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Canadian First-aid Training Ltd – At a Crossroads 
In June of 2015, Christian Clavelle was in the middle of a major project to strengthen his 
Customer Relationship Management (CRM) systems. His company, Canadian First-Aid Training 
Ltd (CFAT) had made its mark as a provider of first-aid training in Winnipeg. With facilities that 
included two classrooms and offices and a fleet of vans, Canadian First-Aid had built its 
business by providing a complete range of training first-aid equipment that could also be 
rented. 

 
Christian was proud of his achievements. Not only had  he built a successful business, he 
believed that there was a great company culture in which his eighteen part time and full time 
employees could flourish. He believed that the working environment and the company’s 
commitment to excellent customer service was the reason that he had an extremely high 
retention rate for his customers with 98% coming back for repeat business. In the past couple 
of years, CFAT had not spent much time or energy on advertising and promotion (nor was it 
making any cold calls). Despite this, the business had grown to $1.4 million in sales just on basis 
of inbound calls and repeat business. 

 
After graduating from the University of Winnipeg with a Bachelor’s degree in Justice and Law 
Enforcement, Christian became interested in the safety industry as a volunteer firefighter. In 
that role, he had the opportunity to see first-hand how proper training could help people and 
save lives. He became a bilingual first aid instructor with St. John Ambulance, a role in which he 
became qualified to certify other trainers himself. This passion led him to start Canadian First- 
Aid Training Inc. in 2006. 

 
Products and Services Offered 
Canadian First-Aid Limited had grown to offer 17 courses that covered training in first-aid, 
automatic external defibrillators (AED’s), instructor training  and  courses delivering  content 
from the Heart & Stroke Foundation. These courses were delivered by a team of eleven 
instructors with Christian as the Head Instructor. 

 

The company also provided first-aid coverage for special events. Service could be provided via 
stationary pop-up tents or on a mobile basis a fleet of branded vans. 
 

About half of the company’s sales came from sales and rental of equipment and supplies (see 
exhibit 1). A variety of first-aid kits and supplies were available. Equipment needed for first-aid 
training was also available for rent. The vast majority of the equipment business came from the 
sale of AED’s and replacement pads and batteries; with a margin above 40% it was the most 
profitable part of the business. 
 

Founder and President 
Christian has attained his First-Aid Instructor Trainer (FAIT) status with the Heart & Stroke 
Foundation of Canada (Manitoba Office) which allows him to teach others how to effectively 
deliver the Heartsaver & BLS for HCP as well as First-Aid courses offered by the HSFC. He has 
attained the Authorized National Master Stocking Distributor status to sell and maintain the 
Philips Health Care Canada HeartStart line of defibrillators. 
 

In his years as a volunteer firefighter, Christian saw first-hand how proper training could save 
lives. Fuelled by a passion to help people in his career, he started his own business in 2006. He 
is currently the Owner, President and Head Instructor at Canadian First-Aid Limited. Christian 
was proud of his company’s successes and in his own words felt that he was “at the top of his 
game.” 
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The Market Players 
Companies and individuals looking for first-aid and CPR training have a number of options. St. 
John Ambulance and The Canadian Red Cross offer courses and also accredit private companies 
to deliver their training material. Private companies will indicate that their courses are 
approved by either the Red Cross or St. John’s Ambulance. Many of these companies 
sometimes add other courses and may provide a range of first-aid and emergency responder 
products. 

 
In Manitoba alone, there are twenty nine organizations listed by the provincial Ministry of 

Labour and Immigrationi (see exhibit 2). Some of them are national accreditation organizations 
such as the Canadian Heart & Stroke foundation, for which CFAT is an approved provider. The 
same picture exists in all of the provinces and territories, where there are a large number of 
providers, all of whom are affiliated with a large accreditation organization such as St. John 

Ambulanceii, the Heart & Stroke Foundationiiior the National Safety Counciliv. 

