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Socio-Economic Resear ch .Communi ty and Econom ¢ Devel opment

Dec. 12, 1986.

M. Donald Cadieux._
644 WIlianms Ave.

Yel | onkni fe, N.W.T.
XA 2Y7

Dear Donal d:

We are pleased to deliver to you our final report exam ning
the feasibility of establishing a northern country food

outlet in Yellowknife. Details of our findings and method-

| ogy are enclosed in the report for your review.  You will
find an-executive summary at the beginning of the report which
hi ghl i ghts key findings of the report.

W wisn you continued success with the project and |ook forward
to being of service to you in the future.

Sfnoerelyy -
LUTRA ASSCCI ATES LTD.

Robert M Stephen

Box 1866 " g
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EXECUTI VE SUMMARY OF FEASIBILITY
ASSESSMENT FOR NORTH COUNTRY FOODS

| NTRCDUCT! ON

The purpose of the feasibility assessnment was to determ ne \the
liability of the proposed Northern Country Foods outl et | ocat ed
in Yellowknife and serving markets in and around the south
Mackenzie region. In order to achieve a satisfactory product for
t ne proponent, Don Cadieux, Lutra Associates Ltd. undertook a
review of market supply and demand conditions, operationa
| ogistics, capital acquisition and financing requirenents for tne

new busi ness venture.

The research program included a series of interviews with food
inaustry personnel, suppliers and potential clients. Conparative
and trend analysfs of relevant data provided baseline figures
from which five year forecasts were devel oped. Over the course of
this study , Lutra produced two reports: a progress report of
initial market supply and demand reconmendations and concl usions

and this, the final feasibility report.

The follow ng summary provides key el enments of the feasibility

anal ysi s.

—Llutra——
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MARKET
(bservati ons and Concl usi ons:

e Country Foods currently have a |ow | evel of market penetration
in the South Mackenzie region. Tne demand condition for country
foods to some degree has been determ ned by an inconsistent,

not, seasonal commercial supply of such country foods as Arctic

char caribou and nuskox. Retail outlets in Yellowknife
generally supply country food products in season and when

avai |l abl e.

‘Territorial and Federal Governnent policy and programs Support
the devel opment and growth of intersettlement trade of renewable
resources and are currently analysing the”potential for inport

substitution within this sector of the northern econony.

*Country food products nave the potential to  penetrate three
di stinct market segnents in the South Mackenzie. The retail
market is the largest segnent with a Yellowknife and environs
popul ation projected to increase to 12,000 by 1990. Other
markets segnents are South Mackenzie institutions and hospitality

I ndustry busi nesses.

—Lutra——
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b *Tne analysis of market segnent characteristics indicates tnat
country food products likely to displace inported neat and fish
products wll be SEFTBBU, muskox, Arctic char and nortnern
s whi t efi sh. The analysis further suggests tnat country food
products mnust oe conpetitively priced and of high quality in

order to penetrate target narkets.

[ s I
H

*Tne level of market penetration of Nortn Country Foods products ,

-y

into target markets s forecasted to grow from an estinmated
32,578 kg. to 55,492 kg. in the initial five year period of

busi ness operation.

,[' *At conpetitive market pricing and, current and forecasted supply

1 costs, the business margin of gross profit over sales nmay be
’ expected to range between 43% and 524 v/

!

*I'n order for North Country Foods to satisfy demand during the
[ initial market devel opment punase and the operational pnase of the
‘ business, continuous delivery of country food products must be
I achi eved. Dependabl e and econom cal supply and, adequate storage
;: faciiities for large inventories will also be required to satisfy
Eﬂ anticipated denmand | evels.
!E *Product marketing and new product testing wll oe a long range

requi rement of the new business venture to ensure that the

anticipated market snare is maintained.

(iii)

. ——Llutra——
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OPERATIONS

(bservati ons and Concl usi ons:

*Strict managenent and operating systems nust be in place if
North Country Foods is to consistently produce hi gh quality

products at conpetitive prices.

*In order to prepare M. Cadieux to assume store managenent

responsi bilities, sone small busi ness managenent and meat

butchering training is required. Four training prograns have been ¢

identified to offset these training costs. It is suggested that

training conmence one nonth prior to store opening.

*Anticipated business demand warrant the enployment of three
full-time and one part-tine workers. It is recomended that North
Country Foods enploy a butcher witn extensive meat cutting and
processing experience. In addition to neat cutting and processing
responsibilities the but’'cher will provide on-the-job butcher

training.

EQUI PMENT, LOCATI ON AND PHYSI CAL SCALE

bservations and Concl usi ons:

*In order for North Country Foods to: 1) provide continuous
delivery of country food products; ‘2) properly age, ripen’,’ cut

and process cari bou and nmuskox; and 3) process char, whitefisn

(iv)
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and trout for resale, a conplete package of cutting, processing

and cooling equipnment is required.

*OMng to the volatile nature of Yellowknife's retail space
rental market, no recommendations have been made with regard to

accessing a specific retail site.

*Gven Nortn Country Foods' forecasted sales and target narkets,
tne proposed store should be approximately 1100 sgq. ft. wth a

retail display area, a nmeat/fish processing area and a

meat/fisning cooling area. A cold storage area is to be |located »

away fromthe retail site.
FI NANCI AL AND ECONOM C VI ABI LI TY
observations and Concl usions:

*As indicated by the country food supply analysis, there will be

a requirement to finance large inventories and purchase full

range of nmeat cutting and freezer equipnent. Gven a median
supply cost |evel, capital asset purchases at $131, 700 ana
opening working capital requi rements of $77, 960, busi ness

viability is forecast for operational year two with the follow ng
financing m x:
-long term debt e 38%
-capital and working capital grants ¢ 50%
-owner equity € 22%
(v)

—Lutra——
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‘A high | evel of government assistance is required to carry the
proposed business through the pre-operational and first year of
operations Dbusiness devel opnent phase. Beyond this phase, the
proposed business venture will be in a position to retire |ong
term debt and provide a return on investnent to its proponent.
busi ness asset value is calculated at 1.64 times the recomenced

| ong tern debt.

—lutra——



| | NTRODUCTI ON
1. STUDY BACKGROUND

Northern country foods are those non-donestic food products which
have traditionally been consumes by the Inuit and tne Dene/ Metis
of the north. Country foods include neat from northern ungul ates
(ie. caribou and muskox); fresh and salt water fish such as char,

-0
1.

wnitefish and trout; smal|l gane |ike rabbit and beaver; and sea
memmal s such as whale and sedl.  |n recent years, CO%PtHY { ods
have gained a higher profile anong all segnents of the nrorthern

popul ation. These foods have become an integral part of household
menus and, of the fare offered in nortnern eating establishnents
and institutions. Despite the demand for country foods, access to
these products is limted. Today, households are nore involved in
the wage econony, and spending less tine nunting, fishing and

t rappi ng.

For decades renewable resources have been a key part of the
northern econony. Historically, these values have been inputed
basea on donestic food stuffs aria/or the cost thereof. Today’'s
north demands that renewable resources be a full partner in the
wage econony. The new economic role of renewable resources is
being reflected today through the establishnment of northern
conmmercial  fishing businesses, |eather goods operations and
country food stores. Currently, there are two stores located in
tneIN.W,g.— Amarok Country Foods, in Frobisher Bay and Ulu Foods
1IN nuvik.

The Proponent of this study to exanine the feasibility of
establishing and operating the North Country Food outlet in
Yel | owkni f e, is Donald Cadieux. As a result of his 15 years of
experience harvesti ng and managing northern ganme gand fur
resources and, as a consequence the a growing resident and pon-
resident interest in country food products, M. Cadieux is
seeking to examne the viability of a country food store. To
provide an indication of whether or not this business opportunity
can achieve and retain viability in gromwng food markets, M.
Cadi eux conmissioned Lutra Associates Ltd. to wundertake an
assessment of this potential business opportunity.  |utra
Associates Ltd. and Boreal Ecqlogy have conbined to provide an
interdisciplinary approach to this feasibility assessnent.

1.2 METHCDOLOGY AND APPROACH

The feasibility assessment has been approached in two phases.
Phase 1 assesses the potential market for country fooé find o1 er s
a critical examnation of the regulatory and natural  environnent

— Lutra——
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whicn governs sources and supply of nortnern country foods. Based
on forecasted market volumes, sales and supply considerations,
Phase 2 of this study exam nes equipment ~and physical plant
requirenents ;  nanagenent , staffing, security, storage and
marketing requirements; and the financial feasibility o this
opportunity. An appropriate financial plan and an inplenmentation
strategy addressing pre-operational and operational requirenents,
Is also provided in Phase 2.

Tne followng parameters were identified to direct market and
supply research

*The geographic area identified for the study is the South
Mackenzi e Region, focusing primarily on the Yellowknife area.

e Six conmunities make up tne study area or South Mackenzie Region *’
- Detah, Fort Sinpson, Fort Smitn, Hay River, Rae-Edzo and

Yel | owkni fe. G her communities in the region have not been
included due to limtations inposed by [ocal busi ness and
transportation infrastructure.

*Three primary market segnents for country food products have
been identified: the Yellowknife retail market; the Southern
Mackenzi e Region institutional narket; and the Southern Mackenzie
Regi on hospitality industry market. A secondary nmarket segnent,
Yel |l owkni fe’s lunch market, was al so considered as a means by
whi ch the operation could enhance market appeal

e It has Dbeen assumed that northern country foods will to some
extent : 1) be conpetitive with inported red neats and fish; 2) be
sold as a specialty item and 3) displace inported red neat/fish
consunptionfg"‘————

The approacn utilizea to assess narket segnents, identify
products, confirm market penetration |evels and cal cul ate market
share volunmes and forecasts conbined tne best of primary and
secondary research metnods and invol ved:

ea critical review of published secondary source information;
*primary source research - face to face and tel ephone interviews,
and a structured direct - mai questionnaire, I nvol vi ng
retailers, regional institutions, wholesalers, hospitality
industry operators and consumers;

*an anal ysis of public and private sect or statistical
i nformation; and

® ongoi ng consultation with the proponent, Donal d Cadi eux.

— Lutra——
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Market data gathered do nave sonme limtations largely because
market conditions are not static. The nmarket potential for
country foods nust be assessed on an ongoing basis both in tne
devel opnent and the operation of a business. To this end, market
data provided in this assessnent should be viewed as baseline
and/ or  devel opnmental data onl¥. Ongoi ng market assessnent is
required throughout the life of the “bhusiness. Further, market
aata presented are ‘best estimates’ of tne market place rather
than actual figures. other |limtations associated with specific
mar ket data have been recogni zed and recorded within the text of
this report.

Wth respect to the second conponent of Phase 1, product supply
and regulatory considerations associated with northern country
foods have been devel oped from the understanding tnat:

*Harvesting of country foods are traditionally seasonal
activities;

*A fresh product is preferable but frozen, dried and preserved
cured products can be marketed successfully;

*Product supply is limted due to existing commercial quotas; and
*Existing regulatory conditions severely inpact tne market and
supply of country foods.

Findings fromthe supply and regulatory review are integrated

into Phase 1 to ensure tnat narket forecasts devel oped for North
Country Foods are realistic and attainable.

Llutra —
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2: MARKET ASSESSMENT: DEMAND & SUPPLY
2.1 | NTRODUCTI ON

The purpose of this chapter is to determne a realistic market
share for North Country Foods within the Yellowknife and tne
South Mackenzie nmarket place.  Market potential, demand and
subsequent market share projections anticipated for North Country
Foods are contingent on a range of conditions such as:

*consuner tastes

*income |evels and buying habits
*prices of conpetitive products
*promotional activities/strategies
*product quality

*product packagin? and presentation
*product availability/distribution.

In light of these factors, it should be acknow edged that markets
can and will fluctuate over the forecast period.

The market assessment for North Country Food is nmae up of six
key conponents:

1. a profile of country food narkets to include an analysis of
characteristics attributed to each narket segnent;

2. an assessnent of conpetitive products and country food
outlets to include an analysis of product mx, pronotion,
di stribution, product packaging and pricing;

3. an analysis of the market potential for northern country foods
in Yellowknife and other N.w.T. nmarkets by product type, narket
segnent, volune and product price;

4. an assessnment of both sources éf?and reliability of supply; *

5. Darket share forecasts for a five year tineframe to include
estimates of product volunes, sales,and product m Xx;

6. conclusions and reconmendations to enabl e understanding of and
adaptation to market demands and constraints.

2.2 MARKET PROFILE

The market place for red nmeats, inported fish and northern
country foods is diverse. Study research is, however, made easier
by product famliarity and overall |ocal support for devel oping

northern renewabl e resource-based businesses.

