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INTRODUCTION

Commercia fisheries have been prosecuted on Great Slave Lake since 1945.
In early years the principal target was Lake Trout, with whitefish, pike and other
species being of secondary importance. In the intervening years whitefish has risen
to the dominant position, representing 2.5 million pounds annually ofa total ,
commercial catch of approximately 3.6 million pounds. Pike is the second most
prevalent fish, representing nearly 300,000 pounds of harvest per year, while the
balance is made up of lake trout, walleye, inconnu, and mullet.

Fish producers originally did their own marketing, but the numerous small
producers across central and northern Camda frequently felt exploited by the
relatively few large buyers from the US who could effectively control market prices.
To counter this, in 1969 the federal government formed the “Fresh Water Fish
Marketing Corporation” (FFMC). This firm was given the monopoly to market all
fresh water fish produced in Northwestern Ontario, Manitoba, Saskatchewan,
Alberta, and the Northwest Territories.

Along with their monopoly FFMC was obligated by the Federal Government
to buy all fish of good quality offered for sale by the fishermen within the area of
their monopoly. This has assured fishermen of a market for their catch, but no
particular defense that the market price will cover their costs. Conversely, because
FFMC is obligated to buy all available fish, their only mechanism to control supply
IS by price adjustment to the fishermen.

This has led to conflicts between FFMC and the fishermen of Great Slave
Lake, and the question as to FFMC’S effectiveness and commitment to promote the
production of the NWT. The mandate of this study is to examine past markets,
current markets, secondary processing prospects, and possible alternatives to FFMC.
Our research has involved a review of past studies, and interviews both in person
and by phone or fax with persomel involved in freshwater fisheries and
distribution outside of the control area of FFMC. These include, Newfoundland,
Quebec, Southern Ontario, Michigan, New York, Chicago, and France.

The marketing function involves all of the elements necessary to transfer a
product from a producer to an end user. Recognizing this, we have reviewed the
Issue within the non FFMC jurisdictions with personnel from all sectors of the
industry, including fishermen, regulators, primary processors, secondary
processors, and distributors. Because the non sales functions have a significant
Impact on the market, we will begin by comparing the regulatory regimes and
harvest techniques employed. We shall then discuss handling and primary
processing techniques about all freshwater species generally. Secondary processing
data and subsequent markets will concentrate first on whitefish, and then on other
species will be reviewed. Finally we will discuss the approach of FFMC, and provide
recommendations on alternate or modified marketing initiatives, and secondary
processing prospects.



RESEARCH SOURCES

While there have been a great many studies done on the biology of
freshwater fish, including those specifically from Great Slave L*, there has been
practically no published work done on the actual marketing of these species.
Nonetheless, some work has been undertaken on product development, notably by
David Iredale of the Freshwater Institute in Winnipeg. These efforts have often

been undertaken in collaboration with FFMC, and have met varying degrees of
success.

These studies were sponsored by DFO under their “Fisheries Development
Program. “ They included work on whitefishcaviar, animal feed supplements
made from fish waste, deboned fish mince made from mullet, and breaded products
made from mechanically deboned fresh water fish. Work on the development of

surirni from fresh water fish was undertaken but never finished, since the program
was phased out around 1985.

The “Canadian Center for Fisheries Innovation” in Newfoundland did some

follow up work on whitefish in 1990, including tests with caviar, but we found no
other current work of significance.

Harvest and market data was accumulated through the Regulatory
authorities in Manitoba and Ontario, DFO, the reports of FFMC, and various
directories of fish producers, processors and distributors, that outlined their product
lines. Export information was ratified with data from External Affairs.

Direct interviews took place with two secondary processor breading
operations and two independent fresh water fish distributors in each of Quebec and
Ontario. In addition, primary processors, fishermen, and industry affiliates such as
regulators, boatbuilders, and gear manufacturers were interviewed in Southern

Ontario. A list of these is included in appendix #l along with those interviewed by
telephone.
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REGULATORY REGIMES AND HARVEST TECHNIQUES

In Ontario on the Great Lakes, the commercial fisheries are regulated by the
Ministry of Natural Resources. They work closely with industry, including both the
harvesters and processors. The fishery is a limited entry fishery, with “Individual
Transferable Quotas” (ITQ) . Since the fishermen know how much fish is available
to them by species, they are able to plan their fishing year to optimize both harvest
and market potential. Their quota is also an asset of their individual businesses,
and as such the businesses can be sold or transferred to succeeding generations as
intact and fully functional operations. These factors help significantly to bring
stability to their businesses.

In Lake Erie, the co-operation between producers, processors and regulators is
unique, perhaps in any fishery in the world. Remarkably, there is total agreement
between these parties that their system is fair and effective. The quotas and
regulations are set by the commercial players and the ministry, in close consultation
with representatives from the sports fishery. (see Exhibit#1) These regulations are
then monitored by a dockside monitoring program that is jointly funded and
managed. The ministry administers the program, whereby each landing is inspected
and tallied by a ministry official. These numbers are then confirmed by actual
weight by the processor. Any discrepancy in excess of 10% is immediately
investigated by ministry persomel, as are any discrepancies as to fishing area.
Seventy-five percent of the program is funded by the producers and processors who
each contribute $.01 per landed pound of fish. The ministry provide the facilities
and cover the remaining 25'% of costs for the program.

Having thislevel of co-operation on the management of the fishery has had a
positive impact on all aspects of the business, including the marketing. Linking the
harvest to the processing in an orderly manner according to a schedule that
maximizes market potential is beneficial to all parties, including the market place
that have a secure and reliable supply of product.

In Manitoba, ITQ’s are also used for allocation, and these are available
seasonally by species. Thus, the regulators, control when the fish is harvested, and
correspondingly when it goes to market. But Manitoba also market through the
FFMC, and they do not appear to be active at all in the scheduling of the fishery.
Secure access for the market to a consistently fresh production does not therefore
appear to be a consideration. Instead they would seem to take product into
Inventory as it is caught, and distribute it as it is ordered. In short the system is not
conducive to market planning.

The regulatory regime on Great Slave Lake is essentially a competitive quota
system by species. The producers are therefore in direct competition with one
another, and since one is obligated to sell to FFMC, and they are obligated to buy,
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Fish Packers & Processors

O ficc:  825-7511
Home: 676- 2538

P. O Box 1531
Erieau, Ontario
NOP 1NO

Assgciat)ON

This Association represents eleven registered processing plants and one
hundred and two commercial fishing licence holders in Essex and Kent Counti es.

The Essex and Kent commercial fishery represents nore than half of the |anded
dollar value of fish caught in all of Ontario.

The industry in Essex and Kent Counties enploys directly in excess of eleven
hundred peopl e ontefish tugs and in our processing plants. This does not
include or take into account those people enployed in related industries, e.g
shi pyards, restaurants, fishing gear supply conpanies, electronics equipnent
sal es and service people. The econonmc effect of theindustry is felt in the
communiti es where the fishermen and plant enpl oyees work and live. In our
small er comunities, comercial fishing is the largest enployer of full-tine
wor kers and has historically been some nunicipalities’ reason for existence.

The uni queness of our industry attracts many tourists to orthree ports of
Kingsville, Weatley and Erieau. Many people travel to these communities to
buy fresh Lake Erie fish and stay to watch with great interest as our fish
tugs unload their day’'s catch. Fishing is not only a conmmercial business,
but a major tourist attraction in these communities.

The industry contributes greatly to the municipal tax base in our two counties
and constitutes a major part of the tax base in the smaller conmmunities.

The fishery becones involved in the communities where they are |ocated. Many
of our plants support sports teams such as mnor hockey or baseball both
financially and with volunteers and with donations of fish to loca

organi zations for fund-raising fish frys

Qur fishermen have in the past and will continue in the future to provide a
search and rescue service to anyone in trouble on the |lake. The experience
and know edge of the |ake of our fishernmen can and has meant the difference
between life or death in thes situations.