 
There is a wide variation in the  type of private companies  that provide first-aid  and CPR 
training and supplies. They range from small city-based or regional organizations to those that 
are more sophisticated and some who are part of large international groups. The major players 
vary from one region to another and there is no dominant national provider. 

 
The delivery of safety training, by its very nature, is highly dependent upon the ability of 
trainers to get to a company’s facilities or conversely, the ability of the participants to access a 
convenient third party location. This dynamic means that safety training providers have a 
geographic territory that they can easily serve. While this might be restrictive, it means that 
they often develop excellent customer relations and become involved with the local 
communities. 

 
Training is just one aspect of the market. There is a whole other segment that involves 
hardware in the form of first aid kits and Automatic External Defibrillators (AED’s) and their 
related supplies. Most of the companies who provide training, also play in the hardware arena 
as there is a large commonality in the customer base. The equipment business, however, is not 
constrained by geography because it is so easy for customers to shop on line. 

 
 
 
 

Market Drivers 
A series of federal regulations control the number of trained first-aiders for organizations with 
over 100 employees, however, individual provincial regulations can actually be more stringent 
and may require trained first-aiders for companies that are much smaller. Not only did the 
regulations differ from one jurisdiction to another, the terminology of what was required was 
not standardized (see exhibit 3). 

 
Despite the complicated regulatory framework, the training business seemed to provide strong 
growth opportunities. Industry Canada had over a million companies registered in Canada in 
2014 of all sizes (see exhibit 4) and the Globe & Mail estimated that the top 100 not for profit 
organizations in the country employed another 220,000 people. There would be an ongoing 
need for training as organizations grew and as employees moved around and over time needed 
to be re-certified. 
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Government regulations also existed for the presence of first aid kits in organizations. There 
were at least four classes of first aid kits defined, each  with specific contents and  usage 
guidelinesv. These kits would need to be refreshed periodically. 

 
A more recent phenomenon was the increasing popularity of Automatic External Defibrillators 
(AED’s). The Heart & Stroke foundation, on its website, recommended that Canadians have 
widespread access to AED’s and advocated that position to all levels of government. In 
February of 2015, the federal government issued a press release announcing that it was 
providing funding to the Heart & Stroke Foundation to create a national database to track AED 

installations in recreational areasvi. 

 
These pieces of equipment had become smaller and easier to use to the point where even 
untrained people could follow the simple instructions and be protected from any potential 

liability.vii It is estimated that after about ten minutes first responder effectiveness decreases 
drastically and so there was an increasing move to install AED’s in publicly accessible spaces 
where they could be administered quickly even before the professional EMS services arrived at 

an emergency. viii There was a buoyant market for the units as installation of AED’s become 
more common. In addition, the pads and batteries needed to be replaced regularly. 

 
The Business 
The majority of the courses offered by CFAT were for first aid training. There were a few new 
additions including pre-natal education and babysitting, although they made up only 2% of the 
total revenue stream (see exhibit 1). Christian had taken great care to hire and train his staff. 
They were generally enthusiastic about their jobs and the company they worked for. 
Customers liked dealing with the trainers and this was one of the reasons that referrals were so 
strong. The personal touch was very much a part of the brand. Unfortunately, the training side 
of the business came with high costs. Good trainers were paid $40 - $50 an hour depending on 
their experience and then there was the fixed overhead of the training facilities and a fleet of 
vehicles. Margins were highly dependent on maintaining a steady flow of training bookings to 
keep the trainers busy. While this had not been a problem to date, there is always an element 
of risk when a business has high overhead costs. 

 
The other half of the business, that of selling AED’s, first aid kits and other supplies benefitted 
greatly from the reputation of the training side but was also driven by government regulations 
and an increasing sensitivity in communities to have facilities readily available. Selling hardware 
and supplies, however, operated on a very different business model. Person to person 
interaction took up a much smaller percentage of the sales and delivery transactions and the 
costs involved were primarily for inventory and delivery. This model lent itself to increased 
automation and so the new CRM system would be very beneficial. Gross margins on everything 
sold exceeded 40%. This business, also was not as geographically restricted as the training. As 
you can see in exhibit 5 shows the training, equipment and rental pricing as it appeared on the 
website. 

