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Founded in 2001, rTraction is a certiﬁed B
Corporation, that helps social purpose organizations
leave their mark on the world and helps businesses of
all stripes become more sustainable.
We started out building websites and web applications and now additionally offer award-winning
creative expertise (2007), social media, app and mobile technology (2008), copywriting (2011) and
search engine marketing (2012). We are lucky enough to spend our days working out of London,
Ontario’s award-winning, adaptive re-use space, the London Roundhouse.
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OUR PURPOSE

We work with great people
and do cool sh*t.

OUR VISION

Technology enhances the experience
of community.

OUR MISSION

We help people discover their story to deliver
their purpose.
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OUR MANIFESTO
RISE. SHOW UP. SHINE.
WORK FOR PEOPLE OVER PAYCHEQUES.
SPEAK WELL, LISTEN BETTER.
BE BOTH TEACHER AND STUDENT.
FILL YOUR MIND AND THE COFFEE POT.
REMEMBER FAILURES AREN’T ENDINGS, BUT LESSONS.
TRUST THAT THOSE AROUND YOU WILL BREAK YOUR FALL.
MOMENTS, SEIZE THEM. DOUBTS, CEASE THEM.
ASPIRATIONS, DREAM THEM. GAME CHANGERS, BE THEM.
REVEL IN YOUR CRAFT, REJOICE IN YOUR PLAY.
WORK YOUR QUIRK.
DON’T BE A TEAM OF COWORKERS,
BE A TEAM OF SUPERHEROES. BUT NO CAPES.
CONNECT. GROW. BE A FORCE FOR GOOD.
BE CURIOUS, DARE GREATLY, BUILD A LEGACY.
THIS IS NOT YOUR JOB, THIS IS YOUR PASSION.

THE GOAL

The rTraction team started 2016 with an in-depth
strategic planning session to create a three-year
plan for our growth, including employee, client, and
ﬁnancial happiness. Each of these core goals is tied
back to our manifesto; as part of our 2016 action plan,
each goal had more speciﬁc metrics and activities
that we tracked for the year.
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As part of our commitment to considering not only dollars and cents, but also our impact on the
community around us and at large, we measure:
B(E) A FORCE FOR GOOD

Becoming a B Corporation (B Corp) became a major
goal of ours back in 2013.
We had been engaging in corporate social responsibility (CSR) from early on, and at that point
were contributing $100,000 per year in in-kind services to organizations that could benefit from our
support.
Giving back and community engagement were already part of our organizational DNA, but we
wanted to formalize our commitment to the greater good in how we operate—from who we
hire and buy from to what we measure to how we make decisions. On February 23, 2016, we
officially became a B Corp.
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DIVERSITY
& INCLUSION:

CIVIC ENGAGEMENT
& GIVING:

Gender balance on staff:
10 women, 15 men

Cash and In-Kind Donations:
Over 1% of revenue (in cash)
invested in our community.

57% of the advisory board
we put in place to help
consider all stakeholders in
our business decisions are
women or members of other
underrepresented populations
18.36% of our suppliers
are majority-owned by
women or members of other
underrepresented populations

Over 2% of revenue (in inkind service) invested in social
purpose work.
43.47% of our supplier
relationships are with local
businesses in London, ON
We have opened our doors,
free-of-charge, to a variety of
community.

We have opened our doors, free-of-charge, to a variety
of community organizations that needed event space:

Through board memberships, mentoring, and
volunteering, our team was involved with:

LOCAL SCHOOL PROGRAMS | PILLAR NONPROFIT NETWORK
BRESCIA UNIVERSITY’S JUST OWN IT CONFERENCE | LADIES THAT UX | LADIES LEARNING CODE
WOMEN IN COMMUNICATIONS AND TECHNOLOGY | CIRCLES - BRIDGES OUT OF POVERTY
LARRY MYNY MENTORSHIP PROGRAM (FANSHAWE) | ENGAGE! LONDON

