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LADIES AND GENTLEMEN,
Our theme for this January is “Live
with Intention”. With the continuation
of Covid-19 still being at the forefront
of our focus, we must like no other
previous January start our New Year
with purposeful intention. Many of
you will join the 68 Day Challenge
movement and make a New You in a
New Year!
With the seven steps of the challenge to a
new you, creating your plan is everything.
Last month (December), we were very
fortunate to have Mike Lipkin spend a
few days with our Leadership Team and
Board Members. During his message he
highlighted one of his most successful
books The Checklist
of Champions. As he
spoke passionately
about how to become
the best by playing at
your best every day, I
was reminded that The
Checklist of Champions
is perfect to help one
prepare their 68 Day
Challenge personal
plan. Throughout his
book, he also has great
quotes and reminders on how to execute your
new you plan.
You have survived 2020 with the full force
of Covid-19 and now it is your time to thrive.
The checklist is a great tool (book) to drive
you to thriving and making your 2021 your
best year yet!
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Creative Editor
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In Mike’s Book The Checklist of Champions, you
will learn how to warm up and get ready for the
five behaviours of the checklist.
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Human Resources Coordinator

Identify yourself as a champion
I dream like a champion

CHRISTINE TRUCHAN
Digital Visual Editor

5

(A plan is only as good as the people you
enroll in the plan, i.e. your change team)

Five

Fuel like a champion

(Champions will be courageous,
i.e. take some risks)

Play like a champion today

(Regenerate yourself, i.e. New Year, New You)

This book is a must read as well as a tool to review
frequently throughout the New Year. Have a look on
page 77 where Mike was kind enough to feature one
of my post powerful habits personal transformation.
Ok, champions, let’s make January and the entire
2021 our best year yet. Read! Study! Learn! Grow!
Inspire! and Become more!
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COVID-19 UPDATE

Government of Canada Support Programs:

Key links available to
retailers for financial
assistance
by Michael Vancura

    WELCOME to

2021
The new format will use video and be used in combination
with quarterly regional calls to improve communication with
members. It is designed to share video content that will
feature monthly Mega news, training, and other resources.
As you have seen, we feature a Mega member monthly in
our newsletter and to continue doing so we would love to
hear from you on your business anniversaries, renovations,
grand openings, and any other milestone you would like to
share. Our members are a key component of the newsletter
and sharing successes and milestones helps to connect us
across this vast country.
We are delighted to share what we at Mega have been
working hard on to help our members and vendors connect.
Stay tuned as we have more coming your way about our
Mega “ALL IN” Gamebook, the Mega Selling Guide, the AVB
Summit and much more.

The following is a list of key Government of Canada Support Programs in place to assist members in
navigating the most recent economic slowdown precipitated by recent lockdowns and the “second
wave” of the pandemic. We have included links to the sites for applications and further information.

STAFFING AND EMPLOYEE
PROGRAMS
Canada Emergency Wage
Subsidy (CEWS)

by Michael Vancura

We are excited to bring you our NEW Mega
Power Monthly that will combine our webinar
with our Mega Power Newsletter.

As many of us go back into some form of short-term lockdown. Government
help is available to businesses and employees. Below is a brief description
and links that will help you navigate the existing programs available to you:

 PLAY VIDEO

Employers can have up to 75% of employee’s wages
covered based on reduced revenue qualifiers in their
business – currently available until June 2021 – if
you have previously applied, simply report for those
periods where you have a had a revenue decrease
– amount of subsidy now varies with % of revenue
drop. Updated January 6, 2021 - 0nline calculator.
To determine eligibility and rate of subsidy.
READ MORE

Extended Work-Sharing
Program

allows employers to reduce hours of employees who
then are still able to claim under the Employment
Insurance Program.
READ MORE

Canada Summer Jobs Program
a wage subsidy where employers can receive up to
75 percent of the provincial minimum hourly wage
for each employee – a tool for hiring students on a
part-time basis a highly subsidized rate.
READ MORE

LOANS AND OTHER
FINANCIAL SUPPORT
CEBA Loans

Canada Emergency Business Account (CEBA) partially
forgivable interest-free loans based on revenue loss
criteria. Expanded to $60,000 maximum. Repay before
Dec. 31, 2020 to apply for partial relief. March 31, 2021
deadline to apply through your bank. Track status of
loan online.
READ MORE