 
Web Presence 
Providers of training and equipment all have websites that serve as an important point of 
contact with customers. Their websites show a very wide range of sophistication ranging from 

the choice of URL to their architecture and graphics. The website for EMP Canadaix, for 
instance, portrays a nationwide provider with a very comprehensive portfolio of fifteen 
courses. It does not sell equipment. The website uses the latest technology, has a clean, 
professional design and makes no effort to hide the fact that it is part of a large international 

group, the Health and Safety Institute.x
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Toronto based First-Aid Canada has a bright, animated website that is designed for e- 
commerce.xi The landing  page of this company’s website features the product side of the 
business prominently with a clear call out to nationwide shipping capabilities. They offer five 
courses in CPR-A, CPR-C, CPR-HCP, Emergency First Aid and Standard First Aid which are 
accredited by the Heart & Stroke Foundation. 

 
On the other end of the spectrum, First-Aid Training Centre in Winnipeg has a site that is 
functional but dated in appearance.xii They offer seventeen courses that cover a very wide 
range of applications and are certified by the Canadian Red Cross, the Heart & Stroke 
foundation, HeartSine and Safe Cross First Aid. The website shows a limited range of products 
that include first aid kits, AED’s and related accessories but mentions that they have a much 
wider range available. An online purchase option is not available. 

 
Christian had engaged an independent developer to create and maintain his website which 
featured a unique design that prominently featured the red maple leaf that mirrored the one in 
his company logo (see exhibit 6). The central two thirds of the screen is where important 
information was relayed under a banner that rotated through several images including the 
logo, building shots and his fleet of vans. The site provided information on training courses, 
AED and first-aid equipment sales and a unique program where trainers and other individuals 
could rent AED’s and first-aid equipment. The website contained a wealth of information, but 
there were some inconsistencies in how information was displayed on the site. Christian knew 
that it was time to update the design and structure of the website and to include an e- 
commerce capability. 

 
When registering the domain name for his company he chose www.canadian-training.ca. He 
had to do a bit of searching because other organizations had already registered similar domain 
names. There was Canadian First Aid which owned the URL www.canadianfirstaid.ca and there 
were also a number of other companies who had “first aid” in their names and URL’s. In 
searches for first aid training in Winnipeg, several of his competitors who had active paid 
search engine optimization (SEO) campaigns had their links at the top of the listing. Canadian 
First-Aid appeared among the top five organic results. 

 
Christian spent most of his $10,000 annual marketing budget on his online presence. Traffic 
was driven to the site through the use of a Google AdWords campaign which was his major 
marketing activity. CFAT had a maximum daily Google AdWords budget of $18 but often did 
not max out and averaged $12 – 14 a day in actual expenditures. He felt that his web presence 
was a very important part of his success and had a desire to better understand the data 
provided by Google Analytics. This was clearly a very important area that needed attention. 
There were links to the company’s various social media sites which were updated as often as 
he had the time to do so. The most used element was a link to a short YouTube video that was 

sent to potential customers so they could get to know the company better.xiii
 

 
Community Presence 
Affiliation or perceived affiliation with recognized community partners is important in this 
business. Several of the competitors provide support to events in the form of monetary or in- 
kind donations. First-Aid Canada, for instance has a Giving Back program where they donate 
$1.00 to the Multiple Sclerosis Society of Ontario for every participant in their training courses. 
They also provide free on-site first-aid for several charity events. 

http://www.canadian-training.ca/
http://www.canadianfirstaid.ca/
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On the CFAT website, there is a section dedicated to Special Event First-aid where CFAT offers 
on-site services for events and even offers special pricing for promotional recognition or for 
organizations operating on a tight budget. CFAT would attend over 50 events a year in the 
Greater Winnipeg area. Christian felt that these events provided huge low cost exposure to the 
business and, although there was no direct way to measure it, the resulting inbound calls were 
significant. 