Primary country food market segments include: the Yellowknife

-4- — lutra —
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retail market; the South Mackenzie Region institutional pmarket,
and the South Mackenzie hospitality industry. The demand for neat
and fisn products by these market segments is best understood by
exam ning tne denographic, expenditure and general consuner
characteristics associated with market segnents.

2.2.1 Market Area Denographics, Per sonal I ncome and Food
Expenditure Overview

Popul ation projections are presented in Table 1 delineating
primary and seconaary retail market areas. Communi ty popul ation
grown is seen to be nodest, thus |limting over tine tne size of
market available to North Country Foods. Population increases
for the study area are calculated at an average of  1.7% vper
annum for tne next 9 years while Yellowknife populations are
anticipated to increase at an average rate of .9% per annum over
the sane period.

Personal inconme fromall sources for 1984 is presented in Table Z
Appendi x B. Tne data indicates tnat there are wide variations in
di sposabl e income between study communities, ranging from snall
per capita incomes in comunities with a traditional economc
activity base to a higher per capita income in the major urban
centres of Yellowknife, Fort Smth and Hay River.

Expenditure patterns for food itens are tabul ated annually and
publ i shed by Statistics Canada(l). Data on food expenditure
atterns in major Canadian centres is published annually while
el | onkni fe data was | ast published in 1982 A profile of
weekly fish and neat purchases is presented in Table 3 and
conpares national, Ednmonton and Yellowknife averages for 1982 and
1984.

Tabl e 3: PROFI LE OF WEEKLY MEAT, AND FI SH PURCHASES, 1982/84 .
($ per week for average family)

Yel | owkni fe Ednont on Nat i onal
' 82 ‘821" 84 ‘82/' 84
heat &
Poul try $18.91 12. 56/ 14. 47 14.72/ 15. 18
beef 6.51 4.68/5. 64 5.69/5.71
Fisn & Mari ne* 2. 14 1.30/1.89 1.65/2.00
Source : Statistics Canada, Famly Food Expenditure in Canada,
Cat. 62-554

e 62% of fish and marine products is fresh and frozen fish.

H;égatis_t_i—cs éé{r'\é&é Fam |y Fooa Expenditure in Canada, Cat. 62-
554
-5-
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Tabl e 1:

Primary 1981
Market Ar €3
Detah 140

Yellowknife 9415

Average Z
Increase {Yellowknife)

- Secondary

[

Market Area

Ft. Simpsos 975

_ Ft. Smith 2250

[:E

{1

N
i
i

Hay River 2895

Rae-Edzo 1380

1985

143

11877

1102
7B
3142

1451

f Sources: 1981 Census Canada
G KW T e Of Statistics

1986

148

11214

1123
2508
3105

1510

poryLATION PReFILE 1981, 1985-1995

1967

159

11354.

1.2

1144
254B
3228

1541

1993

154

114E19

1.2

1165
2589
3275

1574

1989 1990

160 164
11602 11703

! .9
1187 1207
2632 2675
3318 3364
1689 1641

1991

159

11816

1992

173
11918

1253
2759
3454

1713

1993

176

12837

1276
2802
3502

1744

1994

179

12156

1299
2843
3545

m

1995

1328

2687

3590

1799

Average 7
Increasze
1985-1995

L8
1.6

L4

[
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2.3 CURRENT RETAIL DEMAND - YELLOWKNI FE

A major prem se of the market assessnent is that the demand for
red nmeat and domestic northern fish country foods will penetrate
and displace markets for inported beef and inported fish in the
Yeliowknife retail market. This assunption is substantiated b

results of a Yellowknife consunmer survey (Appendix C) whic

indicated that a nigh percentage of respondents (70%) believe
that their beef consunption would decline with the introduction
of country nmeats. Further, the majority of respondents (above
50%) woul d purchase domestic whitefish, char and trout.

. 2.3.1 Beef Consunption Patterns - Yellowknife Retail Market

The follow ng observations were made regarding beef consunption
patterns in the Yellowknife retail market.

Beef products are readily available in Yellowknife from 3 nmj or
retail outlets and a variety of smaller convenience and specialty

shops . Twice a week, beef is normally snipped from southern
suppliers fresh rather than frozen, to Yellowknife retailers.
The sale of beef products does not appear to pe limted

seasonal ly by supply as retailers have on-site cold storage.

RV,

Based on a 1985 (1) survey conducted by Lutra Associates, an
. estimated 9091 kg. of beef 8roducts is sold weekly by retail
[ grocers in Yellowknife. At 1985 popul ation estimtes, tne per
capita consunption is conputed to pe 43 Kg. I n conparison to
national averages, beef consunption has oeen relatively constant
during the past five years with mnor variations (6% around 40

———y

kg. In the past 10 years however an overall decline in beef
consumption of 25% has been denonstrat ed. More recent data (2)

[ reveal ed that 65, kg. per capita of veef is consuned by
Yellowknife residents.

; According to industry personnel, the decline in beef consunption

[ is due to a reduction of supply; pricing; and shifts in consumer
tastes . Consuner taste shifts are believed to ve the result of

health related concerns affiliated with the consunption of beef
products, specifically the high fat content of beef and potenti al
<contribution to cdlestrol. Factors affecting supply and price of
red meat products in"Canada include current U S./Canada trade

di scussi ons and cnanges in transportation rate structures between
eastern and western Canada.

(1)Ruitenbeek et al , “Slave River Low ands Bison Ranch

Feasibility Study”, 1985. _
(2) Lutra Associates Ltd.- Consumer Survey, 1986 (See Appendi x O

- 7-

—Llutra——



- nsary,

e

A" 1984 Agricultural Canada survey showed that the five nost

important criteria for choosing beef were, in order of priority:
tenderness , price, snell, colour and anpbunt of fat. It 1Is
inferred that consunmer buying habits are directed by lifestyle
and econom C i Sssues. Studi es have reveal ed that recent declines

in beef usage were mainly in the prime cuts as both consuners and
tne food service industry were relatively unaware of the nedi um
and lower-priced cuts and of ways to prepare them

Denmographic changes are currently exerting a profound influence
on the purchase and consunption of various food groups .
Statistics Canada estimates that “Baby Boomers" (24-44 yrs.) now
represent the |argest consunermgroup in Canada. In the nortn‘and

particularly in Yellowknife, ere tne average famly head is 35
years and the fanmily income is in excess of $41,000, the effect
of the “Baby Boomer" population is significant. Today’ s
generation of “Baby Boomers'", W th its smaller households and

[ittle available time, prefer foods that are, convenient, easily
prepared and suitable for snacking. At the same tine, this huge
wel | -educated affluent, dual-inCome consuner group denmands a
certain level of prestige or sophistication in what is eaten.

W conclude, then, that the Yellowknife retail narket for beef
products retains characteristics of the larger Canadian beef
market. Tnus, annual per capita beef consunption is nore
reasonably valued at 43 kg. in Yellowknife, slightly above
national ~averages and lower than the estimtes provided by
respondents to our consumer survey. It is further inferred that
beef consunption levels are not static and will experience
changes . W believe that the availability of conpetitively
priced quality products such as northern country neats can
penetrate the Yellowknife retail beef product narket.

The volunme of beef products sold in tne Yellowknife retail market
is estimated at 488,566 kg. for 1986.

2.3.2 Beef Product Expenditures - Yellowknife Retail Market

Consuner preference for beef products is guided, 1in part, by
price. 1982 & 1984 Statistics Canada data denonstrate that those
In nigher incone_ﬁqoups purcnase nore beef tnan tnose in otner
incone |evels. e Lutra Associates 1986 retail survey, (see
Appendi x C) suggests that Yellowknife consuner’s taste for Dbeef
roducts tend to be towards the nore expensive steak, roast and
ambur ger cuts. There is, however, a discrepancy between
secondary source statistical data and our observations of  food
prices (see food price survey Appendix C). The secondar% source
docunmentation does not support the primary findings of both our
consumer survey and the food price survey.

On the basis of secondary source statistical data, it has been

conputed that the average Yellowknite famly of four spent an
estimated $12.54 weekly for beef products in 1986 and a per

- 8' _5 LU‘TQ i



capita expenditure of $3.14 weekly/$163 annually. The average
per capita expenditure per kilogramfor beef products then is
computed from the average annual per capita expenditure and the

average annual per capita consunption. A range from $2.51 to
$3.79 per kg. Is calculated for beef products by Yellowknife
consunmers using statistical data. These figures i1ndicate that

Yel l owkni fe consumers prefer the low end of the beef product
spectrum

From our examination of retail outlets in Yellowknife, however,
the retail price for beef products ranged froma |ow of $3.49/kg.
to $18.60/kg. in June 1985, ~while a selected product average at
retail outlets in August 1986 was cal cul ated at $10.09/kg.

As stated, secondary source estimates are not supported by
primary research. W believe that the statistical data is
conservative and wunderestimated by nore than 50% and w | be
corrected by results of the 1986 Statistics Canada expenditure

survey to bpe released “in 1987. Our exam nation of the
I nstitutional market and conparative analysis of secondary
statistical and primary data sources indicates that the average
price per capita for beef products will nore reasonably fall in

the $8/kg. range.

Qur estimates for all beef products in the Yellowknife retail
market are: Volune - 488,566 kg.
Value - $3.9 million

2.3.3 Fish Consunption Patterns - Yellowknife Retail Market

Inported and donestic fish products are readily available to the
Yellowknife retail consunmer market. Products are generally sold
by Yellowknife grocers whole or processed, packaged and frozen:
Fresh fish is occasionally sold by local fishermen either on the
government dock or via newspaper advertisenents.

Results of surveys conpleted in 1982(1) and again in 1986(2)
indicate that the Yellowknife consuner market wdely accepts
domestic whitefish, Arctic char and lake trout. The 1982 survey
demonstrates that over 50% of Yellowknife households consume fish
every 2 weeks with consunption increases in the sumnmer season.
4000 kg. of whitefish and 2000 kg. of lake trout are sold
annual 'y from dockside with the bulk of sales occuring in the
sunmer season (3). There is no indicated preference €rernce
for local fish over inported fish.

(i) Lutra Associates Ltd., “Feasibility Study: Geat Slave Lake

Cod Processing Plant”, December 1982
(2) Lutra Associates Ltd., “Yel | onkni fe Consuner Survey” 1986

(3) Personnel Conmunication, bpept. of Fisheries and Cceans (See
Appendi x F)
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Tel ephone orders nmay be placed to Ulu Foods in Inuvik for a
variety of country meats and fish products (see Price Survey
1986 - Appendix C, and Geat Slave Lake whitefish and trout are
avail able directly from GSL commercial fishernen.

It is difficult to evaluate the extent and characteristics of the
existin? country foods market in Yellowknife because of the lack
of available secondary source data and erratic supply of products
Penetrat|ng the Yellowknife retail market. It can be stated
rom our observation of local retail food markets that there is
no present nmarket for country neats and the demand for northern
domestic fish is limted by supply.

From the Lutra consuner survey 1986, respondents noted a high
| evel of acceptance for country foods . Anong the responses
native northerners denonstrated nore than twice the consunption
rate of non-natives with levels stated respectively at 28.9 kg
and 12.7 kg annual ly. The annual average for both groups is
calculated at 13.9 kg. per capita. The data does not
differentiate between store bought and locally harvested country
foods .

In conparison, information on Inuit country food consunption
indicates a range of 80 kg. to 350 kg. per capita in the Baffin
Region (1). The bulk of this consunption would be harvested
rather than purchased through retail outlets. Local sales at the
Amarok Store in Frobisher Bay indicate a |ocal propensity to
fish., caribou and nuktuk in that order. Product volunes per
capita were not indicated in the source data. (2)

2.4 THE POTENTI AL FOR COUNTRY FOOD I N THE YELLOWKN FE RETAIL
MARKET

The potential for country food in the Yellowknife retail market
depends on a number of variables related to the availability and
consi stency of supply, market size, and characteristics of narket.
denmand. A prem se tnroughout our analysis has been that countr
meats have the potential to penetrate the existing supply o
beef, and that northern domestic fish can capture a share of the
market which currently consunes inported fish. As stated these
assunptions have been substantiated by the Lutra consumer survey,
1986. The following data represent an estimate of the potentia

market demand for country food in the Yellowknife retail market.
In order to displace existing product markets, it is assuned that
country food products wll: (1) be conpetitively priced to

products di spl aced; (2) retain a simlar or better quality; and,
(3) be available on demand or at best, in season

(1) GNWT. , "Baffin Regi on Econom c Baseline Study”, 1984,
2) Wlliam M Mercer Ltd., “Devel opment of the Amarok Store,
985-1989", prepared for: Amarok Hunters and Trappers Association
& Econom ¢ Devel opnent and Tourism GNWT. July, 1985.
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Table 4 Five Year Forecast of Consunption/Value of Country
Foods for the Yellowknife Retail Market

1986 1987 1988 198 1990
Fi sh:
Vol ume Kg. 12498 14236 16012 17790 19580
Val ue $95485 $113176 $132259 $152994 $175045
Country Meats:
Vol une  Kg. 14657 18166 22404 26685 30428
Val ue $117256 $151141 $193795 $240165 $284806
Total
Vol ume  Kg. 27155 32402 38416 44475 50008
Val ue $201015 $264317 $326054 $393159 $459851
Note : The increments in consunption for the five year forecast
period comence with the base year 1986 and reflect equal annual
| ncreases. Increases are calculated for fish products ranging

from 20-30% of the current per capita consunption while increases
for country neats range from 3-6% of current per capita
consunption of beef products.