CERS – Canada Rent Subsidy
Extended for Lockdown Support.
READ MORE

Business Credit Availability
Program

Loan Guarantees and co-lending through EDC – 80%
of operating line guaranteed up to $6.25MM maximum.
READ MORE

Canada United Small Business
Relief Fund
grants up to $5,000 for small businesses for
renovating spaces for safety protocols
READ MORE
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FURNITURE

Canada
investigates

Editorin-Chief 's

PICK

alleged dumping of
upholstered furniture
from China and Vietnam
by Powell Slaughter
Senior Editor Furniture Today

The investigation sprang from a
complaint filed by Palliser Furniture
and supported by fellow Canandian
manufacturers Elran Furniture Ltd.,
Jaymar Furniture Corp., EQ3 Ltd. and
Fornirama Inc. The move looks to limit
the penetration of motion upholstery
and leather stationary furniture from
China and Vietnam into Canada.
According to a CBSA announcement of
the proceeding’s launch, the Canadian
market for such merchandise has been
estimated at $675 million annually.

More specifics on the subject
product definition include:
• Upholstered motion seating with reclining,
swivel, rocking, zero‑gravity, gliding,
adjustable headrest, massage or similar
functions.

• Seating with frames constructed from
metal, wood or both.

• Seating produced as sectional items or
parts of sectional items.

INVESTIGATION TARGETS MOTION, LEATHER STATIONARY GOODS
OTTAWA, Ontario – The Canada
Border Services Agency is launching an
anti-dumping investigation of certain
upholstered seating manufactured in
China and Vietnam.

Subject merchandise for the investigation is defined as “upholstered seating for domestic
purposes originating in or exported from China and Vietnam, whether motion (including
reclining, swivel and other motion features) or stationary, whether upholstered with a
covering of leather (either full or partial), fabric (including leather-substitutes) or both,
including, but not limited to, seating such as sofas, chairs, loveseats, sofa‑beds, day‑beds,
futons, ottomans, stools and home‑theatre seating (‘HTS’).”

Palliser’s complaint alleges
that as a result of an increase
in the volume of the “dumped
and subsidized imports from
these countries, it has suffered
material injury in the form of lost
market share, lost sales, price
undercutting, price depression,
declining financial performance
and reduced capacity utilization.”

• Seating with or without arms, whether
part of sectional items or not.

• Footrests and foot stools

(with or without storage).

The investigation excludes:
• Stationary seating upholstered only with

fabric, rather than leather, even if the fabric
is a leather substitute (such as leather‑like
or leather‑look polyurethane or vinyl).

• Dining table chairs or benches (with or

without arms) that are manufactured for
dining room end-use, which are commonly
paired with dining table sets.

• Upholstered stools with a seating height

greater than 24 inches (commonly referred
to as “bar stools” or “counter stools”), with
or without backs, and/or foldable.

• Seating manufactured for outdoor use
(e.g. patio or swing chairs).

• Bean bag seating.
• Foldable or stackable seating.

The CBSA and the Canadian International Trade Tribunal each play a role in the investigations.
The CITT will begin a preliminary inquiry to determine whether the imports are harming the
Canadian producers and will issue a decision by Feb.19. Concurrently, the CBSA will investigate
whether the imports are being sold in Canada at unfair and/or subsidized prices, and will make
preliminary decisions by March 22.
For more product and other information, click here.

BEDDING

How to know
which pillow is
right for you?

NEW
feature!

Dear members,
It is a pleasure for me to be able to
address each one of you in the first
edition of The Sleep Expert.
This section, I hope, will be used to
inform, and inspire you.
Over the next 5 months we will cover the new
BrandSource Sleep program which will include
a 5-step selling process to help you maximize the
sales of your bedding department.

Step 1- Pick your pillow
Step 2- Pick your comfort
Step 3- Pick your mattress/technology
Step 4- Pick your base
Step 5- Pick your protection
There is no better day than today to start with

Step 1: pillow!