Qur association has endeavored to cooperate with other user groups in Essex
and Ken& Counties, e.g. anglers, by avoiding heavy concentration of anglers,
donating funds for re-stocking programs to replace incidentally caught sport
fish and acting on angler conplaints in conjunction with the enforcenent
branch of the Mnistry of Natural Resources.

W are presently involved in a cooperative program wWth the Mnistry of
Natural Resources to nmonitor quotas, operate the port observer program and
aid in obtaining fish sanples for assessnment purposes. Thi's uni que program
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Exhibit #1
(continued

creates a better line of communication between the commercial fishery and
the Mnistry of Natural Resourcesto resolve day to day problens which has
resulted in conpliance rather than confrontation as had occurred in the past.
This has resulted in few charges being laid and has reduced the costs of |egal
proceedings for both the industry and the M\R

The inplementation of quotas in 1984 has resulted in stabilization of prices

and facilitated better marketing of our product. Ithas also brought about
| ong term conservation of the resource through closely nonitored harvest
control. This system of controlled harvest is very effective as evidenced

by the fact that since quotas were inposed, area allocations have never been
exceeded!

ESSEX KENT FI SHERY

Kent County - 49 licences
Essex County - 53 licences

Enpl oynment - approxi mately 600 involved in harvest
- approxi mately 500 involved in processing

1988 | anded dol | ar val ue © 429 .594 _813.00
1988 processed product value - §94,703,401.00

Essex and Kent harvest i s 56.8percent of total |anded dollar value for all of
Ontario.

Approximately 75 percent of all processing in Ontario takes place in our
pl ants in Essexand Kent Counti es.

1988 payrol| to enployees on the fish tugs - $14, 797, 406. 00.

W hope that you will find the enclosed information showing the status of the
i ndustry of value to you. W would be pleased to supply any further
information you Oay require and endeavour to answer any questions youmay have
about the fishing industry in Essex and Kent Counti es.
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their fishing plan is based on regulations and who can catch the most fish first,
rather on how to plan a fishery around the needs or requirements of the market
place. This total lack of co-operation between the players is in fact detrimental to all.

On Lake Erie, boats of 40 to 70 feet are used for harvest. While otter trawls are
used for smelt, the majority of catch is with gillnets. The vessels are full shelter
deck as per figure #l, and are therefore very capable and comfortable ships in almost
any weather, and the fishery is entirely a day fishery, with vessels going out as early
as 4:30 AM but being obligated to land by 7:00 PM.

Lake Erie whitefish quotas have been relatively low in recent years, and
guotas are currently set at only 3000 pounds per vessel. This particular allocation is
normally caught in one day. The 3-4 man crew fish up to 200-300 nets per day.
These gill nets are 180 feet by 6 feet and are set on the bottom, often tied one to the
other in a chain. A new, 70 foot vessel of this sort costs about $400,000. ready to go
fishing, but used ones without license are available for as little as $20,000.-$30.000.

Some Lake Erie fisheries, particularly in the western end of the lake, are
prosecuted with traps and pounds. These have the advantage of live catching, but
are largely untried in Great Slave.

The Manitoba fishery more closely resembles that of Great Slave, with small
18-22 foot skiffs and larger 40-4S foot boats (see figures 2 & 3) that fish in the open
water seasons. In the winter under ice fisheries take place with bombardiers and
skidoos. The boats, without shelter decks, are more constrained by bad weather.
This is important in a gillnet fishery. because fish left too long in the net will die in
the water, and this has an adverse effect on product quality.

Great Slave fishermen generally use 300 foot gill nets, but a skiff with a 2 man
crew is reported to be making an average of only 20 hauls per day. These nets are
yielding only 30-50 pounds per haul, or 600-700 pounds per day. Since bad weather
often keeps them away from their nets for extended periods, the fish quality is
subject to deterioration before it leaves the water.
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Figure # 2. Typical Lake Wnnipeg skiffs and yaws for small boat fishery

Figure # 3: Larger syle of boat used on bigger lakes in Manitoba
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HANDLING AND_PRIMARY PROCESSING

There is no concensus on definitive handling techniques for fish out of the
water but there are some elenents of agreement. Itisgenerally agreed that fish
should be allowed to go into rigormortus as slowly as possible, kept in rigor as long
as possible, and only be cut to a fillet stage after the fish has gone out of rigor. This is
achiwed by icing the fish immediately after it is killed, and hoMing the temperature
consistently at between -1.5 * and -2 * celsius.

Some feel that bleeding the fish from the throat while alive and eviscerating
immediately will enhance flesh colour of the finished product. In addition, there is
evidence that direct contact between the flesh of the fish and ice will speed oxidation
and colour the flesh.

In Lake Erie, the custom is to ice the fish round and deliver it to the plant in
that condition the same day. The plant keep it round overnight to leave the fish in
rigor, and only scale, eviscerate, and fillet the fish the next day. That fish is then
either delivered to the fresh markets for sale on the third day after being caught, or
frozen in an IQF or block formate.

The fresh fillets are generally packed in waxed cardboard, 25 pound boxes,
with a layer of ice on the bottom, a water tight poly liner to hold the fillets, and
finally another layer of ice over the sealed poly liner of fillets. These are of course

transported in refrigerated equipment, but the journey is short enough as to not
require re-icing.

To contrast this with Great Slave Lake, fish moves from the fishermen in
open boats, to a receiving station, to a transport boat, to Hay River, to Edmonton, to
Winnipeg, and only then has it really arrived at the primary processing plant. That
journey can take as long as 7 days and has at times taken longer. Clearly there are
multiple opportunities for product deterioration during this journey. None of the
product is competitive in the fresh markets, and the quality is generally inferior for
further processed frozen products.
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WHITEEISH PRODUCTS AND MARKETS

North America produces over 30 million pounds round weight of whitefish
per year. Thisis made up of approximately 10 to 12 million pounds from the
Canadian Great Lakes, 6-7 million pounds from the US commercial fisheriesin the:
Great Lakes, 13 million pounds through FFMC, and 1-2 million pounds from
elsewherein North America. Of this, South Central areas of the NWT including
Great Slave Lake represent less than 3 million pounds. These species are also found
in North Eastern Europe and Asia, in former Soviet Block States. While not a
currently utilized species, their potential is immense, with perhaps as much as 10
times the available biomass.

The term Whitefish actually describes four or five distinct species (including
Inconnu) and many subspecies with features distinct to particular lakes. Those
features sought by the lucrative Kosher smoking market include, light coloured
flesh, light coloured skin, high fat content, and thick backs. These prime fish are
produced in a head on dressed and frozen form, and can achieve prices to the
fishermen in the range of $2.65 US per pound, but are more normally between $1.00-
$1.50. Unfortunately, this traditional Jewish market in North America is shrinkin&
and FFMC have indicated in the past that their share has gone from 6 million
pounds to less than 1.5 million pounds.

The fresh markets for whitefish are primarily in the Great Lakes basin, in the
urban areas on the American side. These include such cities as Chicago, Detroit,
Cleveland and down to NewY ork and the Atlantic corridor to alesser extent. These
markets were developed in the late 1940’ s and 50’ s when transportation networks
for fresh marine fisheries were poor and expensive, and the Great L akes fisheries,
particularly in Lakes Erie and Huron were thriving.

The product was distributed in fish markets in fresh dressed head on form,
and users were prepared to tolerate the secondary cleaning and bones. The
fishermen received between $.40 and $.80 per pound, but by the early1960”s the fish
were disappearing and quotas were reduced. With the introduction of frozen
convenience fish such as fish sticks, the market for fresh whitefish has been
relatively stagnant, with little expansion from traditional geographic areas.