2.5 NORTH COUNTRY FOOD MARKET SHARE - YELLOAKN FE RETAI L MARKET

Based on an analysis of the current level of conpetition for the
country food demand in Yellowknife, the high level of acceptance
of country foods denonstrated by the respondents to the 1986
consumer survey, afid“th&e present low |evel of donestic country
fish and meats available for purchase to Yellowknife CONSUners,
we suggest the follow ng market snares may be realized by the

proposed North Country Food outlet:

Country Meats - up to 100% of the market potential is presently
avail able in Yellowknife,

Fish - Distribution is currently through three nmajor outlets.
Wth the introduction of North Country Foods, it shoul d
anticipate up to a 25% market share.

Table 5 provides estimates of over-the-counter sales and vol unes
for North Country Foods in the vellowknife retail nmarket. In
order to achieve these market levels it is assuned that there
will be consistent supply of quality products at conpetitive
price levels.

-13- Lutra —
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Tabl e 5:

Fi ve Year Forecast of Market

1988 1989 1990
4003 4448 4895
$33065 $38249 $43761

22404 26685 30428
$193795 $240165 $284806

26407 31133 35323

North Country Foods’
Yel | owknife Retail Market
1986 1587
Fish :
Vol ume Kg. 3124 3559
Val ue $23871 $28294
Country Meats
Vol ume” Kg. 14657 18166
Val ue $117256 $151141
Tot al
Vol ume Kg. 17781 21725
Val ue $141127 $179435

$226860 $278414 $328567

-14-
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2.6 CURRENT DEMAND - | NSTI TUTI ONS

A tel ephone survey of institutions in the South Mackenzi e Region
was undertaken and is summarized in Appendix C. O the ten
institutions contacted, eight currently serve country food - five
serve only northern fish (whitefish, trout and char) and three
serve both fish and neat (caribou). Institutions in the region
currently order their caribou from Ulu Foods. The two major
suppliers of fish to South Mackenzie Region institutions are the
Freshwat er Fish Marketing Corporation in Hay River and Ulu Foods
I N Inuvik. ,
Mbst institutions surveyed prepare daily neals from a set
rotating nenu. The existing demand for country food from
institutions is a function of the population of the facility a n
the frequency that country food appears on the rotating menu.

Current annual consunption l|evels of country food in the
institutions surveyed in the South Mackenzie Region are as
follows: caribou 1097.2 kg; nuskox 98.8 kg; whitefish 1076 kg;
trout 514 kg; and char 925.6 kg.

It was noted that the existing demand for country food by one of
the largest institutions surveyed is currently not bei'ng net.
Di scussions with the chef fromthe Yellowknife Correctional
Centre (YCC) revealed that he has ceased ordering nmeat from Ulu
Foods due to the poor quality of their products. YCC has received
meat wth entrails still attached and neat covered in fur. In
addition, YCC has received char that was rotten, freezer burnt
and mushy.

Another institution, Thebacha College, has recently introduced
country food (caribou and bison) to their nenu. Reaction from the
chef was that although the nmeat was introduced during the SUumMmer
(not the college' s peak period], it has been well received by
st udents.

As supply and sale of country food to institutions in the South
Mackenzie  Region is a relatively new phenomenon, there are no
specified G.N.W.T. guidelines by which institutions are to sel ect
northern country food suppliers. However, with the introduction
of conpetition for the supply of country foods, a tendering
process for the supply and sale of country foods to northern
Institutions may be developed. Currently, ‘“contracts to supply
meat to the larger institutions in the South Mackenzie Region are
tendered once per year. Proposals are evaluated by price, speed
of order turn around, and availability of suppiy "“in tnhe
comunity. An additional 10% in supply cost is allowed for
northern conpani es.

-15-
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2.7 THE POTENTI AL DEMAND FOR COUNTRY FOCD - NORTHERN | NSTI TUTI ONS

Al the institutions surveyed expressed an interest in either
introducing country food to their facility or expanding current
country food volumes . This positive acceptance of country food
may be attributed to the high population base of persons of
aboriginal descent in institutions.

The question of whether institutions would consider changing
their present supplier was posed to each institution currently
serving country food. Three institutions (two located in Hay
River and one in Yellowknife serving char, whitefish and trout)
would not consider changing their existing supplier. The
remai ni ng five would either change their existing supplier or
woul d consider changing their existing supplier. Consideration of
change was based on price, quality and consistency of supply of
products from Nortn Country Foods.

The potential annual demand for country food frominstitutions
not currently serving country food and those institutions who
stated that they would consider changing current suppliers is:
cari bou 5236.4 kg; muskox 1580.8 kg; char 1088 kg; trout 473.2 kg
and whitefish 717.6 kg.

2.7.1 Potential Demand - Country Meat

Those institutions surveyed who presently order meat from Ulu
Foods stated that country food supplied by a conpetitor nust be
conpetitively priced wth country food fromUuUlu Foods f.o.b.
their community. Those institutions not presently serving caribou
or nuskox stated that country food (meat) would have to be
“reasonably priced” or conmpetitive wth beef f.o.b. their
communi ty.

The average price paid for caribou and nmuskox (excluding si des
and quarters) is $11.21 f.o.b. Yellowknife, 11.51 f.o.b. Hay
River and $11.64 f.o.b. Fort Smth. Ulu offers a 10% di scount on
wnolesale orders over $500.00 and 15% di scount on whol esal e
orders over $1000. 00.

Institutions purchase beef from whol esal e aistributors. The
revolving menus of two large institutions were tested and it is
esti mat ed that the average price paid for beef (f.o.b.
Yellowknife) is $7.73 kg. Based on a food price survey conducted
by the Bureau of Statistics, G.N.W.T. 1n 1985 (I), the cost of
meat in Fort Smth and Hay River was 7% | ess than Yellowknife and
9% less in Fort Sinpson. As such, the average wholesale price
Eaid for beef in Fort Smith and Hay River is calculated at $7.19
g and $7.04 kg in Fort Sinpson.

(1)Bureau of Statistic, G.N.W.T. Food Price Survey, Northwest
Territories, 1985. May 1986.
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If North Country Foods w shes to capture as nuch of the potential
demand for country food as possible, their wholesale price for
cari bou/ nuskox should be conpetitive with beef and Ulu Foods
prices f.o.b. each community. As such, it is recommended that the
mar ket penetration price tfor country food from North Country

Foods be set at an average of $8.0Q per k% which i s 11% Higher
than beef f.o.b. Yellowknite, 18% ni gher than beef f.o.b.
River and Ft. Smith and 20% hi gher than beef f.o.b. Ft Sinpson.
An average price of $8.00 per kg is 26% less than Ulu Foods
prices f.o.b. Yellowknife and 29.5% | ess than Ulu Foods’ prices
f.o.b. Hay River and Fort Smith (ulu Foods average prices
include a 10% di scount on whol esale orders). Table 6 illustrates
the relationship between potential country neat volunes and
prices .

Table 6: Potential Annual volume Of Caribou and Miskox vs
Conpetitive Price Stance

Conpetitive with Uu Vol ume
Fort Smith Health Centre 400. 4
Stanton YK Hospital 405. 6
Tnebacha Col | ege 291.2
Yel | owkni fe Correctional Centre 1747.2

Total Volune 2844.4 kg

Conpetitive wth Beef Vol une

Hay River Hospital 1107.6
Akai t cho Hal 1300.0
Sout h Mackenzie Correctional Centre 946. 4
Yellowknife Detox Centre 353.6
Yellowknife Receiving Hone 145.6

Total Volune 3853.2 kg

Note :
Fort Sinpson Hospital 119.6
(Conpetitive price stance unavail abl e)

2.7.2 Potential Demand”- Northern Fish

Qur survey of institutions also revealed that the price for fish

sold by North Country Foods would nave.to _pe C etif] tth
northeryn fish cur¥ent|y purchased f.o.D. i EbrY]%JnYVly.

The Freshvater Fish Marketing Corporation (FFMC) and Ulp Foods

are the min suppliers of northern fish to South enzi e
institutions. Current FFMC whol esale prices per kil ogram for
whi t ef i sh, trout and char are: 80, 5.44 and $10. 45

respectively f.o.b. Hay River; $4. 24, $5.68 and  $10.89
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respectively f.o.b. Fort Smitn;, and, .$427, $5.91 and $10.92
respectively f.o.b. Yellowknife. Ulu Foods *  prices f.o.b.
Yellowknife are whitefish, $6.18 and char, $10.58 per kil ogram

Al though local fishernen sell northern fish to institutions, it
Is on an ‘ad hoc’ basis. Supply is sporadic and prices are very
low to ensure quick sales. Conpetition fromlocal fishernen is
estimated to capture a portion of potential sales by North
Country Foods. Due to local supply patterns, it is difficult to
accurately estimate how much fish is supplied by |ocal fishernen.

It is estimated that the nmarket penetration price for northern
fish in Yellowknife be $5.30 kg for whitefish, $7.39 kg for trout
and $10.75 kg for char. Potential annual volumes of northern fish
by community are presented in Table 7.

Table 7: Potential Annual Volunme of Fisn - Institutions
Yellowknife: Hay River: Fort Smth: Fort Sinpson

Char 780.0 163. 2 98.8 46. 8

Whitefish 473. 2 244. 4

Tr out 473. 2

Note : Vol unes presented in kg.

2.8 NORTH COUNTRY FOOD MARKET SHARE - | NSTI TUTI ONS

Tne opportunity for North Country Foods to capture potenti al
demand for country food has been assessed in |ight of the
foll ow ng baseline assunptions:

e That Northern Country Foods can guarantee consistent delivery of
a high quality product;

*That  North Country Foods’ nmeat prices will be conpetitive wth
Ulu Foods’ prices f.o.b. Yellowknife, Fort Smith, Hay River or
Fort Sinpson or, conpetitive wth beef F.0.B. the above
communi ti es;

*That  North Country Foods’ fish prices will be conpetitive with
Ulu Foods’ prices and FFMC prices f.o.b. Yel | owknife;

*Tnat North Country Foods will actively market country food
products to South Mackenzie institutions;

*That North Country Foods will offer a delivery service to
institutions located in Yellowknife.

-18-
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2‘ .8.1 Country Meat

It cannot be assuned that North Country Foods will automaticall
capture 100% of the market potential for country meat in Sout
Mackenzie Region institutions. It is recoomended that North
Country Foods concentrate on capturing t he Yellowknife
institutional nmarket in the first year. Al other factors being

equal , we velieve that this is possible given tnat ordering from
North Country Foods will be nore convenient than purchasing neat
from Ulu Foods. If North Country Foods aggressively pursues

contracts south of Geat Slave Lake, we believe that they can
capture potential demand for country neat from Hay River and Fort

Smith institutions in year 2 and Fort Sinpson In year 3. We
bel i eve t hat potential demand volunmes quoted to us by
institutions are baseline volunmes only. [f North Country Foods

actively nmarkets a variety of products to institutions, there is
the potential for institutions to include country neat on their

rotating menus nore often. We have translated this potential

increase in aemand at a nodest 1% per annum  Tabl e 8 displ ays

five year forecasts for country neat products which North

Country Foods may capture from the south Muckenzie Region

institutional market.

The new Stanton Yellowknife Hospital is expected to open in the
spring of 1988. The facility will acconmodate 135 beds (tw ce the
size of the existing facility). In addition, Seniors "86, a 30
ped personal care facility with a central kitchen, wll be
conpleted during the spring of  1987.

Apart fromtwo new facilities in Yellowknife, it is anticipated
tnat the popul ation of South Mackenzie Region institutions Wwll
remain stable during the next five years.