HOLLY PAINTER’S
WOMEN’S WRITING GROUP

DOG FOSTERING AND REHABILITATION | BOYLE ACTIVITY COUNCIL | BĒHANCE PORTFOLIO REVIEW
DARING WOMEN
CHILDREN’S HEALTH FOUNDATION | HILLSIDE CHURCH
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Through donation, sponsorship, engagement and
pro-bono work, we supported:
PHP MEETUP
SPEAK ART
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For 2017, we are participating in the B Corp
Inclusion Challenge.
We have set goals to improve upon a handful of inclusion metrics in the B Impact Assessment by this
September. Themes include diversity and inclusion within our supply chain, wages both in terms of
gender balance and relative to the living wage, and team education about issues related to diversity
and inclusion.
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On January 9th, rTraction led the charge to treat
over 500 kids and their families to a screening of Star
Wars: The Force Awakens.
We rented three screens at Rainbow Cinemas (now Imagine Cinemas) in London, ON. Blocks of
tickets were distributed to organizations that assist underprivileged families across the city, with
the Boys & Girls Club of London helping with a lot of coordination.
Star Wars Day was full of joy, snacks, red carpet photography and cosplay, and was a real exercise
in community. While we covered the theatre rental, snacks and other goodies were offered with the
philanthropic support of almost 20 local organizations and individuals, including: sagecomm,
web.isod.es, Chris Moss Leadership Consulting, Downtown London, Makerbus,
Big Dog Sales Consulting, Start.ca, Nerds On Site, The Minery Ltd., TrojanUV, and CityMatch.
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RISE, SHOW UP, SHINE: PEOPLE LOVE COMING TO WORK.

Throughout the year, we:

We know that happy people are productive people,
but this goal is about more than that. Our purpose
is to work with great people, and we believe that
investing in our team’s health, wellness, and personal
growth is just the right thing to do. We dedicated
2016 to creating a stronger foundation for our team.

• Implemented an HR infrastructure that would lay the foundation for transparent
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communication and help us measure what matters when it comes to our people. TribeHR is our
HR hub. It’s where our team can access our policies (including our community engagement,
waste removal, local sourcing and harassment policies), engage in performance feedback,
request time off and share informal kudos with teammates for a job well done.
• Created channels for feedback and interaction, including regular one-on-ones and continuing
our weekly Know Your Company emails that range from “what are you working on” to “do extraterrestrial aliens exist” to “if you had your way, what new service or product would the company
sell” and beyond.
• Participated in the Global Corporate Challenge (now the Virgin Pulse Global Challenge) as a
team to encourage friendly competition and healthy habits. This program gave rise to walking
meetings, an ultimate frisbee team and lifestyle changes that have stuck.
• Created a better exit interview template to help us capture the information that we need to
understand why people choose to leave our team and how we can help people choose to stay on
our team.

Here are a few ways we now measure how we’re doing:

Average Tenure: 4.6 years

96% of our full-time staff made use of their professional development budget in 2016
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I… love working with our team. It’s truly a family
environment and a space that I enjoy showing up to
each morning. It’s rewarding to be able to love what you
do and really like the people you get to work with :)
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I’ve never worked with a group of people who are so
collectively and individually driven to produce their best
work every time they have the opportunity to.
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“The most meaningful part of my job is creating things
that make people’s lives easier. There is nothing more
satisfying to me than automating redundant tasks or
building something that saves time.”
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In 2016, we:

CONNECT AND GROW: EVERY CLIENT GROWS OUR COMMUNITY.

Whether Ellipsis Digital is creating a new digital
presence for a community organization or Engine
SevenFour is building an application that makes
people’s lives easier, we are in the business of service,
and our valued clients are an integral part of how our
business grows.

• Launched SEO audit and accessibility audit services. Both of these services came about to help
our existing clients get the most out of their earlier investments in their digital presence by
identifying opportunities to improve search results and the experience visitors have when they
arrive on a site.
• Acquired photoshoot.io to help independent photographers and small agencies to organize
their photography into a professional portfolio, powered by Dropbox.
• Rebooted our work on PolicyTool to build the infrastructure needed to grow the policies we
have available, with a goal of generating policies for purpose-driven, sustainably minded
businesses like ours. The relaunch is slated for Q2 2017, complete with policies to help
organizations that are interested in becoming B Corporations (or already are B Corps and want
to continue doing better).
When we look at how our clients help our community grow, this is what we measure:

Since our early days, our business has been built on relationships and referrals, and we continue to
work with clients who are aligned with our values; as such, the cycle goes on.