Interestingly, with the whitefish quota decline, Lake Erie fishermen and
packers, particularly the Olmsteads and Macleans of Wheatly, made a concerted
effort to create a market for yellow perch. In the late 50’s this was a nuisance fish,
yielding only $.03 per pound to the fisherman. This product has been well
promoted over the last 30 years, with supplies being matched to demand and thus
pulling up the price. The fishermen now earn $2.50 per pound for their yellow
perch, but are still only getting $1.00 per pound for their whitefish inspite of

reduced quotas and the generally good acceptance of their whitefish in the market
place.
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Some whitefish is filleted into a skin on pinbone in IQF product, graded into
various sizes as indicated in the FFMC product list in appendix #2. These are
generally directed to institutional and food service markets. Yield data from the
Center for Fisheries Innovation experience a skin off fillet yield of 45% from head
on gutted whitefish.

The heads and racks are mechanically deboned to make fish mince. This can
be block frozen for portion control products such as fish cakes or directed to other
secondary users. Again this product is often used with mullet, carp, and pike, mince
in the production of gefillte fish for the traditional orthodox Jewish markets. A
price list of the major producer of this product is also included in appendix # 3.
Again, this is regarded as a diminishing market.

All of these traditional products, particularly the ethnic ones, are still sold
through seven or eight primary distributors. They are for the most part members of
the oligopoly buying group from pre FFMC days in the 1960’s.

The Golden Caviar produced from whitefish has been a relatively successful
undertaking. FFMC began by trying to market this product in Japan, but found
greater success in North America. While the product was pioneered by FFMC and
the “Fresh Water Institute”, it is being produced now elsewhere, such as the “Peelee
Island Gold” being marketed by “Pemer Foods of Kingsville Ontario. It was on the
strength of this particular product that the Center for Fisheries Imovation were
encouraged to research the fresh water whitefish fishery in Labrador.

The remaining waste products for the fish have been used for various other
vaue added sales in the past. These skeletons, heads, and guts are essentially free
raw material, so any utility that generates more than production cost is worthwhile.
Where vast supplies of this material exist, it is used in the production of fish oil and
fishmeal that can be made into solid animal or fish feed. DFO, under their fisheries
development program, experimented with a simpler liquid silage for a hog feed
supplement which had some success.

Liquid fertilizers can be made from a relatively cheap plant that is produced
in Norway. Gallant Fisheries in PEI have such a plant that produces in bulk for a
chain of golf course. The simplest use of the waste is to be able to sell it as is. In
Erieau Ontario, the offal was sold to a local mink rancher who would pick it up
himself and still pay $ .07a pound for the privilege of doing so.



Table # 2: FFMC price lists, 1989-1992

Specles & Form Dat e Sizes Pack Local Stock 4000-9999 10000-19999 20000-up
Whitefleh Drseased Medium Oct. 88 | 1.5-3.0lb. 75ib. $1.80 $1.60 $1.55 $1.50
" June 91 . I ﬂ ’
Sent 91 ‘ . i
. June 82 " ! ,
Aug 82 . : :
whitefish Fillet IQF 0ct.89 all 4/5kg. $2.85 $2.65 $2.60 $2.55
' June 91 ‘ ' $2.95 $2.75 $2.70 $2.65
. Sept. 91 ] “ | \ ’
June 82 " i
. Aug. 82 !
Vacpac Boned Whitefish fillet | Oct. 88 all 4/5kg. $3.60 $3,40 $3.35 $3.30
: June 91 . . $3.70 $3.50 $3.45 $3.40
Sept. 91 . " ' i "
" June 92 N.A. N.A. N.A. N.A. N.A. N.A.
" Aug. 92 N.A. N.A. N.A. N.A. N.A.
Whitefish polybag pan ready Oct. 89 1-3 1b. 25 |b. $2.30 $2.10 $2.05 $2.00
. Jan. 91 “ “ ; - “ “
June 91 "
' Sept. 91 | “ | .
June 92 ! T ' )
Whiteflsh polybag dressed Oct. 89 1.53 Ib. 25 Ib. $130 $1.10 $1,05 $1.00
: Jan. 91 | | ) :
June 91 “
Sept. 91 |
. June 92 . ’ J
whitefish Golden Caviar Oct. 89 | 500gm tub] 12 x 500 T.Q.S. TQS. T.Q.S. TQ.S.
i Jan. 91 | 50gmjar | 12x 50 | $30.00/doz. $30.00/doz. $30.00/doz. $30.00/doz.
June 91 | 500gm tub| 12 x 500 $7.00 $7.00 $6.40 $5.80
Sept. 91 | June S2 | 12 x 500 $5.50 $5.50 $5.00 $4.60
' June 92 | June 92 | 12 x 500 | N.A. N.A. NA. N.A.

]

|




Table # 2: FFMC price lists, 1989-1992

Qnaciaa & Farm

Sizas

Pack

Local Stock |

4000-9999

| 10000-19999 |

20000-up

N et oc

3/22

$ 65

$

$

$ 35

$2

$2

$2

$2

Jur@ 92

*

Ann Q2
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Oect R9

§/20 oz.

4/5 ka.
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DL. 30
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I |

hina Q1

$3.05

$2.85

$2.75

$2.65
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OTHER SPECIES PRODUCTS AND MARKETS

Pike:

Pike is produced into skinless fillets in either block form orIQE The racks
and other waste are mechanically deboned, and the mince block is distributed in the
various ethnic markets. These include the Jewish gefillte fish market, but also
Chinese and other Oriental markets.

By far and away the largest proportion is exported for sale in France.
Although pike originating in Canada is subject to an 8% duty in the block or whole
frozen form, and 9% in the 1QF fillet form, Canada is by far the largest supplier to
the French market. As table #1 indicates Canada is the major exporter, but French
Imports are declining, as is our market share.

Table#l: Canadian pike imports to France in metric tons

1988 1989 1990
Total imports 822 1300 639
Imports from Canada 804 1278 613
% From Canada 97.81 98.31 95.93

The decline in French imports may not be due entirely to a drop in demand.
In their 1990/91 annual report, FFMC note that a 25% production drop in northern
pike has manifest itself in A product shortage. Table # 2 reflects this shortage in a
price rise for 1991.

FFMC’S broker in France is Legraud & Malo of LeHarve. In communication
with M. Michel Cheron of that firm, they indicated interest in access to
approximately one container per month of pike. The product forms which they use
include, 4/9 dressed head on pike, 1QF fillets, and deboned blocks. The production
plant, particularly for the block, must be registered with the French Sanitary
Authorities. They have asked us to reply with information as to price, and the exact
source of the fish.

Of note, they are aso interested in 1QF walleye fillets, but not in arctic char or
whitefish.



Lake Trout:

Lake trout in the Great Lakes and elsewhere in Southern Canada are
principaly a sports fishery. Conflict between sport fisheries and commercial
fisheries in the Great Lakes has lead to the virtual elimination of fresh water
commercial fishing in the US Great Lake states. It is therefore not a target species
and as such no markets are developed.Asthe FFMC pricelist indicates, these fish
are essentially dumped. It has been suggested that 30 % of fish consumed in Ontario
are self caught. This is the category that Lake Trout falls into. In all likelihood, the
proportion of self caught fish consumed in the NWT is even higher.

Walleye:

Walleye or pickerel are the bread and butter of FFMC. This species is their
single biggest money maker, and it is one of the few that they sell where supply is
actually matched by or less than demand. The fish is usually filleted and graded by
size, and sold IQE Markets for this product are stable in both the US and Canada. It
Is possibly the only production from the NWT that FFMC would regret losing if
NWT were to secede from the relationship.
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BREADED AND BATTERED PRODUCTS

Canada has five main producers of breaded and battered fish products:
1) National Sea Products

2) Fishery Products International

3) Olrnsteads

4) Bluewater Seafoods

5) Janes Family Foods

National Sea and Fishery Products are the major players on the Atlantic coast,
but both firms have traditionally produced from self caught fish.

Olmsteads have produced breaded fresh water products from their own
catches, but really only produce breaded smelt now. The company i s still a major
producer of fresh water fish, but has be taken over by Hienz. Increasingly their
production is moving to vegetable products, and their products list included in
appendix#4 reflects this.

