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Commercial Spring & Tool Company, Ltd.

Commercial Spring and Tool Company 
Limited services the automotive, electronics and 
communication industries worldwide with cus-
tom-manufactured products that meet customer 
specifications. 

Based in Ontario, Commercial Spring and Tool 
Company was founded in 1971 by Frank Martinitz, 
who was a tool-and-die maker by trade, and today 
operates six facilities covering 220,000 square feet. 
Some of Commercial Spring and Tool Company’s 
products include springs, wire-forms, stampings, 
assembly, heat-treating and coating.  

Expert quality-, production- and process-
engineers are constantly challenging their 
product-design, process methodology and moni-
toring cycle-times to cut waste. 

As a result, the Company was able to meet a 
major Japanese O.E.M.’s demand for spiral-spring, 
while no other manufacturer could.  Commercial 
Spring and Tool Company credits its commitment 
to quality, value, reliability and service as the corner-
stones of its continued success. 

The recent economic-hardship also forced 
Commercial Spring and Tool Company to take 

a long, hard look at how it does business. The 
Company got serious about implementing lean 
processes in its operations, in order to eliminate 
waste, and has become more innovative in terms 
of its products and capabilities. 

As such, Commercial Spring and Tool 
Company plans to diversify, supplementing its auto-
motive-focus with other commercial products. 

Economic Challenges 
Before the worldwide recession, Commercial Spring 
and Tool Company employed 600-or-so workers 
and generated more than $70 million annually. After 
2009, the business dropped-off to less than $30 
million per year, forcing the Company to reduce its 
labour-force approximately by 320 headcount. 

Still, Commercial Spring and Tool Company 
has rebounded. Annual revenue is now approach-
ing the $40-million mark and staffing-levels have 
increased to roughly 250 people. 

Furthermore, because of the declining value of 
the dollar, Canada also became less-attractive to 
those U.S. companies that made-up a significant 
portion of the Company’s customer-base, China 
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and other Asia-based manufacturing options had 
proven to be cheaper alternatives. Additionally, 
many companies ceased outsourcing operations 
as a cost-control measure. 

Commercial Spring and Tool Company was 
faced with a web of challenges simultaneously. 
The future looked bleak.

“We were seeing volumes drop, which affected 
our buying-power as far as raw materials — but our 
customers still had the same expectations. Basically, 
there was a contract, and they weren’t going to be 
flexible,” says VP, Gurmail Gill. 

“They didn’t care about the volume either. We 
couldn’t go back to them and say, ‘you promised to 
buy a hundred pieces-a-week, and now you’re only 
buying two a-week’. Their standard answer was, 
‘you’re lucky you have work.’ We had to figure-out 
how we could be more effective and get more value 
out of our production.”  
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So, Commercial Spring and Tool Company 
rolled-up its sleeves.

Lean Controls
Commercial Spring and Tool Company decided to 
implement a cost-per-part program, which would 
require use of new manufacturing technology 
wherever possible; and, if it were not available, 
the Company would need to build it.  

Commercial Spring and Tool Company 
invested in several high-tech Wafio machines, 
allowing it to increase the overall effectiveness of 
its equipment, reduce set-up times and become 
competitive on a total-cost basis.

“Before, we had about a six-hour set-up on the 
machines,” says Gill. “Once we had the machines 
tooled-up, the set-up time decreased to 30 minutes. 
We asked ourselves, ‘if we were to get into the busi-
ness today, what would we do first?’ The answer was 

clear: we needed to change our equipment.”

Innovation
Commercial Spring and Tool Company is also a 
major supplier to the automotive-seat market. A key 
component in car seat’ manufacturing is a spiral-
spring — otherwise known as a “clock-spring”. At the 
time, a major Japanese O.E.M. sought to produce 
a spiral-spring to meet its specifications in terms of 
tolerance-level requirements, which had (thus far) 
proved so demanding that it still had not received any 
quotes. The Company looked to fill a market-void.

“Through our tool-shop, we build our internal 
equipment, such as assembly and production 
equipment,” says Gill. “We took that whole sce-
nario, and then we designed and developed a 
new piece of equipment to meet The Japanese 
company’s requirements.” 

The Japanese O.E.M.  procurers were initially 
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sceptical that Commercial Spring and Tool Com-
pany could fulfil their order, since not a single 
company had even yet attempted it. After much 
persuasion, Commercial Spring and Tool Company 
ultimately won the order. 

“We tooled-up two different products for 
them and met all the requirements,” says Gill. 
“We went from having no jobs with the Japanese 
Company to now producing 17 different parts 
for them. Internally, we call the new machines the 
‘clock-spring machines’.” 

The general consensus inside Commercial 
Spring and Tool Company was that the innovative, 
new machines saved the business. Commercial 
Spring and Tool Company now utilises eight clock-
spring machines.

Future Prospects
Commercial Spring and Tool Company has a 
positive outlook for the future, but hasn’t finished 
implementing more-efficient processes, new & 
innovative methods, and leaner operations. 

The Company has landed an increasing number 
of new contracts, such as Toyota and Hilt Corpora-
tion. Combining new business with its long-standing 
deals with Magna, Hi-Lex and GM, the light-at-
the-end-of-the-tunnel has never been brighter for 
Commercial Spring and Tool Company.  

“The mindset has changed. There has been 



a culture change,” says Gill. “Everyone is more 
aware of the marketplace, what the products do 
and who we sell to, as opposed to treating working 
here as a just a job.”

“If, ten years ago, we had done what we did 
the last two years, We would have been on a golf 
course more lately,” jokes Gill. “It’s amazing what 
gets done when your back is up-
against-the-wall.” 
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Statistics
 
Name: Commercial Spring and Tool 
Company Limited
 
Country: Canada
 
Est: 1971
 
Employees: 250
 
Industry: Manufacturing
 
Premiere Service: Automotive
 
Revenue: $40 million
 
URL: www.commercialspring.com
 
 
Management
 
CEO: Frank Martinitz
 
VP: Gurmail Gill
 
Controller: Paul WhiteFor feedback and comments please get in touch.
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Commercial Spring & Tool Company, Ltd. 
160 Watline Avenue, Mississauga, Ontario 
Canada, L4Z 1R1

T: 905.568.3899  
F: 905.568.1929   
E: sales@commercialspring.com

Powered by:

and

http://www.commercialspring.com
mailto:sales@commercialspring.com
http://www.businessreviewcanada.com
http://www.manufacturingdigital.com/