It is understood that the Fort Smth Hunters & Trappers
Association is presentl¥ seeki ng approval to commercially market
caribou from the Beverly Herd. epresentatives of the HTA are
| obbying the Dept. of Renewable Resources, G.N.W.T. and the
Beverly Herd  Caribou Management  Board écorrpos_ed _of
representatives of federal, provi nci al an territorial
governnments) to establish a comercial quota on the herd. It is
unknown at  this time whether the Fort Smth HTA will be
successful in their efforts to establish a comercial quota for
the Beverly Herd.

2.8.2 Northern Fish

It is unlikely that North Country Foods can actively conpete with
fish sold south of the |ake by the Freshwater Fish Mrketing

Corporation as supply from FFMC woul d be cheaper, nore convenient
and the product fresher than from otner sources. W have

therefore forecasted that North Country Foods will capture the
Yel  owkni fe market for northern fish only.

-19-
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Table 8: North Country Foods’ Market Share Forecast -

Institutions
Country Meat 1986* 1987 1988 1989 1990 1991
Vol ure” (kg) 3052  7142.7 7343.7 T7417.1  7491.3  7566.2
Price 8.00 8.32 8. 65 9.00 9. 36 9.73
Val ue ($) 31616. 56825. 63523. 66754. 70118. 73619
Wit efi sh
Vol une 473. 2 477.9 482. 7 487.5 492. 4 497. 3
Price 5.30 5.51 5.73 5.96 6. 20 6. 45
Val ue 2508. 2633. 2766. 2906. 3053. 3208.
Tr out
Vol ume 473.2 477.9 482. 7 487.5 492. 4 497. 3
Price 7.39 7.69 8.00 8. 32 8. 65 9.00
Val ue 3497. 3675. 3862. 4056. 4259. 4476.
Char
Vol une 780 787.8 795.7 803.6 811.6 819.7
Price 10. 75 11.18 11.63 12. 10 12.58 13.08
Val ue 8385. 8808. 9254. 9724. 10210. 10722
Tot al
Vol une 5678. 4 8886. 3 9104. 8 9195.7 9287.7 9380.5
Val ue 46006. 71941. 79405. 83440. 87640. 92025.
1986 Volumes & val ues have been included to illustrate the

basel i ne year.

Prices have been inflated at 4% per annum
Vol unes nave been inflated at 1% per annum

~20-
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2.9 EXI STI NG DEMAND FOR COUNTRY FOOD - HOSPI TALI TY INDUSTRY

A tel ephone survey of 14 restaurants in the South Mackenzie
region was undertaken. Results of this survey are summarized in
Appendix C. O the restaurants surveyed, ten currently serve
country food, five serve both northern neat and fish, and five
serve northern fish only.

Acording to industry representatives, the demand for country

food in the hospitality industry is bY visitors. Mst residents
have access to country food thus, wll not purchase country food
products while dining out. It is interesting to note however,
that nost industry representatives either stated that they had no
seasonal peak in the demand for country food, or, that if there
was a seasonal denmand, they did not know when it was.

Apart from the demand for country food by restaurant patrons,
governnent  banquets constitute a portion of the total demand for
country food in the hospitality industry. In Yellowknife, the
Territorial CGovernment averages between 40 to 50 banquets per
year with an average size of 35 people. The  Dept. of
Intergovernmental Affairs & Protocol designs the banquets in
consultation with industry personnel. The current annual denand
for country food in the banquet segnent of the hospitality
industry is, caribou 598 kg and char 884 kg.

The existing annual demand for country food in the hospitality
i ndustry (excluding banquets) is: caribou, 2270.4 kg;  nuskox,
2003.6 kg; char, 3229.4 kg; smoked char, 296.4 kg; and whitefish,
365 kg. Only one restaurant surveyed serves |lake trout, existing
demand for this species was unavail abl e.

Char apBears to be the country food product that is nost often
ordered by restaurant patrons, thus nost in demand by restaurant

operators. The supply of char to Southern Mackenzie restaurants,

however , a%pears to be sporadic. For exanple, the Ofice Lounge
in Yellowknife, has received char from Canbridge Bay, Inuvik and
Rankin Inlet. They are now ordering char from Pangnirtung. In
addition, the Yellowknife Inn has received char from a nunber of

suppliers across the N.w.T. and is now receiving char from
Rankin Inlet (a seasonal operation open three nonths each year).

Discussions with a representative fromN.W.T. Air revealed a
reluctance to ship char fromthe eastern Arctic as the conpany
has been left with tainted fish that an operator in Yellowknife
refused to receive. !
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Ulu Foods supplies caribou, muskox and char to Southern Mckenzie
restaurants . Overall, reaction wth respect to the quality of
product being received from Ulu was positive. A representative
fromthe Yellowknife Inn stated that Ulu Foods ' quality has
i mproved steadily over tne past five years. He did note, however,
that Ulu appears to have a problem acquiring and maintaining
qualified butchers and that the lack of qualified nmeat cutters is
sonetines reflected in the quality of their product.

2.10 POTENTI AL DEMAND FOR COUNTRY FOCD - HOSPI TALI TY | NDUSTRY

Unlike the market for country food in Southern Mackenzi e
institutions where demand is based on the size of the facility
and the frequency that country food is served, it is difficult to
assess the potential demand for country food in the hospitality
industry. Factors that will inpact tne potential demand incl ude:
shifts in consuner tastes (ie shifting frombeef to |eaner cuts
of meat); an increased know edge and acceptance of country food
by restaurant patrons; the quality of product received by the
restaurant; the quality of product produced by the restaurant;
the price; and, the restaurant’s country food marketing efforts.

Of the restaurants surveyed, those that offer ‘ethnic food °
(Cninese, Italian, etc.) and franchises (M. Mikes, Kentucky
Fried Chicken, etc.) were not interested in testiimg the market
potential for country food.

Overall , nost industry representatives interviewed, stated that
they would be willing to test narket a variety of country food
products in their restaurants. Then, based on sales and customer
reaction, would assess the longterm nmarketability of various
products. Industry representatives were most interested in snmoked
char, whitefish and trout as well as muskox steak and, nuskox and
caribou specialty itens.

One potential country food custonmer which should be pursued zs
Yk Inflight Services, N.W.T. Ar and P.W.A.'s food caterer.
Di scussi ons W th representatives of YK Inflight Servi ces
confirnmed their interest in introducing country food in their 6
week rotating menu. Approval nust first conme however fromthe
client airlines. Reaction froma representative of N.W.T. AT
with respect to serving country food on their flights was
positive. Potential volune per selection on the 6 week rotating
menu is 136.4 kg.

The positive reception of the N.W.T.'s pavillion and its
restaurant, Icicles, at Expo 86 has the potential to inpact the
future demand for  country food in the hospitality industry.
Icicles serves primarily foods indigenous to the north including
snmoked and fresh fish, nuskox, caribou and northern berries and
vege}ables. Muskox is one of the nore popular menu Itens at
I cicles.

-22-
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The G.N.W.T. is attenpting to broaden the acceptance ana
know edge of country foods by N.W.T. residents . To this end,
consideration is currently being given to staging a country food
fair in Yellowknife either in the fall of 1986, or the spring of
1987. The fair will bring together producers and suppliers of
country food with potential consumers.

An analysis of historical data with regard to visitation to the
Fort Smth Region was undertaken by Lutra Associates in 1986(1)
Fromthis analysis, forecasts on future visitation patterns were

devel oped. It was estimated that visitation to the Fort Smth
Rbg|qn woul d increase by 3% per annum over the next ten years. In
addition, it is understood that the Travel Industry Association

is planning to initiate a conprehensive marketing program W
believe that this program coupled with the interest in the NAT
generated by the NWT pavillion, has the potential to positively
I npact visitation to the Fort Smith Region

Ten of the fourteen restaurants surveyed expressed an interest in
receiving country food froma supplier located in Yellowknife.
Considerations that will influence su%FIier choi ce include:
conpetitive price, consistent supply and high quality product.
Unl 1 ke institutions, the hospitality industry does not operate on
tight purchasing budgets and wll price country food products
according to their purchase price plus margins. As industry
representatives were wunwilling to estimate their potenti al
demand for country food expressed in volume, ©opaseline potential
country food demand figures are 1986 current demand |evels.

2.10.1 Country Meat

The total potential annual denmand for country neat by the
hospitality industry has been calculated at 6034.6 kg. This
figure includes 1173 kg, which is the potential demand from Yk
Inflight Services if one caribou/muskox selection is integrated
into their 6 week rotating nenu. It does not include existing
demand for country neat by Netties Pyroghy House (10.4 kg) as
once tneir existing inventory has been sold they are not planning
to re-order country neat.

At present, Ulu Foods is the only supplier of country neat to the
Yel | owkni fe market. The average price of caribou and muskox from
Ulu Foods (excluding sides and quarters) is $11.21 f.o.b.
Yellowknife. I n addition, Ulu offers a 10% discount on
whol esale orders over $500.00 and a 15% di scount on whol esal e
orders over $1000.00. On average, Wwe believe that restaurants
are eligible for a 10%discount, thus the average price for
caribou and nuskox fromUu f.o.b. Yellowknife is $10.06. In the

(1)Lutra Associates Ltd. “Economic Study of the Proposed East Arm
Park, Part |.” Aug. 1986.
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two other market segments investigated (retail and institutional)
t he mar ket penetration price for caribou and muskox  was
cal cul ated at an average of $8.00 per k%i The nmarket penetration
price then, of caribou and nmuskox in the hospitality industry is
assuned to be elastic, ranging from $8.00 to $10.06 per Kkg.

2.10.2 Northern Fish
The total annual potential demand for northern fish in the
hospitality |ndustr¥ has been assessed at 4113.4 kg for char and
365 kg for whitefish.

As mentioned in section 2.9: Existing Demand for Country Food -
Hospitality Industry, there are a nunber of conpanies currently

supplying the  hospitality industry wth char. However,
restaurateurs  encounter difficulties in accessing Arctic char
once the seasonal operations close. Prices for Arctic char

f.o.b. Yellowknife are: Canbridge Bay, $8.60; Rankin Inlet,
$§8.52; Pangnirtung, $6.44, Seafood Qutlet, $10.89, Ulu Foods,
$10.58 and FFMC, $10.92. The market penetration price for char
for North Country Foods has been cal culated at $10.75 kg.

Restaurant operators surveyed receive whitefish either from FFMC
or fromlocal fishernen. The price for whitefish fromFFMC f.0.b.
Yel lowknife is $4.27 kg; in Hay River the price for whitefish is
$3.80 kg. Wile local fishermen sell whitefish to restaurants in
Yel | owkni fe and Hay River, their price for whitefish is generally
very low to ensure quick sales. Using our narket penetration
price calculated for the institutional market, the rmarket
penetration price for whitefish in the hospitality industry
mar ket segnent is $5. 30.

2.11 NORTH COUNTRY FOODS MARKET SHARE - HOSPI TALITY | NDUSTRY

The potential for North Cbuntr% Foods to capture a share of the
mar ket for country food in the hospitality industry has been
assessed in light of the follow ng baseline assunptions:

*That North Country Foods can supply a variety of consistently
hi gh quality products;

e That North Country Foods’ neat prices will be conpetitive wth
Ulu Foods’ prices f.o.b. Yellowknife and Hay River;

*That North Country Foods’ fish prices will be conpetitive with
other northern fish suppliers’ prices f.o.b. Yell owknife;

*That  North Country Foods will actively market country food
products to South Mackenzie Region restaurants; and,

*That North Country Foods will offer a delivery service to
restaurants located in Yellowknife.
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2 .11.1 Country Meat

If North Country Foods aggressively pursues the hospitality
industry nmarket in Yellowknife and Hay River and offers a high
qual ity product, we believe that it is possible for North Country
Foods to capture 100% of the potential demand for country neat in
this mar ket  segnent. A country food supplier” located in
Yellowknife would elimnate these tasks/expenses currently
Il ncurred oy restaurant operators: |ong distance phoning to
place orders; driving out to the airport to pick up nmeat orders;
and, carrying a large inventory of neat to keep air freight
costs at a m ninum ,

2.11.2 Northern Fish

If Nortn Country Foods has adequate storage space to maintai
| arge inventory of char, then it will be possible for the store
to supply char year ‘round to south Mackenzie restaurants. This
consistent supply would alleviate the need for restaurateurs to
| ocate another supplier once tne seasonal operations close. If
tne store can offer a high quality product, delivered to the
restaurant, then we believe that North Country Foods can capture
75% of the potential demand for char by the hospitality industry.