In Montreal we met with John Gates, operations Manager of Bluewater
Seafoods. This company produces only breaded and battered fish products from
block frozen mince and fillet blocks. The company is the Canadian subsidiary of a
Gloucester Mass. firm called “Gorton’s”, all of whom are owned by “General Mills”.
The are also owners of the “Red Lobster” chain of restaurants.

Bluewater’s plant has 125 employees, working in two production shifts plus a
cleanup shift, producing on three separate production lines. They produce their
own brands as well as a “Presidents Choice” line for “Loblaws”, and are also the sole
producers of the “Fillet-o-Fish pattie for MacDonald’s Canada.

In Toronto we met with Clem Janes Jr., president of “Janes Family Foods.”
The firm was started by his father in 1969, after working for 10 years with Bluewater
Seafoods. Like Olmsteads, Janes have moved away from breaded fish products to
vegetables, cheese, and chicken products. They operate with about 100 employees in
two single line plants. Like Bluewater, their plants operate 24 hours, with 2

production shifts and one cleanup shift. In addition to their own brands, they also
do some co packing for other brands.

In all our interviews, breaded and Battered seafood was described as a
“mature market”. They identified the Canadian market as very distinct from the US
market. In Canada consumers are very species oriented and’ buy in accordance with
that. Thus, while a Canadian will distinguish between a fishstick made of cod or
pollock (boston blue fish) and pay a premium for the former, the US consumer
regards a fishstick as a fishstick regardless of raw material; much the way one might
regard chicken as chicken regardless of the breed.
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The price of the fish material is critical to these processors, and for this reason
pollock and whiting are the preferred species at the moment. Pollock is available
now from eastern block countries for as little as $.40 per pound. Whiting from
South America is available at $.65-$.70 per pound. By contrast, cod block is
currently $225 for fillet blocks, and even $.85 for mince. All this product comes in:
standard 16.5 pound blocks, ready to produce into controlled portions.

Both companies had had experience withmince blocks from FFMC made
from mullet. Bluewater indicated that consistent block geometry was absolutely
vital, and that excess water and air had to be properly squeezed from the blocks.
They had sampled FFMC product as recently as 6 months ago, and found these
elements unsatisfactory, as well as poor colour and texture to the raw material.

Janes had tried FFMC product earlier, and found that the blocks were not only
Inconsistent in geometry and density, but were also significantly contaminated with
bits of skin, bone and scales.

Bluewater particularly were interested in looking at new products based on
NWT fish. This is in all likelihood due to their continued commitment to seafood
products. Their co-packing arrangements with major marketers such as
MacDonald’s and Loblaws, as well as their corporate ties to Red Lobsters maybe
worthy of pursuit. An example will be provide in the recommendations.



Freshwater Fish Marketing Board

FFMC is clearly the largest single player in the markets for fresh water fish,
particularly in North America. In whitefish, the largest production from Great
Slave Lake, they dominate nearly half of the North American production. The only
single entity that challenges this probably the Native Fishermen of Michigan. They
have only recently co-ordinated their fishery but last year accounted for almost
seven million pounds of whitefish They are probably FFMC’S largest single
competition in the relatively lucrative Jewish market.

The company does all distribution through a network of brokers. These are
appointed on an apparently longterrn basis, with exclusivity for a particular
geographic area. FFMC support this network with product exposure at various
seafood shows such as boston and Anuga in Europe, and some promotional hand
out material.

The exclusive broker system has benefits, particularly in an expanding market
where a customer has a clear system for making orders and a local agency to expedite
their needs. Unfortunately the broker introduces an additional layer between the
producer and the end user, leaving the producer more remote and potentially
screened from the end user by his broker.

This is particularly detrimental in shrinking markets. In the first place, the
broker will tend to strongly support product lines for which he is getting an ever
increasing call for orders, and ignore those that require greater effort for less and less
sales. He will fight to retain the hot products, while just taking orders in those that
are on a down turn. This inherent complacencyis built into the broker system. The
broker must sell to survive. He is given exclusivity by the producer, but does not
have to reciprocate, and will therefore always search out new hot product lines to
replace those that are dying.

A producer who is cognizant of this will be constantly producing new,
revised, and hopefully better products, to keep his production in high demand.
Unfortunately he can not rely on brokers to provide feedback on customer demand
or preferences. It is simply not in their mandate. The producer must find that
information from end users and consumers themselves.

FFMC has a dominant position in their marketplace, and yet that marketplace
Is shrinking. Their products are virtually unchanged since their foundation in 1969.
While it may not be their fault, it is clear that customer preference are not being
met, and it could be in part that they are not adjusting to meet those preference.
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Distributors and producers alike who were interviewed, whether they used
FFMC material or not, described the corporation as a price taker rather than a price
leader, and many felt that FFMC tended to drag prices down. On the other hand, all
markets agreed that what was needed for a successful product was consistent quality,
consistent supply, and consistent price.

The FFMC mandate asit is currently practiced make that consistency nearly
impossible to achieve. Their obligation to buy product means that they acquire
product as it is made available, with little if any control over supply schedule or
volumes. Their only control is the rather blunt tool of price to the fisherman, but
this must be set in advance, and is frequently disrupted by an off setting subsidy.

This supply must then be inventoried, and the market satisfied by reserves
held in inventory. In markets for perishable goods with a finite shelf life, and
where the products deteriorate on an ongoing basis, the pursuit of quality is
constantly being challenged. Furthermore, in this era of just-on-time inventory
control and production, the FFMC formula is inherently uncompetitive.

These inventory and marketing problem are evident in whitefish, and can be
seen from the FFMC price list. A container of dressed medium whitefish in 75
pound boxes, that is presumably destined to secondary processors such as smokers, is
selling for $1.50 per pound. The same size fish, individually packed for retail in poly
bags, and sold in 25 pound masters, costs only $1.00 per pound by the container
inspite of having more value added packaging. This product is frequently available
in supermarkets for $1.49 to $1.59 per pound. Since the main secondary processor
market for this product would certainly know about this price discrepancy, we can
only assume that the retail packages are product that this main market have already
refused, and it has been reworked to dump on large retail chains for salvage value.

The economics Of these retail packs are quite grim as we see in table # 3.



Table # 3
Proj { FEMC fit /1

Whole Dressed Whitefish Production ( ad)

Price to fisherman on Great Slave Lake

Handling etc. in Hay River
Transportation to Winnipeg

Yield for H&G dressed whitefish 80%
raw material cost = $ 0.90/ 80%

Cost of dressing freezing& packaging at FFMC

Cost of transport to end user

Total FFMC product cost

At sales price per container of $1.00/ Ib.

FFMC 1oss on whole dressed whitefish retail pack

At sales price per container of $1.50 / Ib.

whol

whi

fish whol

$0.60
$0.05



Risk Analysis of leaving FEMC

The formation of FFMC twenty years ago was done in response to complaints
from fishermen about unstable and unreliable markets, and inconsistent pricing.
Their mandate was, and continues to be, to bring stable prices and predictable ,
markets to fishermem The included price lists indicate that their prices since 1989
have been extremely stable, and have only changed in a positive direction. On the
other hand, they required fishermen to voluntarily reduce whitefish harvests in
1990-91, while at the same time experiencing a 2S% drop in pike production which
led to a market shortage.

We might question the Corporation’s management decisions, but their
responsibility is to the fishermen and to Parliament. As such, they have little
incentive to create new products or establish new markets. Products that involve
substantial secondary process can potentially bring greater returns to the
corporation, and will certainly generate greater employment of both capital and
manpower. But inherent with the new market creation is the substantial risk that
these greater costs will not be recouped by the new products, particularly ir the
initial stages of development. Furthermore, while generating perhaps greater gross
revenues for the Corporation, the greater operating costs may not glean additional
income for fishermen. Initially, fishermen will benefit only from an an expanded
volume demanded for their raw material, and not necessarily a higher price.

