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Down Under deal helps
fledgling power company

post 2004 revenues of $2.5m

i tasks in marketing.

MagPower Systems Inc. flogging magnesium-air fuel
cell technology for the growing portable power market

Glenn Drexhage

agPower Systems
Inc. is an anomaly.
Although it’s a young,

small fuel cell company, it’s also
reaped more than $2 million in
revenue.

And the company’s looking to
boost its top line this year and go
public in 2006 if all goes accord-
ing to plan.

MagPower was founded in
1999 by Bruce Downing, its
president and director of technol-
ogy. Chairman and CEO Shawn
McGroarty came on board in
January 2000.

The firm — which has six per-
manent employees and 20 con-
tract workers — has developed a
portable magnesium-air fuel cell.

An Australian licensing deal
resulted in 2004 revenues of
about $2.5 million (with about
half of that amount coming
upfront and the remainder based «
on meeting milestones), and that &
figure could increase to about $4 T
million this year, Downing said.

MagPower isn’t profitable yet, =
but hopes to break even in 2006 %
or 2007.

Its fuel cell unit is less than a
cubic foot in size and is designed
for portable and emergency
power applications.

“When a technology is new
and it’s got a small unit, it wants
to look for small unit applica-
tions, which are the
small, portable things,”
said Guy Dauncey, pres-
ident of the BC
Sustainable  Energy
Association.
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Our goal is
to [produce]

the first fuel
falls under the broader cell that

MagPower CEO Shawn McGroarty (I) and president Bruce Downing:
planning to take the company public in 2006

current bulk of MagPower’s busi-
ness; and its hydrogen inhibitor
division, which focuses on con-
trolling hydrogen in a variety of
electro-chemical applica-
tions that are used in
industries such as min-
ing.

MagPower’s main sys-
tem is a 12-volt, 250-watt
portable fuel cell that
could be used to power
lights or run a computer.

fuel cells, which combine eonle Downing added that
a metal, oxygen and an peop MagPower’s fuel cell is
electr.o!yte to produce afford to buy also uniqufe in.tlllat _it’s
electricity. encased in injection

The MagPower unit - Bruce moulded plastic, which
mixes magnesium, air, Downing, is more affordable than
and a saltwater elec- MagPower metals typically used in
trolyte along with a president other fuel cells.

“hydrogen inhibitor.”

That's MagPower’s
environmentally friendly chemi-
cal additive, which helps control
the generation of hydrogen dur-
ing a chemical reaction. This
enhances the efficiency of the
magnesium, which serves as the
unit’s fuel source, Downing said.
Magnesium’s role also makes it
cost-effective for consumers to
run the unit, he added.

The company has two divi-
sions: its magnesium air fuel cell
segment, which makes up the

Downing hopes to

have the units commer-

cially available in early 2006 —

and an IPO could be around the
same time.

“The reason we haven’t done
an IPO right now is because in
today’s world, you've got to have
that prototype sitting on the
desk,” he said.

That could happen soon.

While MagPower looks after
research, development and
design, Coquitlam’s Genesis
Industries Corp. is handling the

prototype manufacturing.

to have it
Downing said.

2006 and priced at between $400

years.

use [and] afford

Downing said.

The company’s business model :
is based on generating fees and :
royalties from licensing its tech- :
i logo/name. Humans respond first

It has sold a territorial licence
for Australia and New Zealand to
Seawolf Enviropower. It also
has licencing arrangements with |
Vancouver’s UltraGuard Water :
Systems Corp. to complement a :
water purification system and
with InfraTech USA for battery !
recharging purposes for the
American military. Territorial :
licences are being negotiated for :
other locales, including Japan,
China, the European Union and '
Africa, Downing said. *
i tion in that sector lies in consis-

nology.

M gdrexhage@biv.com

i Nike’s huge resources have
i delivered excellent posi-
“Because it's injection mould- :
ed, we can go anywhere in the
world with a partner or licensee :
manufactured,” !
i another bit of brand value

Plans call for the fuel cell unit :
to be commercially available in i
i via endorsements, spon-
and $450. Ideally, mass produc- !
tion could reduce that cost to
below $300 within a couple of
¢ fully defines its offerings
“Our goal is to put that first :
fuel cell out there that people can
to buy,”
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Good taglines are critical to

long-term marketing success

Creating a winning company
tagline is one of the toughest

A tagline is a memorable phrase

i that uses a few well-chosen words
i to communicate a firm’s key value
i or difference from competition.