 
The striking design of the CFAT’s vehicles played an important part in the company’s 
community presence and the potential for recognition. The vehicles were quite striking: black 
vans/trucks with the maple leaf in the logo prominently visible. 

 
Broadcast Media 
CFAT had only ventured into traditional advertising once, doing a limited local radio campaign 
with a 30 second spot to coincide with an event where Christian provided free first-aid to an 
event held by the Heart & Stroke Foundation. He estimated that this event alone generated 
1,000 AED installations in Winnipeg. CFAT managed to secure 500 of these installations, a very 
healthy share of this new business. Perhaps this might be something to consider as he 
expanded. 

 
A TV campaign was clearly beyond the reach of Canadian First-Aid at this point and might not 
even be the right tactic for the target market; however, radio seemed to be a very cost- 
effective medium for that event and might prove useful as an ongoing tool. Radio could be 
targeted in a number of ways and was very flexible. Rate cards varied widely by size of market 
and size of the radio station, time of day and length of commitment. Published rates ranged 
from as low as $25 per 30 second spot in Winnipeg to $250 per spot in the Greater Toronto 
Area (GTA), however, with the seeming decline of traditional media in the marketing mix, many 
media outlets were becoming increasingly aggressive with the discounts and deals that they 
were offering and you could  probably average out at $50 per spot.  Radio  stations would 
produce the ad for free and add up to double the number of paid spots for a firm commitment 
over a period of time. 

 
Printed Material 
Christian did not have any brochures or other printed material in his marketing arsenal because 
he had no need for it. Up to now, he had never had to spend any time generating new leads. In 
fact most of his business came from direct referrals from his current customers and from 
repeat business. On his limited budget, spending two to three thousand dollars to print 
brochures for the Winnipeg market seemed to be unnecessary when business was just fine 
without them. 

 
The Present 
The staff of 18 full time and part time employees was spread thinly. Even though they were not 
spending any time on outbound calls to drum up business, they were having a hard time just 
keeping up with the incoming ones. CFAT’s reputation as a credible trainer in Winnipeg kept 
the phone ringing. Coupled with that, Government regulations required regular recertification 
of employees and AED’s required regular replacement of the batteries and pads so it was 
essential to maintain ongoing customer relations or risk losing this repeat business to a 
competitor. 

 
Christian’s first priority was to invest heavily in a new CRM system that could greatly assist in 
reducing the time that his staff required to follow up on existing customers. This would free 
them up to concentrate on other growth areas. It might even give him some time to look at 
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how he could keep the business growing. There were times that his staff were so busy that he 
was the only one left to man the phone. A strong CRM system that was scalable would be 
necessary for any expansion but it seemed like a constant struggle to get the working capital 
necessary to put the systems in place and to find the time in between doing training and 
answering the phones. 

 

 
 

The Future 
CFAT had become a dominant player in the Greater Winnipeg market so future growth would 
have to mean some geographical expansion. There would be a number of critical decisions that 
Christian would have to make in order for this to be feasible. Central to his future success 
would be the implementation of a comprehensive marketing plan that would encompass 
branding, on-line presence and a clear understanding of the market segments that he would be 
targeting. 

 
Expanding a business to a larger market would mean that he would have to have strong and 
defensible positioning with respect to his competition. He would also have to consider how his 
training course selections as well as his equipment packages lined up with the huge variations 
in regulations from one jurisdiction to another. The work of building a really robust CRM 
system would serve the company well but only if he had  strong, consistent and relevant 
messaging to communicate to his market. As part of his pitch to potential investors, Christian 
had included a provision to increase his marketing budget to $50,000 for each of the next two 
years. 
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Exhibit 1: Sales Breakdown for Canadian First-Aid Limited 
 

Sales By Category 
 

Babysitting and Pre- 
Natal Training 

2% 

 
 

 
Event First-Aid 

7% 
 

 
 
 
 
 
 

AED Sales & Supplies 
40% 

 