Did you know that a pillow
represents 30% of your overall
comfort when you sleep?
That may not seem like a lot, but would you buy
a car with only 70% of anything? The reason
why a pillow should always be the first topic of
conversation when a customer is looking for a
mattress is that without this first crucial step, the
rest of the process will be off.
Take charge of that first step by asking: “In what
position do you sleep at home?” You are presenting
yourself as an expert from the get-go. Customers
need to be well directed, informed, and have a great
buying experience. After the customer responds,
the sales professional should say: “Knowing that
your pillow represents 30% of your overall comfort,
we will pick a pillow that will follow you from bed to
bed to maximize your comfort while you are there.
My goal is to maximize your comfort.“

The Sleep
   Expert
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Your Sleep Position
Most people move around in their sleep. They do not
just get into bed, lie down in a specific position, and
then remain there for eight hours. However, typically,
people favor a particular position. This position is either
on one of their sides, on their back, or their stomach.

by Tania Dionne

Stomach sleepers

Not every pillow is made for a side, back or
front sleeper. Knowing the selection that you
have in store is key to starting on the right
foot. (Knowing what you have available and
selecting a maximum of 3 pillows to be fitted
to the customer is key.) We limit the number
of pillows they try, just like we need to limit the
mattresses they try to help them to make a clear
decision. Less is more in the bedding Gallery.
Once the pillow is selected, the pillow should
follow for each mattress.

need a pillow that will not elevate their head too
much. If it is overly elevated, it will put a strain on
the neck. Therefore, the thinnest pillow is best.
Additionally, a pillow under the stomach can help to
prevent back pain for stomach sleepers.

Most People do not realize that pillows are
collectors. Your sweat, your tears, dust,
humidity, mildew, mold, and a lot more. A pillow
should not be on your mattress more than 5
years. The best rule of thumb is to follow the
warranty provided by the manufacturer.

Side sleepers

A pillow should be treated like a mattress,
meaning that you need a pillow protector and
you need to wash it as often as your sheets
and pillowcases. A very clear indicator that
you need a new pillow is if you are restless on
a regular basis, you have neck pain or if your
pillow lost some of its tonus or shape.
A bad pillow may create more damage than
you think! Your hips, spine, head, shoulders
and neck are affected by bad posture. At the
core, a pillow is made to maximize your body’s
alignment, which is vital to providing a restful
sleep.
Here is an excerpt from Nest bedding about
the selection process: Why A Great Pillow Is As
Important As a Mattress – Nest Bedding®

Here are some tips that can
be implemented as of today
in your bedding corner:

Tip #1

have all the demo pillows close together
and easily reachable. They need to be
clean and well displayed.

need a pillow with medium thickness, allowing their
head to be elevated enough to keep it aligned with
the spine. A contoured pillow will also work well, as
well a pillow placed between the thighs.

Tip #2:

have all the demo pillows close together
and easily reachable. They need to be
clean and well displayed.

Tip #3:

Back sleepers

always ask for the sale at the end of
your presentation. Ask if they will take
the pillow. If not, refer to the 30% of
over all comfort and invite them to
come back if need be once they receive
the mattress at home.

should look for wedge pillows or pillows that
is medium or medium-thick.

No position

For those individuals who do have no position that
they spend a majority of their time in or combination
sleepers, a pillow with a mix of different types of
fillers will likely allow them to adjust the pillow to
their different needs (i.e., a lower height when they
are on their stomach).

Looking forward to
providing more tips
and information next
month about how to
pick your comfort.
Tania

Dishwashers

APPLIANCES

Top Control models, which
are up 11.9%, seem to be more
popular with 57.7% of views over
Front Control dishwashers that
make up for the rest with a slight
increase of 0.6% from October.

Website
Traffic

Washers and
Dryers

by Sandy Mahoney

Overall, category
pages were up 4.0% in
November which may
not seem that high but,
year-on-year, that’s a
27.6% increase!
As for individual product pages, the trend
since the beginning of the pandemic continues,
although slightly down compared to Q3.
However, overall traffic is likely to increase in
December. Please note that the following data
is based on all Mega Digital Services Websites
(including BrandSource.ca).

Refrigeration
The most viewed product pages are for French
3-door Refrigerators with 45. 1% of all refrigerators
and 12.9% of all T6 product page views.
Upright Freezers (66.9%) are now more popular
than chest freezers (33.1%) although the Freezer
Category page is down 14.2% from November, the
most significant drop for T6. Does it mean that our
quarantine obsession with freezers is now over?
Did You Know? A sign of the Holiday season was
well under way in November is the increase of page
views for Wine Storage (+30.8%) and Beverage
Centers (+24.0%). Cheers!

Wine
Storage

+30.8%

NOTE: Category pages refers to the pages found under
the “Appliances” tab. Product pages refers to individual
product pages, one per SKU

CATEGORY

%

% of T6

-2.3%

45%

7.5%

27%

Dishwashers

19.8%

13%

Microwaves

-4.6%

3%

Ventilation

-5.4%

2%

6.0%

10%

3.3%

100%

Refrigeration
Cooking

Laundry

Cooking
While views for built-in cooking appliances like Wall
Ovens and Cooktops are slightly up, Induction
Cooktops are getting more traction than the rest
of the category with 54.4% more product views
that for the same period in 2019.