It is unlikely that North Country Foods will be able to capture a
| arge portion of tne potential narket share for whitefish in the
hospitality industry. Three of the restaurants surveyed currently
serve whitefish: one definitely would not consider changing their
current supplier (FFMC); another one is a seasonal operation (The
Wl dcat Cafe) - they receive whitefish froma local fisherman who
they have dealt with for over five years; the third restaurant is
|located in Hay River - they receive a good product at a fair
price. It is estimated the North Country Foods will only be
utilized occasionally by these three operations and only when
there is difficulty accessing whitefish from their current
suppliers.

Table 9 displays North Country Foods’ forecasted market share for
country food in the hospitality industry market segment.  Countr
food volunes have been inflated per annum by the rate o
proj ect ed popul ati on percentage increases; by  forecasted
Increases in visitation to the Fort Smith Region;, and by 1.5%
per annum due to increased awareness and acceptance of country
food products, a variety of new specialty products, better
mar keting of country foods, etc. Prices have been inflated by 4%
per annum
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Tabl e 9:

North Country Foods Market Snare Forecast - Hospitality
I ndustry
1986 1987 1988 1989 1990
Country Meat
Vol une (kg) 6034.0 6377.9 6741.4 7112.2 7496. 3
Price (%) 8.00 8.32 8. 65 9.00 9. 36
Val ue 48272. 53064. 58313. 64010. 70165.
Char
Vol une Skg) 3085. 0 3260. 8 3446.6 3636.2 3832.5
Price ($ 10.75 11.18 11. 63 12.10 12.58 :
Val ue 33164. 36455. 40084.  43998. 48213.
Vol une 9119.0 9638. 7 10188.0 10748. 4 11328. 8
Val ue 81436. 89519. 98397. 108008. 118378.
-26-
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2.12 COUNTRY FOOD SQURCES

Harvesting country food in the north has traditionally been a

seasonal activity for nost conmunities. As a result the end
product for human consunption has usually been in storage for a
consi der abl e peri od. Cold storage is available to nmost
harvesters in the formof comunity and hone freezers. Under
proper weather conditions both red meat and fish are dried gang
stored for considerable periods in dry form Athough fresh
roduct is probably preferred by the majority of the market, both
rozen and dried country food products can be mar ket ed
successfully. The following discussion reviews the fisn ‘and
wldlife that is available for comercial purposes in the western
Nort hwest Territories.

2.12.1 BARREN GROUND CARI BQU

Hunting barren ground caribou is regulated by the Wldlife Act
adm ni stered by the Departnent of Renewable Resources, Governnent
of the Northwest Territories. It restricts hunting for comerci al
sale to holders of a General Hunting Licence. Quotas on the
nunbers of barren ground caribou taken for comrercial sale are
set by caribou herd and wildlife managenent unit and zone. Quotas
presently in place are sumarized in Table 10.

Table 10 - Commercial Quotas for Barren Gound Caribou in the

Her d Quot a Comunities with access to tags

Hol man I sl and, Ca_rrbridge Ba;?uu

Bl uenose 800 | nuvi k, Tuktoyaktuk, Paul atuk,
Coppermne, Fort Franklin, Fort -
Good Hope, Fort Norman, Nornman
Vells, Colville Lake

Mel vi | | e/ Wager 550 Pelly Bay, 1Igloolik, Hall Beach,
Repul se Bay
Bat hur st * 100 Coppermine, Yellowknife, Rae,
Lac la Martre, Rae Lakes, Snare
ke Lake, Detah
Banks | sl and 5 Sachs Har bour

5SS
e The posted quota f%)r tne Bathurst Herd limts the use of caribou
for special events like Caribou Carnival; it does not permt
retailing of unprocessed caribou nmeat. Oficials in the Wldlife
Division have iIndicated verbally that a comrercial quota of 650
c?riggéj fromthe Bathurst herd will be established for the fall
of 1986.
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All holders of the General Hunting Licence are eli gible to
receive comercial caribou tags - one tag per carcass. Once
tagged the carcass can be sold by the huntef to any person. The
prospect of a commercial quota for the EBathurst herd which
Wi nters near Yellowknife provides and opportunity for a retajl
outlet to arrange for |local Ceneral Hunting Licence holders to
engage in “market hunting” for an exclusive client. On the other
hand it also allows the General Hunting Licence holder to ol
out for a higher price than offered by a local retailer and
thereby serving the same market as the retailer. The retailer
m ght offer a better and |arger product line and better servjce
than can be offered by the hunter in order to nold his/her market

share for the caribou neat.

Caribou are normally hunted in the early fall before the rut when
animals are in peak condition or in early winter when travel is
easier and when handling in the field is not hanpered by fljes
and warm t enperat ures.

A business establishment wishing to purchase caribou for the
purposes of resale would require a "Licence to Deal in tne Mat
of Game”, as required by the Wldlife Act. The operation of a
business so licenced would be required to abide by the WIldlife
Busi ness Regulations whose general provisions are recited in
Appendix D, followed by regulations specifically prepared for
“Dealers in the Meat of Gane”. These regul ations are dated 24
Sept enber, 1984 and will apply to any retailing of neat that is
subject to the WIldlife Act of the Northwest Territories.

Recommendat i ons :

1) M. Cadi eux shoul d undertake discussions with Wldlife
Managenent officials to determne their policy on distribution of
commercial caribou tags. Marketing success of caribou neat wll
depend largely on the quality and price of the product. M.
Cadieux nust be assured of a high quality product. The best wa
to achieve this is for himto hold the tags directly and’ arrange
for the services of caribou hunters who provide him with

consi stently good carcasses.

2) As a secondary source of caribou, it is recommended that a
product supply expediting system be arranged with Copperm ne and
Canbri dge Bay.

3) It is recommended that the a third option for caribou supply
be Ulu Foods in Inuvik.
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2.. 12. 2 Muskox

As with caribou, muskox hunting is regulated by the Wldlife Act
of the Northwest Territories. The meat of any nuskox killed in
t he Northwest Territories in accordance wth the Act and
regulations “may be sold commercially under the authority of a
comercial tag” (WIdlife Regulations dated 27 August, 1985).

Muskox quotas in the western Northwest Territories and the
comunities to which they are assigned are enunerated in Table 11.

Table 11: Miuskox Quotas and their Respective Comrunities in the
Western N.W.T. (as of 25 Sept., 1985) !

Communi ty Quot a Mal es Femal es
Baker Lake 6 4 2
Bathurst |nl et 10 ei t her
Canbri dge Bay 130 ei t her
Copper m ne 45 ei t her

G oa Haven 40 ei t her
Holman | sl and 110 ei t her
‘Keewatin WIldlife Fed. 10 ei t her
Melville Island 12 ei t her
Paulatuk 5 0 30 20
Sachs Harbour 2000 ei ther
Spence Bay 3 ei t her

Tukt oyakt uk 10 ei t her

v

o This quota of 10 tags for the Keewatin Wldlife Federation is
distributed to Keewatin Communities.

At the present time nuskox is retailed by Ulu Foods in Inuvik.
This establishment is a comercial enterprise owned by the
Inuvialuit of the western Arctic. The nanagement of Uu Foods
have indicated in a telephone conversation that they would be
willing to wholesale nuskox as well as other itenms in their
product line to a country foods retail outlet in Yellowknife. They
could provide it by frozen carcass or cut.

Di scussi ons with the Canbridge Bay Hunters and Trappers
Association, revealed that they would be willing to supply nuskox
to a retailer in Yellowknife at $2.00 per pound. The muskox woul d
be snipped in quarters. The Canbridge Bay H.T.A. contact person
is Bill Tar at 983-2426.
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Coppermine may also be able to supply a retail outlet in

Yellowknife W th nuskox. Di scussions with G\W, Economic
Devel opnent in CopFermine reveal ed that the Copperm ne HTA plan
to establish a retail country food outlet in the comunity in the

summer of 1987. It is understood that the HTA is currently
| obbying the GWI,  Dept. of Renewable Resources to get the
current comercial quota on nuskox increased. At tnis ting, they
have not cal cul ated whol esal e nmuskox prices.

Recomrendat i ons

1) Since there is no nuskox quota to which local huynters have
access, M. Cadieux nust nake arrangenents with comunities
having quotas. Communities with direct transportation links to
Yellowknife With quotas are: Holman Island - 110

Canmbridge Bay - 130

2) Ulu Foods shoul d ve approached to provi de nmuskox neat on a
whol esal e basis at a preferred price.

2.12.3 Bison

The neat of bison cannot now oe sold. There is however, a permt
issued to take animals from the Fort Providence nerd ‘for
scientific purposes. Tne distribution of the resulting neat is
adm ni stered by the comunity. In the near future, a hunting
season w |l be inplenented. It may be possible by nmaking the
appropriate representation while regulations are being devel oped,
that neat fromany legally hunted bison be nade avail able for
sale. This «could require the retailer to make arrangements wth
each individual Iicenced hunter.

Recommendat i on :

1) M. Cadieux should request government to treat bison the same
as nuskox and so legalize the sale of bison meat by comrercial
establ i shnent.

2.12. 4 Rei ndeer

Rei ndeer are produced commercially in the Northwest Territories
by Canadian Reindeer Ltd. near Tukt oyakt uk. Ani mal s are
sl aughtered in February of every year. Carcasses are shipped
whole to a distribute in central Alberta. At slaughter tine
carcasses are available from Canadian Reindeer Ltd. f.o.b. the
slaughter site. For the remainder of the year reindeer neat is
avail able from Lanbco in Innisfail, Alberta (Jim Conglin
t el ephone 1-403-227-3386). Deliveries are made to Ednonton tw ce
weekly. Mninmum orders are 50 kg and are in “block ready” cryovac
packages. Current prices for trinmmed reindeer cuts are: sides
$7.83/kg; and, hinds $9.37/kg f.o.b. Ednonton.
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2.12.5 Freshwater Fish

Commercial fishing in the Northwest Territories cones under the
aegis of the Fisheries Act of Canada. The Department of Fisheries
and Cceans sets quotas, seasons and other regulatory limtations.
Mar ket i ng | ocal |y caught freshwater fish in the Northwest
Territories s subject to permts authorized by the Freshwater
Fisn Marketing Corporation, a federal crown corporation with a
production and marketing nonopoly for western Canada.

Schedule V of the Fisheries Act provides |ocations, species and
vol umes of fish that may be taken for commercial purposes.
Literally hundreds of l|akes in the western Northwest Territories
have had quotas established for them In the area of Yellowknife,
the [ akes for which quotas have been set include:

Table 12 - Commercial Quotas for Freshwater Fish from Sel ected

Lake Speci es Vol umes (kg round)
Beniah Lake Wi tefish and Trout 5700
Blaisdelle Lake Wi tefish and Trout 800
Blatchford Lake Wnitefish and Trout 1500
Buckham Lake Wi tefish and Trout 1900
Desperati on Lake VWi tefish and Trout 1500
Germaine Lake Whitefish and Trout 1000
Gordon Lake Wi tefish and Trout 6300
Lac a Martre Wi tefish and Trout 7600
Mackay Lake Wi tefish and Trout 67400
Mosher Lake Val | eye 1100
Ross Lake Wi tefish and Trout 1800
Thistlewaite Lake \Whitefish and Trout 1900

Few if any of these |akes have been fished commercially in recent
years. Any person who has resided in the Northwest Territories
for six nonths prior to applying can hold a commercial fishing
licence which costs $5.00. On application any Schedule V |ake
other than Geat Slave Lake could be opened to comercial

fishing.

In the case of Great Slave Lake, commercial fishing licences are
adm nistered by the Geat Slave Advisory Conmittee. Great: Sl ave
supports a year round fishery. Table 13 summarizes commerci al
l andings for the 1984/85 fishing year in area |V (North Arnm) and
area V (Sinpson Islands and East Am). Willeye |andings for
nearby Tathlina and Kaki sa Lakes are included.
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Table 13: Landings for the 1984/85 Fishing Year in Areas |V and
V of Geat Slave Lake

Speci es
Mont h Wi tefish Tr out Inconnu Pi ke Wl | eye
Area 1v
Jul'y 20, 405 1,787 39 1,628 2
August 34, 275 929 285 4,416 240
Sept enber 75, 453 945 2,409 10, 937 2, 356
Cct ober 31,101 89 35 858 181 ‘
Area V
January 1,188 36 106
February 7,327 6 1,181 697 l
Mar ch 18, 426 17 7,253 1,324 9
Apri | 3,634 5, 360 432 1
June 136 453
Jul'y 2,112 5,374 65 183
August 66, 125 45, 296 3,470 8,172 921
Sept enber 89, 995 40, 241 2,575 15, 954 5,501
Cct ober 27, 449 906 10, 252 27,191 3, 007
Tathlina Lake
Novenber 1, 683
Decenber 1, 046
January 110
Apri | 1,701
May 2,075
Kakisa Lake
June 20, 443
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It would appear that a year ‘round supply of fresh fish is
avai l able from |l ocal sources for the retail trade in Yellowknife.