First -Aid & CPR 
Training 

45% 
 
 
 
 
 
 
 

 

First Aid Supplies 
5% 

 
 

Equipment Rentals 
1% 

 
 

Source: Company Records 
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Exhibit 2: List of Certified First Aid Training Providers in Manitoba 
 

Training Provider Home Base Province Certifications 

Academy of Emergency Trainingwater Coquitlam BC FA1, FA2 

Active First Aid Winnipeg MB FA1, FA2 

Alive First Aid Winnipeg MB FA1 

Aquatic Development & Emergency Training (ADET) Aurora ON FA1, FA2 

Arctic Star Wilderness Medicine Winnipeg MB FA1, FA2, FA3 

Canadian International Safety Inc Calgary AB FA1, FA2 

Canadian Red Cross Society, MB West Regional Office Brandon MB FA1, FA2, FA3 

Canadian Ski Patrol, Manitoba Division East St. Paul MB FA1, FA2 

Criti Care EMS Incorporated Winnipeg MB FA1, FA2, FA3 

Emergency Rescue Response Services Ste Anne MB FA1, FA2 

EMP Canada Sidney BC FA1, FA2, FA3 

Extendicare (Canada) Inc. Edmonton AB FA1, FA2 

Find First Aid Winnipeg MB FA1, FA2, FA3 

Heart and Stroke Foundation of Canada Ottawa ON FA1, FA2 

Heart Beat Inc. Winnipeg MB FA1, FA2, FA3 

HeartSafe EMS, HeartSafe Emergency Bolton ON FA1, FA2 

HeartZap Services Inc. North Bay ON FA1, FA2 

Inter Provincial Safety Resources Ltd. Calgary AB FA1, FA2 

Lifesaving Society, Manitoba Branch Winnipeg MB FA1, FA2 

Mulder Construction & Material Ltd, Trained Hands West St. Paul MB FA1, FA2 

Onscene First Aid & Safety Winnipeg MB FA1, FA2 

Prairie 1st Aid Services Saskatoon SK FA1, FA2 

Prehospital Care Programs Lac la Biche AB FA1, FA2, FA3 

Pro-Care Athletic Therapy Winnipeg MB FA1, FA2 

Rescue 7 Emergency Training Services Inc Markham ON FA1, FA2 

Safety Services Manitoba Winnipeg MB FA1, FA2 

St. John Ambulance, Provincial Council Winnipeg MB FA1, FA2 

Survivng Link Inc. Winnipeg MB FA1, FA2 

Workplace Medical First Aid Training Hamilton ON FA1, FA2 

Source: Manitoba Ministry of Labour and Immigration: 
http://www.gov.mb.ca/labour/safety/training 

http://www.gov.mb.ca/labour/safety/training
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Exhibit 3: Required Number of First Aid Certified Employees 
Low Hazard/Risk Only 
Jurisdiction Worksite Type Distance from 

EMS/Hospital 
Ratio  Certified  Employees  : 
Total Employee Number Required Certification 

 
Federal Office < 2 hrs 1:5-100+ Basic First Aid 

> 2 hrs 1:2-100+ Standard First Aid 
Plus Worksite Types for Any other (not wilderness) and Wilderness (not shown) 

 
 
 

Alberta 

 

 
 

Low Hazard 

Close (<20 min) 1:10-49 Emergency First Sid 
 2:50-99 1 Emergency First Aid 

1 Standard First Aid 
 3:100-199 1 Emergency First Aid 

2 Standard First Aid 
  

3:200+ 
1 Emergency First Aid 
2 Standard First Aid 
Plus 1 standard first aid for each additional increment of 1-100 

Plus Worksite Types for Medium and High Hazard (not shown) 
 

B.C. 
 