Two famous examples are Nike’s

“Just Do It” and General Electric’s
i “We Bring Good Things to Life.”

It’s tough to summarize in a few

i words the essence of why a com-
i pany is a winner. While advertis-
! ing slogans often change, good
i taglines live on and on. Like logos,
i they’re a critical piece of corpo-
i rate identity.

Company names rarely describe

i a business well. That’s where
! taglines come in, providing clar-
i ity on what a company is, what it
i does, or how it would like to be
i seen.

Good taglines summarize a

i brand, specialty or benefit in a way
i that people can relate to. Great
i taglines go further, using creative
i phrasing that develop their own
{ memorable personalities. They
i entrench the message deeper into
i the audience’s mind by reinforc-
i ing advertising or other messages.

The tagline for Vancouver’s

i ResponseTek Networks — “Expe-
i rience Excellence” - cleanly sums
i up its offering of customer expe-
i rience management software.

Reuters U.K.’s tagline — “Know.

i Now.” - neatly summarizes this
i leading information provider’s
i two key values to global customers.

It pays to examine how

tioning. Each time Nike’s
tagline exhorts “Just Do
it” accompanied by its
“swoosh” mark, it adds

good

to the millions of dollars
spent building brand value be a
sorships, advertising and
point-of-sale presence.

Nike’s tagline beauti- the
as being associated with
athletic and performance
pursuits.

It also reminds us that
the ultimate brand dif-
ferentiator is to continually show
a tagline with the brand

to the visual, second to the verbal.
The practice of mating tagline with
brand logo/name develops instant
recognition along with a defining
reference.

Creating good company taglines
can be a nightmare in the tech-
nology industry, where the spe-
cific nature of narrow markets,
buyer behaviour and defined ter-
ritories all conspire against the
broad nature of a tagline.

The answer to creating high-
level awareness and differentia-

Creating

company
taglines can

nightmare in

technology
industry

tent, disciplined and clever deploy-
ment of all company messages —
including taglines — during every
contact with every potential cus-
tomer. Though useful to great
effect when well applied, taglines
that are misapplied can become
confusing and destroy brand value
that’s been carefully built.

Taglines can’t compensate for
shortcomings in such key areas as
market knowledge or poorly
crafted communications materi-
als, but they can help correct mis-
conceptions.

Multiple taglines cause mud-
dled, confusing messages, as seen
with: “Buy Jones,” “The Holistic
Company,” “Tools and Solutions
for the Sharp-Minded.”

When creating or considering
a tagline, consider:

m If you can envision the tagline
spanning the qualities and brand
characteristics that will be true
over time and the widest possible
product range, you might have a
winner. Quality-of-the-moment
thinking is sure to become yes-
terday’s news.

m If it’s truly meaningful yet gen-
eral enough to work with most
advertising, keep it. Ads play poorly
with overly specific taglines (Ford’s
“Quality is Job One”) or pointless
intellectual statements that don’t
speak to the real world (IBM’s
“Think”).

m No matter how good taglines
sound, narrow the focus and
refrain from using separate taglines
for company divisions or
product groups.

m Strictly police tagline
consistency across differ-
ent uses, but be reason-
able. Intelligent consid-
eration and some
flexibility will result in
good creative use of your
brand message.

m If it’s not broken, don’t
fix it. Tagline value devel-
ops by repeating use over
different contexts. Cor-
porate laxness or bore-
dom with marketing mes-
sages triggers a need for
pointless message change.
Never alter a tagline that
works or allow an agency
to shift it. The resulting tagline
noise confuses the market and
wastes marketing dollars.

With the mountains of mar-
keting hype thrown around — espe-
cially in the technology industry
— clear value statements are
refreshing and most valuable in
the marketplace. .

Judy Bishop (judy@bishop-co.com)
is co-founder of GaleForce Solutions,
a provider of customer management
solutions for the financial services
industry. She is a long-time corporate
and market strategy adviser to
technology companies. Her column
appears monthly.

Reach key contacts in Hightech

For more information call Navreet Gill or Mark Watson

Business in Vancouver's Hightech directory database provides key
contact information on over 1500 influential leaders in Vancouver's
hightech community. Various formats available. 395 net
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¢ Telemarketing ¢ Easy reference
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