Li cenci ng:

A Dealer’s Licence is required for_the retailing of freshwater
fish in the Northwest Territories. Tnis licence i s issued ‘by the
Freshwater Fisn Mrketing Corporation at the request of the
Department of Renewabl e Resour ces, Covernment of the Northwest
Territories. Tnere is no charge for tnis | i cen Gomera

conditions and instructions for the special Dealer's Licence are
provi ded in Appendi x E.
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Recommendat i on:

1) That M. Cadieux develop purchase agreements wth |ocal
commercial fishermen to ensure a constant supply freshwater fish

2.12.6 Arctic Char

Commercial quotas for Arctic char have been set for sites near
numerous coastal communities Wth direct transportation links to
Yellowknife . Unfortunately transportation is not reliable enough
to offer fresh char to the Yel l owknife market on a regular basis.

Fresn fish nay be marketed however as a heaviby advertised item
“in season” if appropriate arrangenents are nmade with suppliers
in Holman |sland,  Copperm ne, Canbridge Bay and/or Rankin Inlet

and the appropriate airline.

The follow ng volunmes of char can be taken by conmunities wth
direct air links to Yellowknife:

Holman | sl and 4,500 kg round
Copper m ne 2,950
Canbri dge Bay 62, 100

Rankin Inlet & Ferguson River 20,400

The above fisheries are seasonal in tnat they net anadronous char
returning fromthe sea in August/Septenber. A guaranteed supply
Day require a local retailer to provide cold storage for North
Country Foods’ inventory. A nost all of the char from Canbridge

Bay is exported to the Freshwater Fish Marketing Corporation.

Reconmendat i ons :

1) That M. Cadieux access sufficient cold storage to enable
North Country Foods to market char year ‘round.

2) That M. Cadieux purchase sufficient char “in season” to neet
anticipated demand for the product. '

2.12.7 Marine Manmal s

Seals and whales fall under the authority of the Fisheries Act
and as such are managed by the Departnent of Fisheries and
Cceans. Both seal ang whal e products are marketed in the
Northwest Territories even though there are no provisions in the
Fi sheries Act for their conmercial use.

A) \Wal e

The principal part of the whale used for human consunption is the
skin or muktuk. In the western arctic, muktuk fromthe beluga
is taken annually by the Inuvialuit. The annual kill by Delta

whal ers ranges between 100 - 150 beluga. Ulu Foods markets the
mukt uk that exceeds the Inuvialuit donestic demand. Quantities
are available in 10 and 20 kg seal ed plastic buckets.
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There does not appear to be a business in the eastern Arctic that
offers a simlar product from the narwhal whose nuktuk is

considered by sone to be tastier than that of beluga.

Bj Seal

The ringed seal is the nost common seal in nortnern waters and
also the seal npbst comonly eaten by northern Canadians. Ulu
Foods can supply seal neat on demand but does not normally carry
it because of [ow demand. Should a narket for seal meat devel op
in Yellowknife, arrangements could be nmade for dressed carcasses
to be supplied from Holman |sland where many seals are taken
annual Iy for the local handicraft industry.” Wen handling and
storing seal, care nmust be taken to rotate the inventory due to
the rapid deterioration of the highly volatile fats and oils
present in seal tissue.

2.12.8 Fruit and Vegetabl es

Commercial agriculture in the Northwest Territories has not
devel oped to be a major economic activity. There are however
several active nmarket gardens near Hay River, Two farmers that
produce fruits and vegetables for retail sales are Ben
Geenfield, who produces greenhouse and field vegetables as well
as fruit, and Greg Haist, who produces field crops only. The

Geenfield %ardens produce:
r

ubarb |l ettuce
oni on greens cnard
cucunbers t omat oes
beet s peas
beans pot at oes
carrots turnips
punpki ns squash
zuccnini Saskat oon berries

crab apples

Mr. Geenfield indicated that wthout enlarging his | and base, he
woul d be unable to serve a l|arger market. But , w thout a
sustai ned market he could not justify enlarging his |and base for
I ncreased production.

Geg Haist has been producing potatoes (red and white) and
carrots for several years. He markets his produce in bulk (SO kg
units) and indicates that this aspect nmakes retailing directly to
the consunmer difficult since nost consuners are accustoned to a
washed and bagged product in 5 - 10 kg units. If cool storage (I-
4C) is available it may be possible for a retailer to uy
potatoes and carrots in bulk and offer the product in |oose form
so that consumers can pick and choose the size and nunber

desired.
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At the present time it may be possible to secure a reliable
sﬁpply of northern pot at oes. In the future it may be poOsSSI ble to

I ncrease
producti on
demand.

the line of seasonal produce as northern gardeners’
expands in response to consistent and reliable nmarket
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2. 13 NORTH COUNTRY FOODS - LUNCH SERVI CE OPTI ONS

Al t hough beyond the mandate of this feasibility assessnent, Mr
Cadi eux requested that Lutra Associates undertake a cursory
assessnent of the viability of establishing a food service
operation specializing in northern country foods. Three operating
scenarios were discussed: a full service, [licenced restaurant
serving lunch and dinner; a fast food, cafeteria style restaurant
serving lunch; and, an in store deli counter offering take out

| unches/snacks . It was concluded by the Lutra study team that
even a cursory examnation of both the full service and the
cafeteria style operations would be conplex and tine intensive

I'n consideration of the potential capital investnent and

organi zational planning required to set up either of these
operations it is our opinion at mnimum a pre-feasibility
I nvestigation would be required to draw conclusions wth
respect to viability. Thus, these operational scenarios were not
I nvesti gat ed.

2.13.1 Lunch Counter

Over the past five years the characteristics of Yellowknife's
lunch market have changed. Not only have the nunber of |unch
service operations increased, but the variety in lunch products
offered has also expanded. Consuners can choose from an
exPensive, mul ti-course lunch to a quick take out sandw ch. One
relatively recent introduction to Yellowknife' s lunch market is
the take-out lunch counter. Apart from Kentucky Fried Chicken,
there are four such operations in Yellowknife, three of which are
located in retail food stores. Althougn information with regard
to current lunch sales fromthese four operations is unavailable,
onsite customer traffic observations were undertaken, and it was
noted that during peak lunch hours (12-1) that these operations
do a brisk lunch trade.

2.13.2 Qperational Design

A North Country Foods take out |lunch counter would sell cold
sandw ches, sal ads, hot sandw ches, beverages and dessert
sel ections. Sandwiches would be prepared to highlight various
country food specialty itens (ie. snmoked char and cream cheese
caribou salani , nuskox salam, etc.). The |lunch counter would
utilize di sposabl e paper products. In addition to in-store
equi pnment (refrigerated neat display case and neat slicer) the
followng equipnent would be required to set up a lunch counter
a pop cooler (supplied by the distribute); a coffee naker; a
food preparation area (cutting board and sink); and, a mcrowave
oven.

The lunch counter would not require additional staff as nornings
are traditionally a slowtine for retail operations, therefore
existing staff could handl e additional demands.
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2:13.3 Concl usi ons/ Recommendat i ons

Apart from lunch sales, a take-out lunch counter situated in
North Country Foods‘ retail store would also function as a
mar ketin tool . The counter would draw people into the store,
l unch selections would highlight North Country Foods products.

In order for the in-store take-out |unch counter to have any
i mpact on store revenues, North Country Foods would have to be
| ocated in the downtown core to capture the concentration of
office workers.

It is recomended that North Country Foods integrate a small
scal e lunch counter into the retail operation if the sStore s
| ocated in a downtown |ocation.
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2. 14 NORTH COUNTRY FOOD MARKET PENETRATI ON AND SUPPLY:
A FI VE YEAR FORECAST

The study ternms of reference suggest and the analysis indicates
t nat there is a requirement to develop a specific demand and
supply scenario indicating optinmum business conditions . The
scenario represents a set of conditions which will be available
to North Country Foods regarding the delivery of country food
products to the study area markets.

Three different sets of conditions were tested to establish the
opti mum supply and demand scenari o. Low, medium and hi gh supply
cost scenarios are presented in Tables 14, 15 and 16. In each
scenario demand |evels are nmaintained, While supply costs are
varied according to the proposea supply centre for caribou
products. Sales estimates are considered to be conservative given
the relatively large retail, hospitality and institutional
mar ket segnents in close proximty to Yellowknife.

The critical factor in the devel opnent of North Country Foods
will be its ability to acquire supply at reasonable costs. A key
issue in supply development will be the availability of Bathurst
caribou. Qur analysis indicates that the cost of supply will be
greatly reduced as t he availability of Bathurst caribou
I ncreases. The three scenarios examine different |evels of
Bathurst caribou supplied to North Country Foods.

These are:
1) Median Supply Cost Scenario - Table 14,

Bathurst Caribou - 65% of annual requirenents,
Caribou from other sources (Inuvik, Norman Vells,
Coppermine) - 35% of annual requirenents

In the first year, North Country Foods will require 291 caribou

while in year 5, ~ 538. At the 65% Bathurst level, North Country
Foods will require an estimated 29% to 53% of the current
Bathurst caribou herd comrercial quota. Factors affecting this
supply level are: a) conpetition for resource; b) distribution of
comercial quota to user communities; and c) drastic declines in
cari bou popul ation. Based on the exanple of comnmercial quota
di stribution for the Bluenose caribou herd (1), _ It is probable
that the ratio wll be maintained during the initial 5 year
forecast period for the proposed busi ness venture. ‘

(1) The Bluenose caribou herd had commercial quota of 800 - 850
animals. Tne quota has never been fully utilized.
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2) High Supply Cost Scenario - Table 15 (see Appendix G

Bat hurst Caribou - 29% of existing comrerci al quota annually,
and

Caribou from other sources - increasin%bannuall to meet the
I ncreasing supply requirements of North Country Foods

3) Low Supply Cost Scenario - Table 16 (see Appendix G
Bat hurst Caribou - Total supply from the Eathurst Herd.

i

In the low supply cost scenario, it is estimated that North
Country Food’s requirements will range from 45% of the existing
commercial quota in year 1to 83%in year 5.

Tne follow ng are assunptions and conclusions regarding the
supply scenari os.

*The indicated demand for country food products in the
study area is continuous throughout the year

*Tne existing demand for conpetitive products (ie. beef,
inported fish and to a degree, currently available
country f ood products) is conpetitive and has a

conti nuous supply cycle in the study area.

e Country food ﬁroduct supplies are currently distant from
designated North Country Food markets and their supply is
seasonal as opposed to continuous. The analysis indicates
that North Country Foods will be capable of devel oping a
supply network for products and, through proper inventor
storage will be able to deliver a continuous supply

to consuners.

*Nortn Country Food target market segments require a high
quality and conpetitively priced, fresh product.

e A host of country food products are available to
consuner markets, however nuskox, caribou, Arctic char,
and whitefish constitute the principal product mx for
study area markets. Demand characteristics inmply the
follow ng product mx ratios and are assumed to apply for
the market segnents exam ned:

Country Meats: % Fi sh: %
Cari bou 70 Arctic Cnar 65
Muskox 26 Wi tefish 23
Q her 4 Q her 12
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neat products  consist of locally harvested small

gane , while other fish products are lake trout, and muktuk,
etc. These are considered secondary products. It is also

assuned t

hat these other products have nmarket potential. These

secondary products however, require product = testing/ market

exPosure
sel ling

to determine demand |evels. Based on the — average
price for conpetitive beef products, reindeer and

bison supply costs f.o.b Alberta exceed the beef price

aver age.

It may be found that bison and reindeer can be

devel oped as specialty products with a high selling price.

® Existing

supply options for Nortn Country Foods product m x

procurement include: a) the purchase of products from existing

supply i

Countty Foods, FFMC, etc.);

avail abl e

nes for northern countH% f??&f(ﬁi?g %si?og , $%%BPP§

country food products (ie. caribou, whitefish

lake trout) from contracted |ocal harvesters; —and c) a mx of
the above conditions. The actual annual mx wll depend on
cost, availability , reliability and quality of supply.

Table 14 outlines the median supply cost scenario describin

five year

a
mar ket share forecast for North Country Foods. Qhe

analysis indicates that the nmedian supply cost scenario is most

probabl e for
condi tions.

