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expense and increasing earned revenue.”
A nd M arsk ell,  ever on the alert for threats to his  beloved

institution, w arns that even a  prom ised plus – tw o-w ay, a ll-
day GO  service – m ay hold a  hidden danger for cultural insti-
tutions. “For m e as a  taxpayer, I hope our arts  and culture is
sustainable before 2W ayA llDay, as w e run a  very real risk  of
w ork ers living in Toronto and taking the train.”

M a r s k el l  ha s  been  fightin g fo r  T H E M U S E U M  s in c e he
m oved from  Toronto, ten years ago, to tak e on w hat m any
saw  as a  losing battle. S o far, he’s  w on. He k new  w hen he
cam e that he w ould have to fight public perception, under-
funding m unicipal governm ents, and a  less than stellar repu-
tation then being w orn by dow ntow n K itchener. He did. A nd
he still does. A nd he’s  still loving it.

From  his  first day on the job at T HE M US E UM , he says, “It
w a s  very c lea r,  by the book s ,  tha t it w a s  rea dy to c los e.”
O perating solely as a  children’s  m useum  –
the original m andate – w as not going to be
s u s ta in a ble .  H o w e v e r ,  M a r s k e l l  w a s n ’t
here long before he realiz ed “the com m u-
nity w anted this  to succeed.”

Public funding is  an everpresent issue.
“W e are underfunded w hen you com pare
us to the other organiz ations in this  region
and in Canada.” A lm ost three quarters  of
T HE M US E UM ’s budget has to be raised by the organiz ation.
A  com pa ris on of gra nts  is  a  bit s urpris ing – the W a terloo
R egional M useum  receives $8 m illion a  year, including capi-
ta l gra nts ;  T H E M U S E U M  gets  $370,000 of its  $2.3 m illion
annual budget.M arsk ell is  not arguing for full funding, but he
does m ak e a  strong case for fa irness. 

B ingem ans has been a K itchener entertainm ent landm ark
for 55 years .  It is  one of the region’s  prem ier destinations ,
ow ned and operated by three generations of the B ingem an
fa m ily.  S o it m ight c om e a s  a  s urpr is e tha t c urren t C E O ,
M a r k  B in ge m a n ,  sees his  attraction as a  w ork  in progress.

B ut it turns out that this  is  the k ey to 55 years of success in
the volatile entertainm ent business. B ingem an’s recent suc-
cess w ith new  O k toberfest ventures is  a  good case in point.

B ingem an’s has long been a  prim ary destination for O k to-
berfesters, but it is  not in M ark  B ingem an’s pragm atic nature
to a ssum e success .  He sa ys ,  “O k toberfest a s  a n enterta in-
m ent product ha s  gone through cha nges .  It’s  very m uch a
m ature festival and that’s  not necessarily a  bad thing, but it
usually m eans that it’s  tim e to be pushing the envelope and
look ing for change.”

B ingem ans is  very com fortable w ith change – fans of the
destination w ill k now  there is  som ething new  there,  every
season. B ut their O k toberfest- them ed innovations set a  new
m ark  in entrepreneurial adventure.

It started w ith their renovations to their venerable M arshall
Hall,  creating “expanded convention space”. 

“W e k new  that O k toberfest couldn’t be in that facility,” in
the future, says B ingem an.

T he first step w as a  3000-person capacity, 30,000 square
foot tent. B ingem an recalls ,  “I w as nervous as a ll hell,  that
first w eek  beforehand, w hether or not people w ere com ing –
can w e fill the tent?” S hort answ er? Yes.

A nd there w as a  ripple effect. “T hat infrastructure invest-
m ent w as bigger than just for O k toberfest… W e w ere m ak ing
upgrades to that w hole area of our property.. .  m ore pow er…
w ashroom s… road system s, lighting program s.”

A nd B ingem ans also got creative around their new  O k to-
berfest venue. 

“W e hea rd from  [businesses] that they didn’t do a  lot of
O k toberfest corporate entertaining, cause w hen you’re in a
big space, everybody scatters. S o let’s  create a  private lounge
area, the W underbar Lounge.”

T hey doubled dow n on their W under-
ba r  L o u n ge  e x pe r i e n c e ,  c r e a ti n g th e
Ja egerM eis ter  L oun ge,  “a  V IP product”
that w as consistently a  sell-out in 2015.

It didn’t stop there. In 2015, w elcom e
to O k toberfest K oolhaus. “T he only w ay
for us to test our future grow th plan w as
to  ba s ic a lly  do  it a n d s ta rt tha t direc -
tion… by increasing to this  year’s  tent –

45,000 sq. feet, w ith a  capacity of just under 4500 people.
“W e m ade the decision to go to a  big tent, and actually our

decision to do that is  based on w here w e w ant to be in the
future.”

P a u l  S a lv in i m ight be described a s  a  living ex a m ple of
“the internet of things.” He becam e CE O  of the A ccelerator
Centre in m id-2014 – and also is  associate vice-president of
res ea rch com m ercia liz a tion a t U nivers ity of W a terloo.  H e
started as a  photographer, w ent on to graduate from  UW  in
m ath and com puter science, w ork ed on traffic control sys-
tem s, m oved to a softw are com pany, becam e CT O  at Christie
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“I was nervous as all hell, that
first week beforehand, whether
or not people were coming – 

can we fill the tent?” 
Short answer? Yes.


