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ideotaped training programs
g::)turepworld-mde markets

In some Third World countries, workers who
have never been to school can time
maintenance jobs in sophisticated power
plants by the phases of the moon. Their
adaptation of ancient peasant lore to Space
Age technology is remarkable enough. Even
more so is the fact that they learn their tasks
from demonstrations on videotapes made on
a quiet residential street in the west end of
Toronto.

Two television sets were playing on a
typical working day in the modest brick
building that houses Leighton & Kidd Ltd.
Consulting Engineers. On the one upstairs,
in the conference room, an instructor was
conducting a course on oxy-acetylene
welding for beginners.

Three floors down, an electrical engineer
on screen was lecturing about power
transmission. She discussed voltage in the
terminology of advanced mathematical
equations.

The difference in the content of those two
TV presentations is a measure of the range
of Leighton & Kidd's expertise in devising
training techniques and in reaching foreign
markets.

On factory floors throughout the emerg-
ing industrial world, the journeyman teacher
is increasingly apt to be a demonstrator in
a Leighton & Kidd videotape. So is the
visiting expert in the control rooms of high-
tech plants in older industrial societies. The
firm’s markets literally circle the globe — from
Hawaii to New Zealand. Its video training pro-
grams are used in 24 countries and in six
languages.

Winning performance

There are two outstanding reasons for
Leighton & Kidd’s winning performance in
the export of services. One is that currently
more than 80 per cent of the firm’s earnings
come from export sales — a performance,
in the matter-of-fact assessment of the presi-
dent, John Leighton, “that probably no other
company in Canada can match”.

The other is that the company is a world
leader in a select field, and it accomplished
that by taking risks in a largely untried
business.

John Leighton’s assessment of that
achievement is simple and proud. “We've
pretty well cornered the market,” he says.

John Leighton and Keith Kidd, who form-
ed their present business partnership in
1971, came from strikingly similar
backgrounds. Both had graduated as
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President John Leighton (centre) points to diagram of Mississauga’s electrical distrib
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system as training consultant Mitch Anderson (right) takes notes.

engineers in 1942, served in World War Il
worked for big Hydro utilities and gone into
business as independent consultants. Both
had given high-level advice to governments
and regulatory agencies. Both had worked
on major power projects in developing coun-
tries — and left them with a growing sense
of unease.

“l was disturbed,” says Mr. Leighton,
“about what was left behind after the Cana-
dians and Americans had packed up and
gone home. We’d built a plant, but had we
built the skills to run it properly?”

His concern was vividly borne out by a
visit to a power plant in India in the early '70s
— about 10 years after he had first gone
there, as a consultant in the initial stages of
operation. “It was a disgrace,” he recalls.

Unexpected order

The two partners worried at the problem, but
the solution eluded them — until an unex-
pected order came in one day in 1975. An
American firm was considering producing a
training film for thermal plant operators. They
needed an expert to write the script, and
they'd heard that Ted Major, a Royal Navy
veteran and recently joined partner in
Leighton & Kidd in Toronto, was just the
man.

“Ted wrote the script and produced the
program, and that got us going,” says Mr.
Leighton. They then did a survey, searching
for potential users of training videotapes, and
saw a gold mine in pulp and paper. That in-
dustry was being wracked by technological
change, high staff turnover, low morale,
absenteeism and slumping productivity.
Training and retraining was becoming an
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