Statistically, more people are
searching for Laundry Pairs
(50.3%) than Washers (34.8%)
or Dryers (10.7%) alone. Laundry
centres make up for the rest with
4.2%. Laundry Pairs are up 12.1%
for November and represent
8.9% of all page views. As for
category pages, Top Loading
Washers are more popular
(58.4%) than Front Loading
(39.9%).

Brands

Samsung (14.4%) and Electrolux/
Frigidaire (15.5%) brands have
the most powerful page-to-view
ratios in November. Whirlpool
brands still make up for 42.7%
of all viewed page products.

Reebee

Since February 2020,
BrandSource flyers are now
available on the Reebee
platform. The Canadian site and
application increase the visibility
of the BrandSource offering and
generates more in-store visits
and traffic to our websites. Fifty
percent of consumers read flyers
in the palm on their smartphones
or tablets. 5 million Canadian
shoppers are regularly seeking
the best offers with a 60%
app retention rate. Since the
beginning of the year, Reebee
generated more than 106,000
views from 70,037 individual
users. Since October, we’ve seen
a 10% increase in users, 7.7%
in page views and a 22.1% in
average time on the page.
read more

Retail Landscape
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E-commerce has grown dramatically since the beginning of the
pandemic. But what will happen to this mode of purchasing when a
vaccine arrives, and COVID-19 ends?
Sandrine Prom Tep, an accredited professor in the marketing
department at UQAM, recently mentioned in an interview with grenier.
qc.ca that “for some time now, we’ve been saying that in order for there
to be a profitable synergy, there has to be a storefront business and an
online store. The first bring the sales and the second gives the data. And
that information is worth its weight in gold, whether it’s for predictive
models of purchases, suggestions for advertising and promotions,
among other things.’
She also adds that there is little chance of coming back to where e-commerce
was pre-pandemic.“There may be a small decline in the proportion of online
transactions as a proportion of all retail transactions compared to what we
saw at the peak of the pandemic, but it will never return to the level it was at
before. They say it takes between one and three months for a habit to take
hold; we’ve been in this situation for six months now. These new consumption
habits will remain for a long time.” read more
Retail Council of Canada reports that, since September, YoY changes in
sale volume have averaged +4.7% while YoY changes in the number of
transactions have averaged -1.3% so keep in mind to always maximize
your customer’s cart!
Since the beginning of the pandemic, consumer spending was at its
lowest in early April with a -55.3% YoY change. But, at the end of August,
consumer spending was at an all-time high with a whopping 15.3%. The
Atlantic region was the least affected with an average of 6.1% YoY of
consumer spending which makes sense since they only account for only
0.5% of Canada’s COVID cases. A correlation is emerging between the
spending patterns of Canadians and the number of COVID cases in the
province. This Canadian map provides an overview of this correlation.
While the vaccine announcement brings optimism that things will
soon return to normal, keep in mind that your consumers’ new online
shopping habits are here to stay!

SALES
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Welcome to our

New Mega Members
Smitty’s Fine Furniture
Bob Gray
Hanover, Ontario

Great Canadian RV
Al Robinson
Peterborough, Ontario

Altronics
John Alteen
Corner Brook, Newfoundland

Village RV
Natalie Schaeffer
Regina, Saskatchewan

Jerome’s Appliance Gallery
Jerome Curran
Calgary, Alberta

Leo Electronics
Karan Molhodra
Etobicoke, Ontario

Another
New Member
by Daniel Genier

Mobilier Enorã, “Enora” which
means Honor in Latin and speaks
to Alex Morin’s commitment to his
employees and customers. It first
saw the light of day in 2015 on the
web and then shortly after as a
brick & mortar store.
It was following the closure of the Meuble Gémo
store that Alex Morin, the young owner, who still
had a passion for furniture, decided to pursue
his dream.

With the support and confidence of his
business partner, former colleagues and new
employees believing in his vision, he succeeded
in taking his place within the Granby market.
With a desire for constant improvement,
Mobilier Enorã has recently moved to a new
location and undertook major renovations.
After noticing that there was a great demand
and very little offering for home décor and
gift items in his trading area, Morin launched a
completely new distinct transactional website
called Enorã Décor, earlier this year.
The company's vision is simple! To offer their
customers unparalleled service and quality in
furniture and mattresses while respecting their
budget.