Low Risk 
 

Close < 20 min 
1:11-50 1 Occupational First Aid Level 1 
1: 51-100 1 Occupational First Aid Level 2 
1:100+ 1 Occupational First Aid level 2 

Plus Worksite Types for Moderate and High Risk (not shown) 
 

 
Manitoba 

 
Low Hazard 

 
Close <30 min 

1:11-40 1 First Aid 1 
1:41-100 1 First Aid 1 
2:101-199 2 First Aid 1 
3:300+ 3 First Aid 1 

Plus Worksite Type for Other than low hazard (not shown) 
 
 

New 
Brunswick 

 
No  high  hazard 
work 

 
 

Any distance 

1:2-19 1 Workplace Standard First Aid 
1:20-49 1 Workplace Standard First Aid 
1:50-99 1 Workplace Standard First Aid 
2:100-199 2 Workplace Standard First Aid 
3:200+ 3 Workplace Standard First Aid plus 

1 Workplace standard for each additional increment of 1-100 
Plus Worksite Type for High hazard work (not shown) 

 
Newfoundland 
& Labrador 

 

 
Any Type 

 
 

Any distance 

1 working alone 1 Emergency First Aid (if reasonable or required by an officer) 
1:1-14 1 Emergency First Aid (or higher if required by an officer) 
1:15-199 1  Standard  First  Aid  (or  higher  if  required  by  an  officer)  plus  1 

emergency first Aid for each existing group of 25 
1:200+ 1 First  Aid Attendant  plus  1  Emergency  First Aid for each existing 

group of 25 
 

 
Nova Scotia 

 

 
Any Type 

 

 
Any distance 

Any employee who works 
“where there is no one 
available who could 
administer first aid or 
summon assistance within a 
reasonable length of time 

 

 
1 Emergency first aid 

Plus Worksite Types for Office, not part of a larger worksite and Not an office (not shown) 
 

Ontario 
 

Any type 
 

Any distance 
1:1-5 1 Emergency First Aid 
1:6-15 1 Standard First Aid 
1:16-199 1 Standard First Aid 
1:200+ 1 Standard First Aid 

 
PEI 

 
Any type 

 
Any distance 

1:5-15 1 Emergency First Aid (or higher) and CPR 
1:16-100 1 Standard First Aid (or higher) and CPR 
1:101+ 1 Advanced First Aid (or higher) and CPR 

 
 
 

Quebec 

Any except 
construction & 
forestry 

 
Any distance 

1:1-50 1 First Aid 
2:51-150 2 First Aid 
2:251+ 2 first aid plus 1 First Aid for each additional increment of 100 

 
Construction site 

 
Any distance 

1:10-15 1 First Aid 
2:51-150 2 First Aid 
2:251+ 2 first aid plus 1 First Aid for each additional increment of 100 

 
Forestry 

 
Any distance 

1:1-5 1 First Aid 
2:6-10 2 First Aid 
2:11+ 2 first aid plus 1 First Aid for each additional increment of 5 

 

 
 
 
 
 

Saskatchewan 

 
 
 
 
 

Other  than  high 
hazard 

 
Close <30 Min 

1:10-20 1 Class A First Aid 
1:21-40 1 Class A First Aid 
1:41-99 1 Class A First Aid 
2:100+ 2 Class A First Aid 

 
Distant   >30   min 
and less than 2 hr 

1;5-9 1 Class A First Aid 
1:10-20 1 Class A First Aid 
1:21-40 1 Class A First Aid 
1:41-99 1 Class A First Aid 
1:100+ 2 Class A First Aid 

Isolated > 2 hrs or 
for which 
transport by 
aircraft is  the 
normal mode of 
transport 

1;5-9 1 Class A First Aid 
1:10-20 1 Class A First Aid 
1:21-40 1 Class A First Aid 
1:41-99 1 Class A First Aid 
1:100+ 2 Class A First Aid 

Plus Worksite types for High hazard 
Source: Canadian Red Cross website: http://www.redcross.ca 
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Exhibit 4: Breakdown of Business by Size Across Canada 
 

Provinces/ Territories Employer Businesses 

Total Small 
(1–99) 

 
Medium 
(100–499) 

 
Large 
(500+) 