Since all the Corporation profits are returned to the fishermen, who in turn
have little or no interest in the production or marketing, FFMC management are
actually discouraged from taking any risk to fishermen’ s income. This effectively
stifles any incentive that FFMC might have to try anything new. Rather, their safe
route is to follow the market for established products.

On the other hand, if a new product is developed elsewhere, and the new
market is discovered and seen to be lucrative, FFMC has both the resources and the
raw material to leap into this new market after it has been developed by another
party. This presents an intolerable risk for an NWT organization planning to
develop new products. Because of higher NWT costs in all areas, FFMC will be able
to walk into any newly developed market and always undercut an NWT operator.

Unfortunately, simply pulling out of FFMC is not a viable option for the
NWT. The current production from Great Slave Lake and the rest of the NWT is
the most expensive and lowest quality of fish to arrive at the FFMC plant in
Winnipeg. The species are for the most part ones which are either losers or just
break even. ( the exceptions are pike and walleye which make money) If NWT pull
out they will essentially be doing FFMC a favor, by reducing their costs and their
obligations on species that they regard as difficult such as whitefish.
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At the same time, a new NWT sales entity will be in direct competition with
the leaner but still immense and fully funded FFMC.

There are three potential strategies to avoid thisrisk:

1) Establish a sub-agency agreement with FFMC, which would allow protection
within the corporation against competition from outside the Territories, for new
products developed within the Territories.

2) Leave FFMC, but with a long term non-competition agreement that would
prevent FFMC from directly competing on new products subsequently developed in
the NWT, by a new NWT entity.

3) Find a marketable feature of the NWT product, whether in the raw material or
process, that is uniquely and exclusively available in the NWT.

If a new organization is formed within the NWT, a secure supply of raw
material will be essential to develop and sustain any new markets. The
technologies currently employed by Great Slave fishermen are not as efficient,
effective, or economic as those employed elsewhere. Since further secondary
processing is unlikely to bring higher prices to the fishermen (particularly in early
stages of development), their income can only be stabilized or improved if they
become more efficient as harvesters. Any new development must include
rationalization of their output.

Secondary processing can of course generate considerably more employment
beyond the harvesters, and this has merit in its own right. Whether undertaken in
co-operation with FFMC, or under a wholly new and independent organization, the
new products developed will bring certain risks. Generally speaking, large buyers
such as “Long John Silver” will make commitments to buy at a particular price for
relatively short time frame; often 3 months but seldom more than 6 months.

Once deciding on a new product, their Quality Assurance Department will set
out very specific and rigid product specifications. The Product Sourcing Department
will then issue a standing order to brokers and suppliers. If the rigid specifications
are met, the order inevitably goes to supplier who can provide the product according
to the required schedule, at the required locations, and most importantly, at the
lowest price.

Long John’s specification for whitefish fillets is probably very precise as to
shape, colouL weight, package, etc., but not as to species. This is because they are
shopping for price, and will not care if the species i s Argentine whiting, Korean
pollock, or lake whitefish from Great Slave lake, provided that the specs are met and
the product is delivered per schedule.
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A strategy to marry a marketer more firmly to your product would involve
forrning a joint venture with the marketingorganization. If the producers and end
marketers are committed by mutual investment in a project, the marketer, be it
MacDonald’s, Red Lobster, or Long John Silver, will see themselves as vertically
integrated and more firmly committed.

This will require an actual investment by the marketing organization in the
new production facility, but they must in turn be able to see a future benefit that will
exceed simply buying on the open market. That would imply that the greater profits
would in large measure be returned to the investing marketers, rather than back to
the fishermen. This may present a political risk with the fishermen, who are
accustom to having any access profits returned to them by FFMC. As such, their
protests could introduce a potential raw material supply risk to the new processing
facility.

The risk of not getting an investment commitment from the marketers can
be demonstrated with a case involving the Ontario Trout Producers and Loblaws.
The super market chain placed an order form product packaged in an inert gas to
improve shelf life. The equipment to do this process was extremely expensive, but
the investment was made by the Trout Producers. Unfortunately, Loblaws cancelled
the order after only three weeks, leaving the Trout Producers with an expensive
production facility and no market.

On the other hand, the co-operation found on Lake Erie, between the
harvesters, processors, the market place and indeed the regulators, appears to have
created a series of on going enterprises that are mutually satisfactory. Some have
actually gone futher afield into joint-ventures outside of the Lake Erie fishery. For
example, “McLean Brothers Fisheries” of Wheatley have begun a joint venture in
Polland. Recognizing that this Eastern Block country had a significant, and
unutilized resource in fresh water perch, they approached local authorities to exploit
the resource and develop a new fishery. A new firm has now been established, with
McLean brothers providing expertise on harvest, production, and marketing. A
new company has been established to service European Markets, particularly in
Switzerland, and may actually begin to import freshwater species into North
America.

In order to directly follow up with the potential marketing partners
mentioned in the recommendations the key personnel are as follows:
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Long John Silver

101 Jerrico Dr. phone: 606-2636000
Lexington Kentucky fax.  60&263 6145
40579
George Souza V.P. Seafood Sourcing
Bonnie Mays Director of Quality Control

Gorton’s (parent of Bluewater Seafoods & Red Lobster)

88 Rogers St. phone: 508-2833000
Gloucester Mass.
01930
Mike Slinkard Director of New Product Development

M acdonald’s Restaurants of Canada Ltd.

Macdonald’s Place Phone: 416-4431000
Toronto Ont. Fax: 416-4463406
M3C3L4

Michel Schultz Special Projects Manager

McL ean Brothers Fisheries Inc.

20 Erie St. South Phone: 519-8257160
Wheatley Ontario Fax:  519-8257650
NOP2PO

Douglas Franklin President
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RECOMMENDATIONS

1. Co-ordination, and co-operation between the resource managers,
regulators, harvesters, and processors must be improved. Thiswould probably
include the introduction of ITQ’s so that the fishermen would not be competing -
directly with one another. It is vital that all these players understand and cater to
each others needs if supply is to be matched to demand, and the opportunities in the
market place are to be maximized. NWT whitefish production represents less than
10% of the currently harvested North American resource. In other species their
share is even smaller. The competition doesn’t and shouldn’t come from one
another.

2. Existing harvest technologies including boats and gear should be evaluated
to ensure that it is producing the optimum quality of fish at an efficient and

competitive cost. Programs for this type of research that directly involves the
fishermen is available through DFO.

3. Both onboard and onshore handling procedures should be reviewed, and
experiments in various techniques should be tested to find the best procedures for
each species and the target market for that species.

4. Closely study the features of the sub-species of fish from Great Slave Lake,
particularly the whitefish, to identify features that might distinguish this fish from
fish from other areas, and be used to enhance marketability. Those features might
not only be genetic, but may relate to cooking features, water quality, harvest
technique or others. While the product, being caught in the NWT is unique in that
respect, this is insufficient distinction to gain a sustainable market advantage.

5. Encourage, and perhaps insist that FFMC undertake primary processing
closer to the harvest location. They will almost certainly argue that this has been
tried before, and operations are too expensive, trained persomel are unavailable etc.
On the other hand, the NWT production is having a second rate reputation thrust
on it by the present handling system. If inferior quality whitefish is presently being
dumped at a loss by FFMC, it can be argued that the loss has at least as much to do
with quality as quantity. In all likelyhood enhanced quality out of Great Slave Lake
production could generate prices that would offset any additional production costs,
if any.