North Country Foods given existing supply and demand
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TARLE 14¢ NORTH COUNTRY FOGDS' FIVE YEAR FORECAST OF MARKET SHARE

MEDIAN SUPPLY COST LEVEL SCENARIO

SALES

FISH:

Arctic char

Whitefish
her

Sub-total:

COUNTRY keas
Caribou
Muskox

ot her
Sub-totai:

TOTAL

COST (¢ GOODS SOLD

Caribou
Muskox
Arctic char

¥hi tefish: Dressed

Other Meats

Other Fish and Marine

Massals
TOTAL

Cost of Freight

Cast of Storage/0 & M

GROSS PROFIT

GROSS MARGIN %

o A sedian supply cost level is derived from the cost of delivering a supply of caribou to meet five Year dew and
forecasts at a ratio of 5% Bathurst Caribou Herd, 35% from other supply centres SUCh as Ulu Foods,
or (asbridge Ray.

YEAR 1

YEAR 2
Volume kg. (Sales $) Volume kg, (Sales ¢) Volume kg. (Sales $) Volume ka, (Sales $)

YEAR 3

YEAR 4

YEAR 5
Volume kg. (Sales $I

5158
1825
952

7935
17250
6407
986

24443

32578

55449
9673
63133

T1424
138001
51257
7886

197144

268568

46300
28192
28632
2515
2997

4160
186795
30164

7608

124p09

461

55bb
1770
1027
85h3
22188
239
1267
31687

40250

62228
10855
67562
79845
184545
68545
10545
263636

343481

65212
38062
233n
2822
4087
4463
137944
J9158
7560
158819

467

-41-

5987
2119
1105

9211
25542
9487
1460

36489
45700

69529
12139
7253

89031
p@g4l
B2Ab4
1283
315630

484651

78849
46022
X403

3156
4798

4794
164821
45594
7938

1856087

A2

b4l
2268
1184

9863
78350
16716

1649
41214

51077

11512
13528
7840

98933
259648
%44 |
14837

370926

469959

93512
54581
29684
3515”
5638
5175
192107
54808
B335
214609

461

5550
2318
1209

18977

31791

11008
1817

45415

55492

82420
14310
127

109496

2175577,

110522
17883

425084

534580

1091%
63151
31847
373
6461
8408
21791
62540
8752
241498

45%
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ANALYSI S OF SALES AND EXPENSES TABLE 14

Sal es :

*Base year estimates of volume and sales are presented
for 1986. The five year forecast of sales is increased

at 4% annually.

* g?regate demand volumes and sales are detailed in Table
14 for each of tne retail, institutional and hospitality
mar ket segnents descri bed. Di saggregated product m X
information is presented for each of the hospitality and
institution markets in Tables 8 and 9. It is assuned that
the product mix will further apply to the retail sector.
2Pr104?UCt mx ratios are presented above (see section

Cost of Goods Sol d:

*cost of goods percentages are calculated for each
product on the basis of transportation and storage
requirements, and product cost. From di scussi'ons with
exi sti n% product suppliers, as well as governnent
personnel vis-a-vis conmmercial resource harvesting, 1t is
assuned that product supply will neet North Country
Food's initial demand requirements as follows:

Cari bou: _
Bat hurst Herd - 191 aninals conbined fall and wnter

sl aught ers. It should be cautioned that the method of
distribution of commercial tags nmay create supply
problems fromthe Bathurst Herd. Gven that 650 tags are
designated for commercial harvest and North Country Foods
will be an active conmpetitor for supply, it is reasonable

to assune the above supply |evel. or ~quality control
purposes, it has been assuned that North Country Foods
\r/1M||d contract the slaughter of aninals to trained, tag
ol ders.

Tne average carcass price for Bathurst caribou is
conputed as follows: 1 animal = 59 kg.(l), average price
per kg. $2.00 (freight excluded): carcass price “§118.

Transportation to be paid by North Country Foods’ .
Di scussions With Raecom Air Ltd. of Yellowknife indicated
that during the past 5-10 years, fall animals were taken
an estimted 140 air mles distant from Yellowknife,
while winter animals were an average 85 air mles

- —— - — - ——

(1) Discussions with Dept. of Renewable Resources, Ulu Foods
and Raecom Air Ltd.
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di stant. Assuming an equivalent nunber of aninmals
sl aughtered during each of the winter and fall peri ods
to conpute distances conbined with aircraft capacity and
price per nmile, the freight costs for supply are conputed
at $.71 per kg.

Ulu Foods - To ensure a consistent supply, 100 animals

from other available sources have been incorporated into

totals. Presently Uu Foods in Inuvik has caribou

carcasses for sale. The carcass price is $4.40/ kg. It

should be noted that this price is subject to change

depending on the supply that Uu Foods has available from,
its own suppliers. Transportation costs are cal cul ated

at $1.00 per kg. from Inuvik.

A furtner variable included in the supply cost of sales
I's the cost of storage. If intake is tw ce annually and
approxi mately 4 montans apart, then storage wll be
required for an estimated 67% of the total supply .
Storage cost estimates are based on utility estinmtes
for the freezer unit.

MusKox :
It is assumed that a product supply will be available as
outlined from Canbridge Bay and/or Coppermine. Base year
requirements given an average yield of 68 kg.(1l) per
animal are 95 ani mal s. Muskox is sold by the H.T.A. in
Canbridge Bay for $4.40 per kg.

A preferred rate may be negotiated with N.W.T. Ar,
however rates wll be based on volume and nost likely
will carry the standard freight insurance policy rate
($1.10 kg) only. Current freight rates from Canbridge Bay
and Coppermine to Yellowknife are $1.40/kg. for vol unes
in excess of 200-500 Kkg.

Storage Wl be required for an estinmated 67% of the
animal s as slaughter occurs in the fall and w nter
peri ods.

Arctic char:

It is assumed that the supply will be available from
Canbridge Bay, Holman Island or Coppermine. Supply costs
are estimated at $4.00/kg., while freight costs are $1.40
per kg. Storage will be required initially for the
entire Arctic char supply as it is  available in the
August / Sept enber  peri od.

(1) Source: Ulu Foods”
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Vi tefish:
It is assumed that the supply will be regularly available
locally. The supply cost 1s calculated from existing FFMC
prices plus GNW subsidy and average FFMC rebate for the

past two seasons. Tne supply should not require
prol onged storage. The price paid to local fishermen is
conputed at $1.35 per Kkg.

O her Meats:

G her neats include locally available small game. The
cal culation of cost of goods is based on the sanme
scenario as caribou with product costs at $2.00 per kg. .
It is estimted that storage and transportation costs
will increase the product cost to $3.00 per kg. and yield
a cost of goods percentage at 38%.

QG her Fish and Marine Manmal s:
O her fish include |ake trout and mnukt uk. The supply of
| ake trout is available locally while nuktuk is inported

fromeither Ulu Foods or Frobisher Bay. A mx of other
products favouring |ake trout should produce a cost of
goods not exceeding 66% Lake trout is currently $2.75

kg. while nmuktuk is $4.13 kg fromlnuvik in 5 gallon
pails. A higher cost of goods is included in order to
allow for specialty itens arriving from the Eastern
Arctic on a denand basis only.

*Goss Margin: The gross nargin is the percentage of gross
profit over gross sales.

~44-
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3.0 OPERATI ONAL CONSI DERATI ONS

Gven both the nature and volune of business anticipated, the
purpose of this section is to report on and recomend an
appropriate managenment and operational system As noted in the
mar ket assessment, the success of this proposed business venture
is contingent on consistent delivery of high quality products at

conpetitive prices and, fast, efficient service. The extent to
which North Country Foods can achieve these standards is |inked
to effective managenent and conpetent, well - trained staff.

Qperational considerations addressed in this section include
managenent, adm nistration,  staffing,  training, corporate
structure, security and regulations affecting operations.

3.1 STORE MANAGEMENT

In a small business, an effective store nanager nust assume and
be capable of addressing a wde range of tasks and
responsibilities. Those responsi bility areas nost pertinent to
the nmanagenent of a well-run, viable, retail operation have
been highlighted here.

A) Inventory Contro

Tasks

Tine inventory of North Country Foods will pe the store’ s |argest
current asset. The control and managenment of this inventory wll
be an inportant function of the store nmnager. Specific
considerations which will guide this task area are:

* Preparation of consunption forecasts to address seasona
intake requirements by species per month and per annum (first
year forecasts are provided in this feasibility study);

.Measurenent of actual nonthly consunption rates and the
adj ustnent of inventory intake (where possible) to reflect
discrepancies in forecasted and actual consunption rates;

* Devel opnent of an inventory control systemto track and
record Qerchandise - in, nmerchandise - out and nerchandise
-in stock;

.Monitoring of nerchandise with [imted shelf life to ensure the
hi ghest quality product is marketed.

.Conducting a physical count of inventory at the end of the
fiscal year

113

Proponent Experience/ Experti se:

M. Cadieux has experience procuring inventory required to a
stock a G.N.W.T. Renewapnle Resources warehouse. Eacn trappl ng
season M. Cadi eux has assessed inventory requirements and
acquired sufficient supplies for the upcom ng season
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Comment s:

* once an inventory control systemis set up, it will not be
difficult to maintain.

* Inventory intake nust be adjusted to continuous intake
products and seasonal intake products.

B) Personnel Managenent
Tasks :

It is the opinion of the consultant that personnel related tasks
and responsibilities will not occupy a 1ar§e port|on of the North
Country Foods * manager’s tinme . ] or asks w !l include:

.Interviewing and evaluating prospective enployees; and
* Monitoring and evaluating staff performances and productivity.

Proponent Experience/ Experti se:

M. Cadieux has supervised up to fifteen (15) men in his work in
m neral exploration.

Comment s:

* In order to nonitor and evaluate staff performances and
productivity, the nanager should have a working know edge of
the meat cutting/processing industry.

* Enploying fully trained, conpetent staff menbers may reduce
many personnel nanagenent rel ated tasks.

C Financial Admnistration

Proper financial admnistration and control is critical to the
success of any business. Administrative tasks will include, but
are not limted to:

Mai nt enance of a daily disbursenent journal;
Reconciliation of daily cash sales to cash reglster t ape;
Bank deposit of daily cash sales;

Cal cul ation and preparation of hi-weekly payroll

Posting | edger entries;

Payment of accounts payable and collection of accounts
recei vabl e;

Mont h-end bank reconciliation

° Preparation of nonth-end financial statenents; and
© Preparation of year-end financial statenents.

C % % * % ¥

Proponent Experience/ Experti se:

M. Cadi eux has no previous experience or training in small
busi ness financial adm nistration.
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Comments :

A nunber of options are available wth regard to addressing
financial admnistrative tasks:

1) The owner/operator manual | y undertakes all financia
adm ni strative tasks;

2) The owner/operator assumes some of the tasks, other
admnistrative tasks are contracted out;
3) The owner/operator enploys an In-house bookkeeper to undertake

all financial admnistrative tasks.

MacKay Conputing Ltd. offers a wide range of accounting’ and

processing services to small busines%. ~Programs are tailored to
suit the individual needs of each business. A price quote from
this firm is attached as Appendix |. A number of other loca
busi nesses also provide small business financial services (ie.

A-1 Bookkeeping, O fice Conplenents)
D) New Product/Market Research and Devel opnent
Tasks:

This task area is especially jnmportant for the ongoi ng _success of
Nort h Country Foodé? P@my bﬂg|ness and mar kec” P8sdarch>> ahd

devel opnent task areas wll include:

.Devel opnent and narketing of new country food SPeCIGS/DVOdUCtS
to diffuse the store's dependency on caribou rom the
Bat hur st herd;

.Monitoring of national/local consunption patterns, food trends
and new product devel opment in the-neat industrY;,

* \Mere possible, adjusting product mix to reflect national
trends;

.Expansi on of existing narkets and the devel opnent of new
markets for country foods.

-

Comment s:

Initial product nix and country food nmarkets  have been
identified in this feasibility study.

E) Production and Quality Control Monitoring

Producti on and guality control monitoring tasks Vqll be
inperative to the success of the store. As noted "above,
maintaining a conpetitive ‘edge’ is necessary if North Country
Foods is to be viable. As such, the manager will be required to
address the follow ng task areas:
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* Devel opment of quality control standards for receiving neat,
meat cuts and processed products; _

* Education of staff and contract hunters vis-a-vis quality
control standards; o o
Devel opment of productivity standards for each staff position

* Monitoring and adjusting staff productivity |evels.

Proponent Experience/ Experti se:

Mr . Cadieux has many years of experience harvesting and marketing

nortnern country food and is acutely aware of industry

st andar ds. '

Comment s:

* Once standards are set and understood by staff members and
harvesters, the manager nust adhere to standards, nonitor
out puts and correct devi ations imediately.

F) Product Pricing

Tasks :

An i nport ant function of everyretail store manager is the
calculation of retail prices:

.Product prices should be devel oped in consideration of raw
material costs, conpetition and operating costs.

