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Offering seniors a lift

Aging baby boomers are going
to want elevators in their homes,
Cambridge company believes

By Rvan CUREATZ
R ECORD STAFF
ony Strybosch says he
T can see the day when ele-
vators will be a common
fixture in the private homes of
aging baby boomers.

The president of Cambridge
Elevating is trying to persuade
home builders that installing
his company’s products can
boast the value of executive
townhouses they build and
make them more marketable to
aging buyers who can't or don't
want toclimb stairs.

While some see the home
elevator as a novelty or luxury
item, Strybosch believes that
perception will change, much
as the perceived need for a dish-
washer has changed,

“I think (residential) eleva-
tors are still a new concept,”
Strybosch says.

Monetheless, Cambridge Ele-
vating is definitely on its way

up.
REVENUES GROWING

Guided by its “make-it-hap-
pen” mantra, the home-elevator
maker has seen its revenues in-
crease by a factor offi ve over
the last three years, Strybosch
says,
It has also hired more staff
members — more than can be
safely crammed into one ofi ts
lusury lifts.

"We're in the up-and-down
business, but we're going up,”
Strybosch says.

Cambridge Elevating, which
employs 23 people at its facility
on Industrial Road, manufac-
tures, installs and services ele-
vators and lifting devices for
homes, including exterior modd-
els.

The company’s growth strat-
egy is focused on winning new
business, investing In research
and development, and provid-
ing superior customer service,
Strybosch says.

The company is also moving
up by responding to commer-
clal and demographic trends
shaping the housing market.

For example, says Strybosch,
more real estate developers are
bullding up rather than out —
*going higher and skinnier® —
because land has become scarce
and expensive. S0 they've be-
come one of the firm's key cus-
tomer groups, both locally and
across Morth America,

The costof athree-stop resi-
dential elevator (basement,
main floor and second floor)
ranges from 525,000 to more
than 550,000, installed.

Cambridge Elevating cus-
tom manufactures the devices
at its 15,000 square-foot plant. It
alzo makes deck lifts and sells
staidifts to complete its home-
mobility product line, Stry-
bosch says.

Inside the plant, staffwork
at all aspects of design and pro-
duction, from cutting the wood
for an elevator cab to examining
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the circuitry of the controllers
that power the lifts.

Through its research and de-
velopment, Cambridge Elevat-
ing recently created a new ele-
vater controller it hopes will
simplify service calls.

The unit contains a circuit
board with coloured lights that
a service technician can quick-
Iy examine to troubleshoot a
problem — rather than having
to sort through a mishmash of
wires.

"We're getting to a point
where our volume is increasing
and we want to make it as sim-
ple for us and our dealers as pos-
sible,” marketing manager Bob
Mowack says.

"“We'reinthe up
and down business,
butwe're goingup.”

TONY STRYBOSCH
CAMEBRIDGE ELEVATING

Other product innovations,
such as a home elevator built
with a commercial-grade slid-
ing door, contribute to the com-
pany’s competitive advantage,
he says,

The company hopes these in-
navations, along with its focus
on customer service, will lead to
new business.

“We're not the slick salesper-
son going In for the quick sale,”
said Nowack.

Residentlal elevators weren't
even part of Cambridge Elevat-
ing's product mix when the
company got started in the mid-
1980s as a stair-lift dealer

It moved to its existing loca-
tion when one of the current
owners, Derek Hamilton, pur-
chased the company three years
ago.
Hamilton remains the ma-
jority owneg but Strybosch and
a silent partner have become
part-owWners.

Strybosch continues to maon-
itor the business, right down to
the ground level,

“I sign every cheque that
goes through here,” says Stry-
bosch, a chartered accountant.
“If you want to grow with the
business, you have to stay with
the business.”

COST CONTROLS

Strybosch says he has cut
costs by monitoring expenses
and instituting better controls
on inventory and accounts re-
ceivable.

Rather than tie up money in
real estate, Cambridge Elevar-
ing leases its property and in-
vests its capital in the equip-
ment, tools and computer soft-
ware needed to generate rev-
enues, he says.

The company has recently

the mid-1980s as a stairlift dealership.

handie that.”

QNA

We asked Tony Strybosch, president of Cambridge Elevating:

How much of a challenge is it for a small business to deal

Q. with managing growth?

A “There has ta be a fair bit of planning as to what you are
« targeting to reach as a small business — because

sometimes you get explosive growth and you're not planned to

irvested in its corporate identi-
ty as well, developing a new logo
and redesigning its website at
wwweambridgeslevating.com.

“It's given us a more profes-
sionalimage,” Nowack says.

Internally staffare empow-
ered to spot and eliminate prob-
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Cambridge Elevating president Tony Strybosch (left) and marketing manager Bob Nowack stand with a
display model of one of the elevators they make for the residential market. The company got started in

lems under a “continuous im-
provement” philosophy The
cormpany Is also considering a
profit-sharing program for em-
ployees, Strybosch says.

“I need everyone to partici-
pate to take ownership.”

Customer service will re-
main a priority for Cambridge
Elevating no matter how large
the company grows, Nowack
S5

“It's service,” Strybosch
adds. "You don't change the ba-
sic principles of a small compa-
ny when it becomes a big com-
pary”
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