It would probably be worthwhile to compare all operating costs in Hay River
with those of other fish production centers such as Winnipeg, Wheatly, Montreal,
Canso, Lunenburg, and St. Johns. This comparison should include such elements as
minimum wage and labor costs, serviced land cost, power cost , heating, taxes etc. In
all likelyhood of course the NWT costs will be higher. But with the these elements
separated and quantified, subsidy or relief such as municipal tax concessions or

power company rebates can be tied more closely and legitimately to actual processing
jobs created.
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6. Work with FFMC to enhance the image of whitefish as an attractive and
special product, rather than simply a cheap commodity, subject to dumping.
Whitefish is part of the salmon family, and has many attractive features and
existing markets that can be built upon. For example, the smoked whitefiskis
currently directed only at the Jewish ethnic market. The whole fish is distributed ,
with the bone in by Kosher outlets such as delicatessen. With changed packaging or
product form such as boneless pre sliced and vacuum packed, wider distribution and
sale could almost certainly be found.

7. If a commitment to secure SUPpPly, quality, and price can be affirmed, there
are several types of joint venture opportunities possible. Macleans Fisheriedn
Wheatley have done a joint venture in Poland with perch production and are
looking at pike. They could be interested in the same type of joint venture in NWT

Blue water also expressed interest in looking at a jointventure if quality and
supply can be assured. Their inter-relationships with other companies might make
them a very good partner with another market oriented partner.

As indicated, Bluewater presently produce the fillet-o-fish for MacDonald’s.
This product is produced only of cod, and has a minimum fish component of 75% as
opposed to the 66% allowed in competing products. It is therefore an expensive
item, but at the same time it is a very flat market with no apparent room for
growth. This is in part because, although fish is generally a very healthy food for the
cardiovascular system, the fillet-o-fish as a deep fried product has the highest
saturated fat content of any MacDonald’s sandwich.

A new fish product which could address the health problem, attract attention
because of a Northern relationship, and be produced to a reliable quality standard by
Bluewater participation, might benefit from the market exposure that a firm such as
MacDonald’s could bring to it. Both Red Lobster and Loblaws are also effective
marketers, but any of these potential colleagues must first be assured of supply,
quality and to a lesser, but none the less important extent about price.
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Study Contacts

Producers and Harvesters:

- Les Fruit de Mer Imperial Inc.
St Hyacinthe, Quebec

- Aberfoyle Fisheries Limited
Guelph, Ontario

- Ontario Trout Producers Co-operative Ltd.
Guelph, Ontario

- Lakeshore Fisheries
Port Dover, Ontario

- Erieau Packers Limited
Erieau, Ontario

- McLean Brothers Fisheries Inc.
Wheatley Ontario
Secondary Producers of Breaded Products:

- Blue Water Seafoods
Lachine, Quebec

- Janes Family Foods Ltd.
Concord, Ontario

- Olmsteads Foods Limited
Wheatley, Ontario

Other Producers and Distributors:

- Le Grand and Malo
La Harve, France

- Pioneer Live Shrimp
Chicago, Illonois

- B. Manichewitz Inc.
Jersey City, N.J.



- . Rokeach & Sons Inc.
Englewood, N.J.

- Sam Aikens Fisheries
Blenhiem, Ontario

- Salasneck Fisheries Inc.
Detroit Michigan

Other Contacts:

Great Lakes Fish Producers Coop
Garden Michigan

Frank Prothero
Editor, Great Lakes Fisherman Magazine
Port Stanley Ontario

- Bob Rehill
Ontario Ministry of Natural Resources

Dave Iredale
Freshwater Institute

Catherine Horan
Canadian Center for Fisheries Inovation
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Appendix #4

Product and Pri celist of
Companies Producing Breaded Fish Products

1. Blue water Seafoods
2. Janes Family Foods LtcL
3. Omstead Foods Limited
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1A% Wranbon Creecent, Lachine, Que NHAL INE  Delephone. (S14) 6371171 - Fav: (S14) 617-5250

_Pack

12/250
12/250
12/350
PYRI)
127380
1247700 4

12|28 of

ol < ot o o

2/300
2/300
2/300

[ ol of) of

J2/200¢
12/GLI(l gy
12/22'7 g
12/227 g

12/350
12/3450
127340
12/350

ccCcTQ

127227
127227
12/680

Lol oKX of

12/40(.) g
127400 y
12/75(1 g



Coda

1061 Y2
(M PAERIP

1111-92

1562-92
1568 -92
1%72-92
1580 -92
16

1535-92
(1530 -92
" 1542-92
1544 -92.
114/ 92

Product Description

SPLUIALTLLS

Pinh c'AkRS
Raln fin §emm gy Buttor

DINNER

Radidock Fish & Chips

HHACKSY

Ocean Bnncka Ttalienne

Oconn Light RMtens

Uenan Anncke laddock w/Bhrimp Atuffing
Crunchy Frlwt Clams

u‘u'on\ Shey er
MLIUNROWAVE

randod Bl t mp
Brondod Sca |l lops

Ml crowava Ciunchy Fish Sticke
Hiviowave Crunchy Fish F11 loty

_Packs

AN

/00 g
/470 y

—— anem

127283 ¢

12/227
127227
127227
12/227

[l =B ¥ o]

dar 3.

12/142 g

121142 g

“ f.arge Cut Figh Fillets -’ RanchFlavour 7 «« 12/250' g

12/250 g
12/200” g



BlueWater

Code

202s
2031
206R
JORI
JURS
JUR/

JU9G

JOid
$I0RY
2103
Y
2.0
221h
2200

RARY

2040
2043
2045
2047
. 2996
© 2997

21
200
PRRH
2444

251

SEAPOTDN

Iroduct_Description

BATTER PRODUCIS

Minced Cod 80
Miuced Boston Bluclish 80
Boston Blucfish R0
Cod L)
oo & RO

Hihben k 40
Naotugal Cillet in Batteg

BREADLED FRODULIS

lish C ahen (™)
Fish Cakes 27
Minced Cod Lish Sticha 2(H!
Minced Boston Blueiishy Sticks 2(0)
Jhaddodk Regular Cut Jo
Niturnd Sole §illet -
Buiper Partions - Cod 04
Clustom Cat Cond 44

SNAUKS & 51 UFELD I'RODULCTS
Scallops Batter 1 1y -
Ocean Light Bites - -
Shedmp Batter Iry --
Ocean Snacks

Haddock w/Crab Stutfing ... ..., 24

Sole w/Ciab Stuffing 24
PRE-COUKED PRODUCTS

Minced (Codd Battes Postion 100
Minced Cod Burger Portion 80
Fish Nupgetn -
Nutaral §ish §illets --

Hieaded Shofip -

¢ Case sale program

BLU N WATER #3 IAFOODS
168} Brunhns Cievient, Lachine, Que. HAT INI - Ielephine: ($14) &17-1171 < Fax: (S14) 637-5250

Porilcs _Lor. Size.

ounce  gritt
- 50
-- 50.0
- 50.()
- 50.()
500."
© - 100.0
)\ _
- S0.0
-- 50.0
- 25,()
. 25,0
1.0 | 14.0
4.0 -
- 02.5
4.4 | 14.0
10Sct/kg
C . SSct/kg®
-= GTcUKR®.
.- 105ct/kg*
:""0 RSN 114'0 R oL
40 1140
-- 50,()
-~ 625
e w 3()(1/‘(“00
by -
S XML

** ct/ky In npproximnte

Dbt (0 A8 GENERS MILES CON Y INC

Net Welght/cs
b ke
8*g 4.00
8.8 4.00
8.8 4.00
R.8 4.00
B8 4.00
K8 4,00
10 500
11.0 500
298 135
11.0 500
Ifs)  5.00
9.() 4008
8,8 4.00
8.8 4.00
12.0 5,49
4.4 2.00
4A 2s)()
4.4 2.00)
4.4 2.00
y 6 . 0 L] ‘2,7%7”‘2*"
6.0 :
11,0 5,0
1.0 5.00
4.4 2.00
1o S0
1.4 2.00
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CODR DEACRIPTION N
"J&J QOURMET® BRAND Mmmm) N/mnw. l'u.um DBEP Y