Client Referrals: 22% of new business
Referral-to-Sale Rate: 15% of referrals resulted in business
Repeat Business: over 66% of revenue
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Client feedback is an important part of our process, and it’s something we take seriously.
A few words from our clients…

Sometimes a creative problem can’t be solved from the inside; you
need an outside, expert perspective to move forward. The team
at Ellipsis.Digital helped us do just that by conveying the value
and uniqueness of My Sisters’ Place and Impact Junk Solutions in
the community and how they ﬁt in to the continuum of supports
across CMHA Middlesex. The creative team took the time to get
to know us, our organization, the issue and what we wanted to
accomplish. The end result was so rewarding and inspiring. ...
They removed the creative log jam for a complex problem and set
us on a course forward that we are so excited about!
KRISTY CAIRNS, MANAGER OF COMMUNICATIONS AND PUBLIC ENGAGEMENT,
CMHA MIDDLESEX
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At the beginning of the development of our ﬁlm festival, the
Ellipsis Digital team led us through an incredibly valuable
process to help us get to the heart of our identity, which is both a
celebration of ﬁlm in its own right and a celebration of London’s
own talented creative community. The work they did with us
helped them to develop a logo that set the tone for our new
festival. We feel the logo stands out and really speaks to who we
are. We have had so many people tell us that they love it including
executive directors of other ﬁlm festivals. The outstanding work
that Ellipsis did helps us stand out.
DOROTHY DOWNS, EXECUTIVE DIRECTOR, FOREST CITY FILM FESTIVAL
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GAME CHANGERS, BE THEM: OUR CLIENTS ARE POSITIVELY IMPACTING COMMUNITIES.

As always, we believe that community is more
than where we are, it’s how we connect, grow, and
contribute. That’s one of our core values. It’s why we
enjoy working with clients who value relationships.
It’s why, when we created the Ellipsis Digital brand,
we took a hard look at who we enjoyed working with,
and they had one thing in common: their core reason
for being was to make a positive difference in the
community.
We are proud to work with “game changers” like mindyourmind in the mental health space and
the Living Wage London campaign, which offers a benchmark for London’s living wage and invites
local businesses to make a commitment to be a Living Wage Employer.
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We monitor our commitment to building our business with the right clients. When we talk about
social purpose and social impact, we often look at two sectors where our skills and expertise are
needed and where organizations are making a difference:
Arts, culture, media and entertainment (ACME) clients: 17 (increase from 10 in 2015);
New clients include: SBC Gallery, the Grand Theatre, the McMichael Canadian Art Collection,
Business for the Arts, Forest City Film Festival
Mental Health/Addictions Clients: 4;
repeat business with EENet, CMHA Middlesex

CASE STUDY : CMHA MIDDLESEX - BRAND HARMONIZATION

CHALLENGE

SOLUTION

RESULTS

Build on the brand story of a
newly amalgamated mental
health services organization
by bringing two community
services (My Sisters’ Place, a
drop-in space for vulnerable
women, and Impact Junk
Solutions, a social enterprise
staffed by people with mental
health concerns and dedicated
to the removal of unwanted
household items) in line with
national branding guidelines.

The project included core
branding (logo development
for each of the two brands)
based on national branding
guidelines, as well as collateral
for each brand (brochure,
retractable banners,
business card templates,
social media imagery and
website graphics), branding
guidelines and plans for brand
harmonization (including
editorial support).