Please join us in welcoming
Alex Morin and Mobilier Enorã
to our Mega Group family!

WEB

Terry's Tips
by Terry Helliker

Social Media Do’s & Don’ts

Having a social media presence is something that today’s consumer expects. If you are not using it properly
you increase the risk of providing a poor customer experience which could then lead to a negative review.
I have put together a few do’s and don’ts to help you get the most out of your social media presence.

Do:
1. Logo. Use your store logo as your

profile picture across all social media platforms
and ensure that it shows completely. This will
build brand recognition and help you stand
out in search results, comments, and page
recommendations.

2. Page header. (Facebook)

You can update your page header with a photo
or video. By updating this regularly, you can
create awareness about specific promotions,
special events, store hours and safety
measures for example.

3. Pinned post.

Use the pin post
feature. A pinned post is a post that stays on
top of all other posts. This can be used to keep
an important message at the top of your page.
Be sure to unpin it after a couple of days.

4. Settings. Update all your social

media profiles to make sure that you are using
the same store name, phone number and
URL. Always make sure to fill out all the fields
available in your profile settings. This will help
customers find you and will provide them with
a positive experience.

Don'ts:
1. Post too often.

GET MORE
CUSTOMERS
HERE ARE 10 DIGITAL MARKETING
IDEAS YOU CAN USE TO PROMOTE
YOUR STORE AND GET MORE
CUSTOMERS.

1. Videos

2. Punctuation. Do not write in ALL

2. Email Marketing

CAPS and be sure to check your spelling before
posting.

3. Sell all the time. Don’t only

push promotions. You need a mix of content to
keep the consumers engaged. Be creative and
provide quality posts.

Videos are a great way to engage your
customers. Try doing in-store tours,
Q&A’s, product features and is a great
way to introduce your staff.

Use your email list to announce your
latest products, promotions, community
involvement and more. This is an easy
way to drive traffic to your website and to
your store.

3. Social Media Stories

4. Argue. Don’t argue with a consumer

Facebook and Instagram both have
stories functions where you can easily add
a story. This can be a short video or image
of a product or delivery being sent out.

5. Ownership. Don’t lose access to

4. Chat

in public. Treat your social media followers as
you would a customer in your store. Take the
conversation away from other customers.
your social media profiles, be sure that you have
full ownership. If an employee creates one for
you, be sure that you have access to the email,
username and password at all times.

Did you know?

Mega Group offers a Social Media Posting Service that
will help keep your page active, create engagement,
drive traffic to your website and ultimately help drive
sales. Contact me or your Mega representative for
more details. Terry Helliker thelliker@megagroup.ca

52%

Over half of buyers say they've
shifted more of their spending
online during the pandemic!

By Mega Digital Services

Publishing too
many posts to social media profiles can hurt you.
Studies show that engagement rates drop and
consumers will unfollow a business that posts
too often. For Facebook and Instagram, I suggest
posting no more than once per day.

5. Be active. Post regularly to your

social media to show consumers that you
are there. Posting three times per week, sharing
promotions,blog posts, staff photos and more
will allow you to grow your customer base
and build trust. This will help improve your
engagement and drive traffic to your store.

How to promote
your business and

15

Enabling chat on your website and
on your social media profiles allows
customers to create a one-on-one
experience that will build confidence in
your brand.

5. Holiday Posts

This is a great way to get your social
media posting calendar started. Add all
your observed holidays as well as national
and international days, then add some
humor and personalization to these posts
for extra engagement.

68%

52%

40%

AGE 18-34

AGE 35-54

AGE 55+

6. Live Video

Just like videos, live video is a great way to
promote your business and engage with
your customers. Be sure to first announce
the date you plan on going live to allow
time for people to find out about it.

7. Surveys, Polls and Quizzes

As a retail store owner, you are familiar
with asking for feedback in-person, but you
can use social media and your email list to
collect feedback and customer insights as
well.

8. Contests and Giveaways

For retail stores, an easy way to get people
to follow and engage with you is by doing
a contest or giveaway. You could offer an
in-store gift card, a pillow, or some other
product that you in stock.

9. Google My Business

Keep your Google My Business information
up to date. Post updates regularly and be
sure to ask your customers to leave reviews.