22225 1laddock Fillets T LI 2408 0 b $40.00

22104 Hadidock Milets L d-308 l0Ib  $42.00

2322s Cod Fillots s . st 340t 10l §31.00
23043 Cod Fillots e e e 4Sos, o 10Ib 0 $31.00.
2414 AlaskaPollock Fillets -~ ..o 80500 dog ot 0 Dise,
26225 Blue Whiting [Millets St 240t 10 $27.00
26104 Blue Whiting Fitlats S 4-80: b - $2700

"J&J" BRAND BA’I’IERBD l’lSH PORTIONS DEBP FRY

2020 Haddock, WedgeQut ~ " "7k i AT e 2oz 10l $33.00

20040 Haddack, Square Cut S LT 4om< 10D - $33.00

v 22044 = --Haddock, Filet Qut~s¢sasze iz »;#nf*igrﬁa%’* vamng 40:%“*’101!: 904 §33.50 Fa i
23020 Cod, Wedlge Cut Lo AT e o lom o $27.50
2300 Codd, Dineond Ot s S0 folb o Dise,
2MHD Cind, Sqquare Cut ol - $27.50 °
e Cod, Filol Cw I()lb . $2800
W88 Cod (Mliewd) Winlge Ot b - . S16.00

fom - $2200

24020 Doston Dieetioh, Wae (’Il
SE T Dise,

24618 Flah Nuggets (Folkng

20040 Halibut, Squeie Ol LE ) - oib ," . 34.‘"'.00 Y
R e “' s

‘,':'ﬂj o Q.p -1\:,' I RS R

nu n&;qw

ATy L e



‘‘‘‘‘‘ S SN »h "‘7""""""""" g .
R R
-"‘f, ' ‘ ‘ .j\“-‘ "
RI™ FYRRUARY ¢, (W3 ’-‘;4, ,:lf
Rk VAY 18, 1 . - . ERNERERIY 1
cobn  DESCRIFRON - %% SV ,ron'nou PAcx Pmcwmss |
A LS g Yoy 4 g b el

“J&1* HRAND MWW M?Dw FRY.

22441  lladdock - % };; 4"‘“:};? 12Ib 351.50; o
2444 Cod e ‘ Aok 12 ) Dise, L
23841 Cod (Mincesd) o Ao “f 120 . §21,60 - 1
23888 Admiral Busger (c.w) o 3y wmo. '6.3!!: ‘Dise.c 0
25901 ~ Sole Fillets 100 ‘-.‘T.O.S. IR
25505 Sole Fillots E HTO8 T
25502  Sole Fillet- Splits . =%+ e AN L850 o -
25654  Sole Fillots ")&J Ooumm' Bund S dog e ’:r :w - 101b 4+ Disc, . _:* v
25655  Sole Fillets *J&J Oourmot" Brand < ' Soz: % & 101b_ - Dise,
ey b afr ‘-‘-q:g . n’n; ;‘{f‘.:j f“a'x SEFE PRI . ‘
“JANFS FAMILY PAVOURI'IBS' BRAND BREADBD & BROWN ED FlSH FlLLETS
OVENIRAT; .

s -'!"1., ‘v ’,' ‘

3%”';' {". Fr _: .-.__,f S EETUREES PO U R
22000 ()ouull\oScmtth R X R $41.00 -

23950 Fitet of Coxl g - SB0mF 0 0lb ¢ $32.00
24022 ‘Tendot ish Nuggess (Mam ST elee 5 10l o $29.00

2490 lllomllflsh(hulmiuw 'Na; -0 $29.00
25900 pjiot of Sole _ o ddos 'IOIb - $38.00
20000 Now Zenlaid Osnngs Roughy ,‘ S Moc loib $41.00N
"CRISP & DELICIOUS® BRAND BRBADED & BROWNBD msn PORTIONS
OVEN HEAT , |

22321 inddock Fillets, w«mm ¢ 208 i 10Ib. - $33.50
23322 Cod Fillets, Wedge Cut nd \, Cwi: 208 <%l 10l Dise, o
23352 Vlsh (minced ﬂllm). WOd’lOAl ... o v l0lb oo $1650
23511 Cod Sticks e s los Y e 10ib - §33,00
23771 Fish Stlcks (minced (illets) - T lomtRy o 10lb v $18.00 e

23775 Fish Sticks (minced fillets) - o log s it ~8lb ‘- Dise. o -
24323 Fish Fillets (Pollock or wwun.) e L. :doz .- 10Ib - $22.50

24s11 DBoston Blucfish Sticks - - . f Coonlov log i 10lb 0 §22.00

24889  Admirnl Buwer(l’olkmkaUM) a5, 2252 63lb. $17.35 .

25320 -~ Sole Fillets, Wedge Cut - #:x: “"’ﬁ%%*“‘ Af ‘»‘"“”‘ 20z XAl 0lb o §27,00 R ”“‘f"*‘““’
27520 Fish Cakes * vy 203’ f“ . 10lb - $11.00
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CODIU DESCRIMITON - -
1'?;;-\ ~ -;‘up x 8

"J&J* BRAND uawnwmno SNBLIJ'NLQ ST

20063 Shrlimy, Datiosed : snb s 82600 G
2““ 860“0 '.. l‘.w . ‘?" A ¥ . ‘ :_l 'lh '21l7$;v a“! f' ' \
2909 Scullupl, unimﬂw oI Sib ¢ qut Dise. J520 g
2W10 Scallops, Rew Bevaded 37527 0% g Slb m.so &*" R

" ; f—,-. o by,

20308 Oystors, Raw Brended S0 B4EY Ly gt »,qnpiﬁi! AL %
“JANLIS FAMILY FAVOUR BRAND BREADHQ & BR NBD mu.msg :
L »: ,.i,o : gons E o 1;‘-‘ & 3 Ny b ‘ }.37—"-!: ‘t*ig:‘d. :f?{"' 3

',~ ‘ -.‘b

Slb 326.00
‘343‘ BT
b v,,m: . §18s0 |
lmb . Dise, -
Wiisn o sa00
:,‘.';; ;0! ), i“ Dllc.

IN70S  Black Vigor Shilmp
28110 Crunchy Shiimp

295233 Natural While Opssare
29510 Crunchy Oysiess "
2970S  Nutural Whale Seallops - * _
29710  Crunchy Scallops - t; L : o

"GOLDEN GATE" BRAND BRBQDBD & BROWNBD caw pagf FRY
cLoddg v ¥ R ¥ ,,qi ‘ ,:.'g £y —.ﬂ‘ i b ' -"'
11204 Chicken Breast Strips (natural broast nendenonu). ?‘ 1214c1 77 dkg sasoo i
12604  Chicken Breast Burgers (all white meat) “* ";*-j Y goge T 4kB. . §2800
12704 Chickon Broast Nuggets (ﬂwﬂnmt) R S u-zzcc _dkg 326.50

.'q.g'. Y

AL A j"v"n

"JANIIS FAMILY PAVOURITRS" mwm muw)w a mtowmm CHICKEN
oviNmAT

LA04 Chicken Dreast Fiivia (notueel eenst nuubhu) lo-l!q'f"’ B '"ll 334 50

»

12043 'huuanmmu.m(-l-mmy ”v“‘“""“"-“u 'szsuo
12743 Chicken Hioas Nuggoss (sl whibg meet) . . . f,._. AR dkg o $2650

"J&J GOURMET" BRAND IOI' MW SEASONBD ClllCKBN

[

70500 Hrenats, Skinlwss, Boneless ,’ j; | * 3 leom f_,.9/3“’_

70501 Dicasts, Skinless, Buneless = E Rnndon . 4kg = PRICES
7003 Drensts, Skinlesa, Boneless . - i ;; ‘3oz - . 4kg-  QUOTED -
70s04 Brensts, Skinless, Boneloss - " 5/ ’fi;: s dog ;,w'_"" ~4kg. .~ WEEKLY
70s0s Brensts, Skinless, Boneless | - mey e ; Sos ., ,;;:: | 7] .