Comrent s:

* Prices must be sufficient to cover operating costs and provide
a profit, yet be conpetitive in the narketplace.

G) Product Marketing

Tasks

As the sale of country foods in Yellowknife is a relatively new
phenonenon, it is crucial that the North Country Foods * manager
aggressively market country food products.

* Preparation and inplenmentation of annual marketing plans.
Comment s:

.Marketing tasks are ongoing.

.The inpact of nmarketing plans should be evaluated annually.
* A suggested 1st year marketing plan is included in Chapter 6.
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H Pl anning, Evaluation and General Mnagement

Tasks :

* Preparation of operating and sal es budgets per nmonth and per
year. . : : :

* Matching of actual sales and operating costs and investigating
di screpanci es . _

* Qverall management of the proposed business venture.

Conmment s: 1

* In the short termthis feasibility study will provide a
reference docunent from which the store manager will be able to
assess business performance.

* In the long term the manager will be required to devel op
operating and sal es budgets for the upcom ng year.

.The manager should be available ‘as required’ to address issues
pertaining to the business.

3.2 STAFF REQUI REMENTS

North Country Foods staff requirenents are a function of
anticipated sales, product mx and product processing. to nost
efficiently meet business demands, North Country Foods should
enploy a staff of three and one half - a store manager. a
but cher/ meat cutter, a cashier/nmeat cutter assistant and a
part-time delivery person. Job descriptions have been devel oped

and are presented in Appendix H.

As Don Cadi eux does not have commercial neat cutting experience,

it is inperative that only an staff experienced In meat cutting,

meat processing and snoking and fish smoking be considered for
the butcher/neat cutter position. The Gty of Yellowknife does
not require butchers working in the city to have journeymén
papers. (1)

There is a surplus of individuals with cashier experience in
Yellowknife's labour force. It is recomended that hiring
preference be given to cashiers with previous meat store
experience. As on Dec. 10 (2) there were no butchers in
Yel | owknife actively seeking enployment. A butcher can be
recruited through C.E.I.C.'s national job bank. C.E.I.C.wll
cover tne cost of relocating a butcher to Yellowknife under its
Job Mobility Program

) Personal Communication - City of Yellowknife
) Beth Nitah, Canada Enployment. & Immgration
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3.2.1 STAFF SALARI ES

Staff salaries have been set from discussions with Canada
Enpl oyment and Inmigration and industry personnel. Salary |evels
are as follows: store manager, $32,000 per annum butcher/ neat
cutter, $25,000. per annum ($12.00 per hour, 40 hours per
week);  butcher/nmeat cutter assistant, $14,500. per annum ($7.00
per hour, 40 hours per week); delivery person, $3,320. per annum
($8.00 per hour, 20 hours per week). Total North Country Foods
payroll is $79,820. Enployee benefits are calculated at 10%
($7,982. ) for a total payroll expenditures of $87,802. per annum

!
3.2.2 TRAINI NG

It is understood tnat Don Cadieux 1is to occupy tne store

manager’s position. A matching of Don's past work experience and

North Country Foods store management tasks (Section 3.1)
illustrates the need for extensive small busi ness nmanagenent
training. Initially, there wIll be a need for training and

addi tional hel p/expertise to address pre-operational nmanagement
systens set-up (see Appendi x P for a pre-operational checklist].

Specific managerial operational training requirements include:

* Devel opnent and nai ntenance of inventory control systens,
acqui sition systems and inventory consunption forecasting;
* Devel opment of financial control systenms. Specific financial
admnistrative training to include:
mai nt enance of a daily disbursenent journal
reconciliation of daily cash sales to cash register tape
bank deposit of daily cash sales
calculation and preparation of hi-weekly payrol
accounts receivable and accounts payable
mont h-end bank reconciliation
- financial planning
* Devel opment and nonitoring of production and quality control
st andards;
* Introduction to product pricing theories, the devel opment of
retail prices for North Country Foods;
* (General store managenent, planning and eval uation;
* The devel opment and inplenentation of marketing plans; and
* New product/market research and devel opnent;
.The devel opment of operating systems specific to a retail neat
store.

In addition to small business managenent training, M. Cadieux
will also require on-the-job industry training to enable himto
effectively evaluate and respond to staff productivity levels,
the quality of store products as well as assist and/or assume
meat cutting duties during peak production periods and/or staff
short ages.
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Specific butcher training requirements include:

* The care and safe operation of meat cutting and processing
equi pnent and kni ves.

* The preparation of caribou and muskox fronts and hinds into
whol esal e and retail “cuts.

* Meat preparation - sausage meking (methods and preparation),
curing neats (methods and preparation), snoking neats and
fish, and the preparation of brines,corned neat and pressed
meat .

Meat aging and ripening theories and practices.

* Cleaning and sanitizing nethods required for a retail neat

store. ‘

Various training programs  have been investigated and are

sunmari zed in Appendix J. Gven the training prograns avail able

and the level of training required, it is recomended that North
Country Foods prepare training proposals for four trainin
programs: a) Skill Shortages for nmanagenment training; b) Skil
Investment for industry training; c) C.A.S.E. for on-the-job
industry training in Wnnipeg; and d) C.E.S.0. to suppl enent
initial management training.

A) Skill Shortages:

Al though C.E.I.C. prefers nmanagement training to be accessed from
a recogni zed institution, it is acknow edged that in the case of
a small business this practice may not be feasible. It is
suggest ed that in order to inpart sufficient small business
managenent skills that the training program be 60 days in
duration with 40 days of classroom training and 20 days of
on-the-job training. Further, it is suggested that managenment
training begin 2 weeks prior to the opening of the store. The
cost for a managenent trainer has been estimated at $250 per
day. Table 17 presents the proposed C.E.I.C. managenent tra|n|ng
contribution under the Skill Shortages Program
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Table 17: Proposed C.E.I.C. Training Contribution - Skill
Shortages Program

$30 per day per trainee
50% of costs in excess of $30

$140 X 60 $8400.
C.E.I.C. Wage Contribution
40 days (8 weeks) @ 60 % of wage $2800. ‘
éto a maxi mum of $350. per week)
0 days (4 weeks) @ 25 % of wage _$ 612,
Total C.E.I.C. Contribution $11812.
B) Skill Investment & C.A.S.E. Program

As noted above, it is recommended that North Country Foods

enploy a butcher/meat cutter with extensive neat cuttin
experience to provide on-the-job training. At the outset o

butcher training, it is suggested that the proponent travel to
W nni peg under the C.A.S.E. programto receive training in an
existing butcher store. It is understood that C.E.I.C. will
contribute 50% of travel and acconmpdati on costs pI us 0% of th
trainee's wage while in Wnnipeg. I'n order 0 prow
conprehensi ve butcher training, it is suggested that the Sklll

| nvest ment Program be 100 days in length, _ of which 10 days of
training Wwll be undertaken in Wnnipeg. Tine proposed C.E.I.C.
training contribution to access on-the-job butcher training i-s
presented in Table 18.
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Table 18: Proposed C.E.I.C. Training Contribution - Skill
i nvest ment Program

O f-the-job training in Wnnipeg

airfare _ $768.
accommodation (13 days @ $120.) $1560.
Tot al $2328.

Total trainer costs 90 days x $96

C.E.I.C. Contribution

$30 per trainee

50% of cost in excess of $30

$63 X 90 $5670

C.E.I.C. Wage Contri bution:

10 days (2 weeks) ¢ 60% of wage $ 700.
(to a maxi num of $350. per week)
90 days (18 weeks) e 25% of wage $2754.
C.E.I.C. Travel and Accommobdati on
Contribution @ 50% $1164.
Total C.E.I.C. Contribution $10288.
0 CES.O
To supplenment initial managenment training, it is suggested that

North County Foods prepare a proposal to Canada Executive Service
Overseas (C.E.S.0.) after approximately 8 nonths of operation.
The C.E.S.0. workplan should indThdide an evaluation of stoxre
managenent, foll owed by training to address nanagenent areas
deened weak. As noted 1n Appendix J, C.E.S.0. budgets usual lé/ do
not exceed $2000 as based on: trainer costs € $25 per day;
adm ni stration cost of 25% and travel and accomodati on costs.

3.3 SECURITY

Discussions were held with Ws Hi nchey of Arctic Aarm in
Yellowknife wth regard to the installation of an in-store
security system Arctic Alarms markets tw types of alarm
systens: a) a passive infra-red detector which responds to heat
emanating from people; and b) a notion detector which responds to
environnental factors. M. H nchey recommended that North Country
Foods purchase the passive infra-red detector as the notion
detector can be activated by in-store environmental factors - air
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conditioning, forced air furnace, spinning signs, etc. An Arctic
Alarms prelimnary cost estimate for an infra-red detector was
$1500. In addition to the alarm system there are other options
with regard to the system used to alert authorities of an
intruder in the store: a) siren mounted on the exterior of the

building or store, cost - $120. plus $84. for installation; or
b) a police nonitored system cost - $225 nonitor connection,
$25. per month for police nmonitoring and from $8. - $30. per

Oonth for a NorthwesTel ‘| oop charge’ (deFendi ng on the store’s
di stance from NorthwesTel's downtown facility). A siren on the
outside of the facility does not necessarily nean that the
response wll be imediate. M. H nchey recomended that North
Country Foods purchase the police nonitored system the average
response time is 8 mnutes. '

3.4 REGULATI ONS AFFECTI NG OPERATI ONS
A) Health and Wl fare Canada

The Medical Services branch of Health and \Welfare Canada devel ops
and enforces regulations pertaining to the harvesting, processing
and retailing of wild neat in the N.W.T. Qher than a visual
inspection to determne if the nmeat is unclean or deconposed,
Medi cal Services fieldwrkers (Environmental Health O ficers) do

not inspect the neat. Rather , they inspect the facility .and
process by which the game is harvested and processed to ensure
that the conditions wll not pronote the growh of harnful

bacterias. Therefore, North Country Foods’ products wll not be
federally inspected and cannot be marketed as such. Uninspected
meat cannot be exported outside territorial boundaries. alth
and Welfare Canada regul atory guidelines regarding the harvesting
and sale of wild gane are presented in Appendix K

North Country Foods nust also adhere to  “food marketing
regul ations” ~which are applicable to a retail neat market. In
addition, if the proponent decides to include a food service
counter in the retail operation, “eating and drinking places

regul ations” nust be foll owed.

Environmental Health Oficers periodically inspect operations

ensure adherence to regulations set forth in the above docunents.

prior to the granting of 'a city business licence, the facility

gufst be inspected and approved by an Environnmental Health
icer .

B) Workers Conpensation:

Al workers of a business operating in the N.W.T. must be covered
by Wrker's Conpensation. In 1986, the cost for Wrker’s
Conpensation for staff of a nmeat store is $1.25 per $100. of
payrol | . In 1987, the cost of this coverage will be reduced to
$. 75 per $100. of payroll.
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C) Busi ness Licence:

The City of Yellowknife administers the issuing of business
licences. Prior to the 1issuing of a business 1licence, the
proposed facility nust be inspected and approved by the city
bui I ding inspector and an Environnental Health Oficer

3.5 CORPORATE STRUCTURE

Al t hough not included in the original terns of reference, a
cursory exanination of corporate structure options for North
Country Foods was undert aken. Recommendat i ons have been nade
with respect to the corporate structure nost advantageous td the
proposed busi ness venture.

A) Private Corporation
Owner shi p:

* Sharehol ders, mnimum 2, maxinum 50 if Territorially
I ncor por at ed.

* Limted liability protects the individual shareholder’s
personal assets (ie. a shareholder is liable only to the |evel
of his/ner investnent in the firm.

.Busi nesses may issue both common and preferred shares. A common
share entitles the owner to vote at sharehol ders’ neetings,
share in profits, and share in assets of the corporation if it
is sold. A preferred share holder has a favoured position in
terms of profits and assets, but usually does not have voting
rights.

Control of Business:

* Majority sharehol ders control managenent of the conpany.

.Sharehol ders may vote for Board of Directors in a genera
neeting. Board of Directors have authority to nake bylaws *
covering:

ag al l ot ment of shares

b) paynment of dividends

c) appointment and renmoval of enployees of the
corporation.

* Directors can be a m ninum of one wth the maxi num set by the

articles of incorporation.
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Advant ages/ Di sadvant ages

* Smal | business tax deduction is 25% of taxable inconme to a
maxi num not exceedi ng $250, 000.

* Since a separate business entity is created through _
incorporation, continuity can be established despite changes in
personnel and/or ownershi p. _ _ _

.Capital is nore readily available to incorporated bodies (ie.
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