10. Digital Ads

Running ads online (Facebook for example)
can increase brand awareness. Targeting
those ads to a relevant audience can
increase conversion rates and help you find
new customers.

APPLIANCES
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Appliance Industry

Update
Year-to-Date 2020
by Sandy Mahoney

November was no exception to the spectacular year experienced by the
appliance industry. While the years 2016 (+2.9%) and 2017 (+6.3%) had
experienced growth, 2018 (-1.9%) and 2019 (-0.1%) did not achieve the same
success.
With an overall market share increase of 29.3%, November has yet again
brought an incredible growth. One month to go in 2020, and we are already
seeing an increase of 12.1%. What a year! For November, Retail T6 is up 26.6%;
T5 (without freezers) is up 16.8%. Builder is up 48.0%. Year-to-date, Builder is
up 6.5% and Retail is at +13.2%.
Keep in mind that that the figures above reflect the supplier shipments to
retailers, not the sell-through to the end consumer.

All the figures below,
percentages and
comparisons are RETAIL
ONLY. Category
comparisons are T6 (with
Freezers).

Interested in how your
province is doing so far
this year?
Province

YTD change

BC

+ 12.9 %

AB

+ 16.9 %

SK

+ 17.3 %

MB

+ 20.9 %

ON

+ 12.0 %

QC

+ 8.6 %

Atlantic

+ 11.5 %

Washers & Dryers
The laundry category is overall
up 13% and represents more than
a third of the total Appliance
business (T6).
Although Front Load and Top
Loads Washers are head-to-head
in T6, Top Loads have seen a larger
growth in November with 18%.
Electric Dryers, which make up for
97% of shipments, are up 14%.
Overall, Gas Dryers shipments
decreased -2.5% from 2019.

Refrigeration

Cooking

Ventilation

The refrigeration category is up 31%
for the month but only 0.9% YTD.

This category, overall,
is up 26% this month
and represents 18%
of the T6 business.

Hoods are up 39%
for November, but
down 9% for 2020,
and represent 14% of
all electric Range or
Cooktop shipped.

Refrigeration represents 18% of the
T6 business.
While Bottom Mounts are +26% in
November, Top Mount ones are -8%
from 2019.
Almost 65% of all refrigerators
shipped in 2020 were bottom
mounts with 2 doors or more.

Range products
(free-standing and
slide-in ranges) are
divided between
electrics at 86% vs.
Gas at 14%.

Freezers

Dishwashers

To most people, 2020 feels like HELL
HAS FROZEN OVER. To the appliance
industry, 2020 has become the year of
Freezers with an overall 120% increase.

Dishwasher shipments have
slightly increased at 1.2%,
the lowest growth in the T6
business for November.

For November only, they are up 169%,
the highest increase for the month, and
now represent 13% of this year’s
T6 business (7% in 2019).

Microwave
Ovens
Total Microwave ovens
up 3.5%; Countertop
ovens, up 0.4% and
OTRs are up 11.5%.
OTRs are 27.3% of
the total microwave
business.
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S A V E

Are you ready to
jump start your
New Year?
JOIN US IN TAKING THE
68 DAY CHALLENGE!

It is all about recognizing a goal,
pushing yourself to new limits,
planning these new habits, taking
action, and improving along the
way. The 68 Day Challenge will
be your roadmap to success. It’s
packed full of inspiration, tools,
and resources to help anyone who
chooses to better themselves.

If you would like to take part in the 68 Day
Challenge and receive more information, please
email our Human Resources Coordinator, Chelsea
at ctraves@megagroup.ca to be included on the
email blasts. 2021 will be a year like no other!

T H E

D A T E

THE SUMMIT | MAR 23 - 25, 2021 | VIRTUAL
IN 2021, IT'S TIME TO
DOUBLE DOWN

Mark your calendars and take the
opportunity to connect to the virtual
environment and network with our
community of resilient business
owners, dedicated vendors, and
invested industry experts as we
Double Down and drive the solution,
together
together.

MEGA SPRING

BUY
FAIR
to take place March 23 through 25 !
rd

th

Contacts
FURNITURE
Tatyana Ouvalieva

Senior Director of
Merchandising, Furniture
touvalieva@megagroup.ca

BEDDING
Tania Dionne

Director Merchandising,
Bedding
tdionne@megagroup.ca

APPLIANCES
Isabelle Osmar

Director merchandising,
Appliances
iosmar@megagroup.ca

List of
“Who to Call”
can be found on
the Mega portal

