NPO's. Leverus expatise in serving
non profit organizations in addition to its Internet technology leadership, postion
the company as the premier resource for organizations seeking to redize ther
potertid in the developing technologicd environment.

Our advantage is segped in the premise that we conceptudize innovdive Internet
goplictions from the vantage point of not for profit organizations and the unique
savice and operdiond imperatives they face Our market focus offers us the
opportunity to build Internet tools and services that soesk to the very chdlenges tha
not for profit managers confront on adaily bass.

Leverus offers a complete solution for non-profit organizations seeking savi ces
that range from webdte hoding, desgn, interactive technologies, custom web
development, datdbase sarvices, system adminidration and many other Internet
related sarvices The company has demondraied the srength of its service offering
through it's successful design and webgte implementation for a number of dients
that have witnessed operdiond improvements, increesed web traffic, enhanced
communication cgpabilities, and the opportunity to generate new revenue dreams
through online methods such asweb advertisng.

Note For Further Information:
Contact
ChrisLeClair, Vice Presdent of Marketing & Business Devel opment

chris@leverus.com
(613) 852-6474

WWW.leverus.com
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