Service-specific brands that
are cohesive with national
branding while showcasing the
unique value of the individual
services themselves within the
communities they work.
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On time and on budget, the team created a new visual identity for
the brands that easily aligned with the CMHA identity. They also
provided a road map for telling our stories together.
KRISTY CAIRNS, MANAGER OF COMMUNICATIONS AND PUBLIC ENGAGEMENT
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CASE STUDY : ST. MARYS WEDDING WEBSITE

CHALLENGE

SOLUTION

RESULTS

Realize long-term brand shift
from golf club to destination.
Drive year-round business.

Reporting and analysis:
Metrics from Google Analytics
and heat maps, click maps and
scroll maps from Crazy Egg
were used to identify trends on
the wedding site and provide
recommendations that led to a
website project.

369% traffic boost from social
media channels (and increased
organic and direct traffic). 35
qualified leads and potentially
$90,000 in sales in just two
weeks.

Website: A user-friendly
Squarespace site showcases a
new reception space and the
overall wedding experience.
Features used drive conversions:
a contact form, photo gallery,
wedding stories blog page, &
a “little black book” page to
promote local vendors.
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With a long-term customer-centric focus, [Ellipsis Digital]
has helped us develop a vision for the future, by driving our
business towards the next level. With our newly developed online
presence, we are driving incremental revenue from outside our
core market, and building our customer base.
MATT STAFFEN, GENERAL MANAGER
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CASE STUDY : LIVING WAGE LONDON

CHALLENGE

SOLUTION

RESULTS

A group of Londoners decided
to define the living wage for
London, and to encourage
local businesses to become
Living Wage Employers. They
needed a brand and website
to represent the cause and
help spread the word.

Hope, dignity, rising up and
a bright future drove the
inspiration for the branding.
Incorporating these feelings
and bringing in the colour
of the national Living Wage
brand we created a logo and
badge a employer would be
proud to display on their site.
Along with the brand, a site
featuring all the information
potential Living Wage
employers would need to get
started was made.

At the end of the project,
Living Wage London was able
to launch their initiative with
a strong brand that would
help convey their message.
With their site ready to inform
business owners of the
benefits of being a Living Wage
employer they have begun
spreading the word through
through social and traditional
media outlets.
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CASE STUDY : CITY OF THUNDER BAY - THETRUNK.ORG (CULTURAL PORTAL)

CHALLENGE

SOLUTION

RESULTS

Connect tourists and residents
with local artistic talent to
create opportunities for
commerce and collaboration.

A community portal, designed
for and developed in Drupal.

Recently launched to positive
feedback from the community.
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FOREST CITY FILM FESTIVAL
DALE’S GRASS CARE
• Branding Exercise
• Logo

• SEO Audit
• SEM

SEE MORE HERE

PALACE THEATRE
TOMATOSPHERE
• Squarespace Website
• Responsive Website Design
SEE MORE HERE
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ONTARIO PRESENTS - ARTS ENGAGE

FCMP OUTDOOR

• Logo
• Drupal Website

• Shopify Website
SEE MORE HERE

SEE MORE HERE

TR ELECTRONIC
#WEPLAYON
• Rebrand Consultation

• Drupal Website
• Laravel Development
SEE MORE HERE

58

60

ASPIRATIONS, DREAM THEM: HAVE ENOUGH FREEDOM TO LIVE OUT OUR PASSION.

Productivity and efﬁciency are important to any
business. For some, the goal is simply to proﬁt. For us,
proﬁt is a means of supporting things like higher pay
and other perks for our team, as well as investment in
our community.
In 2016 our digital agency took our project management very… un digital. We brought back some
clipboards with checklists, and have our team using physical poker chips to represent available
budget and time worked.
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Why did we do it? Well, we are living in a digital world, and when we are simply moving data around
it’s easy to simply tick the boxes and log the hours without thinking twice or looking at the bigger
picture. When we took regular tasks and effort required (and spent) to a more tangible place, our
team had a more direct connection to what was on their plate and we stopped making the same
mistakes over and over again.
Those favicons we often forgot about until the final QA step? We didn’t miss a single one all year.
At the same time, we saw our project budgets come down significantly. With greater efficiency, we
were better able to hit our timelines, which meant even happier clients. Now that’s progress.
19% increase in Canadian revenue in 2016

64