No.  of  Small 
and  Medium- 
Sized 
Business 
Locations per 

GDP per 
Employer 
Business 
($ thousands) 

      1,000 
Population 
(aged 15+ 
years) 

 

Newfoundland and 
Labrador 

17,335 17,090 233 12 40.5 1,940 

Prince Edward Island 5,615 5,547 64 4 46.6 953 
Nova Scotia 29,686 29,179 468 39 38.0 1,247 
New Brunswick 24,992 24,582 386 24 40.3 1,288 
Quebec 236,688 232,531 3,830 327 35.6 1,461 
Ontario 389,116 381,001 7,437 678 35.2 1,682 
Manitoba 35,980 35,298 622 60 37.4 1,553 
Saskatchewan 38,749 38,264 457 28 47.8 1,929 
Alberta 154,495 151,866 2,397 232 50.3 1,911 
British Columbia 171,557 169,178 2,218 161 45.0 1,269 
Yukon 1,568 1,549 18 1 n/a 1,696 
Northwest Territories 1,294 1,263 29 2 n/a 3,702 
Nunavut 465  455 10 0 n/a 4,224 
Canada Total 1,107,54 

0 
1,087,803 18,169 1,568 39.0 1,591 

Percentage 100.00 98.22 1.64 0.14   
Source: Industry Canada: Key Small Business Statistics – August 2013 
https://www.ic.gc.ca/eic/site/061.nsf/eng/02804.html 

 
Exhibit 5: Pricing 
Training 
Canadian Red Cross Courses 
CPR & AED CPR – A & AED $55 $50 Recertification 

 
CPR – C & AED 

$65 $ 55 Recertification 

CPR – C HCP & AED $85 $65 Recertification 
Emergency 
First-Aid (EFA) 

EFA – A & AED $87 
EFA – C & AED $89 

Standard 
Aid (SFA) 

First- SFA – A & AED $125 
SFA – C & AED $129 
SFA – HCP & AED $149 

Childcare 
Aid 

First- ECCFA – B & AED $89 

 SCCFA – B & AED $139 
Leadership & 
Non- 
Certification 
Training 

First Aid 
Instructor/Recertification 

Option #1: FAI Course Only $599.00 
Option #2: SFA-HCP & AED + FAI Course: $700.00 
Option  #3:  SFA-C  &  AED  +  FAI  Course  +  Co-teach  $999.00 
Option #4: FAI (R) – Re-certification Course only: $175.00 

Heart & Stroke Courses 

 Heartsaver A $55 
$50 Renewal Course 

 Heartsaver AED $65 
$55 Renewal Course 

 BLS for HCP & AED (Basic 
Life Support Health Care 
Providers) 

$85 
$65 Renewal Course 

 ACLS    (Advanced    Cardiac 
Life Support) 

$399 
$249 Renewal Course 

 Heart & Stroke Info Session $200 / group 1 hr 
$300 / group 2 hr 

 

 

 

http://www.ic.gc.ca/eic/site/061.nsf/eng/02804.html
http://www.ic.gc.ca/eic/site/061.nsf/eng/02804.html
http://www.ic.gc.ca/eic/site/061.nsf/eng/02804.html
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Equipment and Refills 

 

Manitoba Regulation first Aid Kit $39.99 
Federal Regulation First Aid Kit $105 
Athletic first Aid Kit $90 
FRx   AED (schools,   daycares,   arenas,   community   centres,   fire 
departments, dental offices) 

Pricing available on request 

OnSite AED (offices, industrial sites, care homes) 
Home AED (households, cottages) 
FR#  AED  (emergency  vehicles,  health  care,  military, and  special 
operation environments) 
Equipment Rentals Pricing available on request 
Source: CAFT Website: http://www.canadian-training.ca 

 
 
 

 
 
Exhibit 6: Canadian Frist Aid Training Website Home page and Brand Logo 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Source: CAFT Website: http://www.canadian-training.ca 

 

 

http://www.canadian-training.ca/
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