0506 Drensts, Skinkess, Bonoless ~ T " Gog . dkg

70507  Breasts, Skinless, Boneless - - Tog 'l'i ’: dkg -

70508”  Breasts, Skinless, Boneless - . T ;j’f 77 Bow v T Akg

72104  Wings T T Randqm .Akg -

Disc. - Discontinued  T. 0.8. . Tcmporarily out of stock | %
q -

‘ " Q -
LT I A S SV & LI "V&hr&g;‘;’a— ----- f&;?‘cﬁ i"!}-ﬁ-"’@#’-&-‘-} T ey, ks ‘f"' ﬁwi«“ﬁi« o
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Product
Code__

22012

25912

© - v 26312

28712

11412

1313

12712

71012

72112

22924

26924

PRICE LIST - ONTARIO

*Jenes Fomilly Favourites® Retaill Box

Product
Qeactiption

Genuine Scottish Haddock
Bieaded D drowned

Filet Of Sole
Sreaded b brewned

New Zealand Orange’ Roughy: * 8/2lb ="~~~ 62,00

Bisaded b Mowned

Mack Tige: Bhvimp
Drassed b biowrnd

Chichon Bipasl Pitlete
P det § ¢ 2oved

( historn § Fhipe
Brunded g § boreh Mee

Chichon Bisaet Nuggets
Brooded § Yrowned

Bunetess Chichen Breasts
Stinisss

Cooked Chicken Wings
iteney & Hebaiy Fovewr

Qenuine Snnttish Haddock
Nioaded & biswned

Filet of 8aole
Breaded & biowned

Pack
W21b

W21b

/b

Wik

o ik

LT

8/dib

6/l

8/l

8/3ib

Pricing
nercase

$62000

52,00

72,80

47050

32.00

38,00

87.00

46,00

124,00

104*00

el T e |0




WAL W LINLIRG

RILALL FOUR QUILET PRICKLIST

HOUBEY NuNDAY « SATURDAY 8130 « 3,00
SUNDAY 11100 « %100
(NOTBY  CLONED BUNDAYS RETWEEN NKW YEAR'S AND EASTER)

FUONEs 625-420)
$00 ALL PRICES AUBJECT TO CHANGK WITHOUT NOTICE #¢¢

UDAULERER R1GM ANU BRALLQD

Naltered Yelluw ".ll"Hooooooooooo.oooocloooooo0‘ 1508%/24
Hattered (COdessnosrassosossssccccsstssttrssttsce 7040/24%
Datterad HAdAOCK :cs et tvsscsosscsscarstsotssonne 8,85/2#
Natternd SMOlt.issossssssosvcsssscosccstsosorsacs 40 30/2#
Battered Shf‘mponoooooooooooo-ooooooooooooooooo 7,45/LB
Battered ScCAllOpBicsstessccessscscccstsssescnse 8.20/LB.

BATTERER YEUETABLES

onfon "‘"‘J'o0oooo..oo!ooooooooooooooooooolooooos 3.15/2*

OO Chip®ssesoessnissnesessseosssosststsssssnen 2.85/24%
MUHhrOOmMe , o i s ot s et ta00 60000000000 e¢0t00000000 5.[0/2#
Catllfloset s sos oot crrstotrssssecsossssttrssssens 3090/2“
Cheone Flavouied "‘d""“U.foo00000000000000000 30 00/2#
i ehiint v e of S1ECOB 000000 es ettt s ’oﬁ"’/?"
Miwidl ve ot st @B oo cresvootsossnnnserttosortoeye 4,00/2+4
BrOoCCOl lecsasaseestsrsssrrssocssosssdsttsnsssece 3.55/2“

ERINCH ERILD

3/8" Straight CUloessoccencsoscsssccsossscssenssd 3 50/5#
1/)" Cl‘llil. CUl s v sosssstsenssorossssstsssssese 3.50/5*
DOLIAY Chip®secssstsotrrrsccsccscresentostssrtnes 3.75/5%
Country Cul®essssrressssrsovssscsnscsottsnssrsce 3050/5¢#
SHOORLY N ® s s s soersacsreronsersccncossttonsorsos 3.60/4%
Prima CUut®ecessesssstsssssscesoscsccssnsossnenenes 4.25/5#
Hasnhbrown Patt ieB.sesros0ss0esssssasctrsrsnsanse 2,50/3$
Dicod HARWDIOWNB sssssoavostessseserossttssensocy 3.50/5#
Opley Potato BUiRssocesstesnvocecsscrsrsnrennes 2.,4A9/24%
Spley Potato WedgeB.seesssocsosessssssstnrssones 2,45/24%

BAVTERED CHEESES

Mozzarmlla Cheane 'l‘(‘klooooooo-ooocooooooooooo$ 9 60/2#
Cheddar Cheesne Cllh.ioooocooooooooooooo_ooocooooo ' 9, 60/2*

> Broccoli- Che.llkrilpl.......i.....'-..u.ao...n""‘i":ﬁ 25/2* e A e

CONTINUED. 0000000, . «



SEAFOOPS
King Crab lo.Q.ooooooooooooooco-oo-oooococooooooo$19075/[oﬂo
22.00/LR,
“17.00/2#% BAG™ -
12.25/24 BAG
29,95/3% BAG
34,00/%% BAG.
42,00/3% BAG
9,50/LB,
3,08%/LDB,

LONRLOY Tall®eseseotvsssosncocncscnnasstssoseosses
“ Peeled and Deveined Medium ShHrimp (36=40/#):i.¢ss
Shell-on Medium Shrlnp (36-40/*)00000000oooo.ooo
Poelod and Develined Juabo Shrimp (26<30/8) 000
Hhell-on Jusbho .hl'lr (26<30/0)s00svvtsnroennnne
"CAMPECHE® Jumbo Shelep (36+30/8)sesssntasocnsnne
«“l‘tlltuploncoooooo0000voooooooooooo'ooooonooooooo
Drange Rouyhyscosssrr et eassrsossonosssottonseses

FRUZEN Ll
Yolluvw Perch PELIo@sonersnensncsnansosescansesned 1,7%5/LB,

ledvhoet battoreee Individually Froren)

Plokouyol FIVI00 @, s vsnasncsncnnststancseses 1,00/LB,
White Pee-h FEII@00. . seoosnnvsnnscorstarscnsses 24B5/LB,
Skinlons White FPerech Plllot@icoeossesnvssonnsses 3,80/LR,
Drvannd S08i8 00 vtovtovsvnosonvsssrrtessosse 2,20/LRB,

1.95/24 RAG

Routid Hme bt s ssosorscriseosnosneososssottnossosis

FROZEN CRULIA

Al’l‘lﬂﬂcooooooooooo000000000000000000000000000!00‘ 4.9%/4.,41b, BAG
Wild Nlushatt I®8osrvrrosesovvescsscnssserassnees 10,30/4,41b, BAG
“h“lrlﬂ..looobl00‘000!0000!!‘0000!00000!OQOOIIOO 0025/40'“b0 BAG
Molon Hali®,visssocrosossonscacssnnrrsssnsssecrs 2000/LR,

Mixed "l'“.'cooaootooocoooooooo-ooooooc00000000.0 7000/4041b0 BAG
R T T ] S N A R R N R N N N R R RN R N Y 70“’/404“)0 BAG

PIneappie.sisersssssrtossonsosssssscstsnsosssnne
Raaphetrriom,sscoesersseossscrsssnseessenesssrnsns
Raspberries Crumbl@iseesceocscocssossssrsrsnnsnns
RhubACD s ssosssosesssoorsosnsssoscssoscsstosssnscsss
Strawberriedcicsecsresesoscccocescccocsosssasssons

VEGETABLE PLENDS

J or 4 Rean Balad,iiseestcessccsossnssensessnens
Pamta Maladosseeorvertostossesssersvonsseosaonsensns
Hogular Miaed Vegetahio®isceresserososssrssnaneae
Heandinavien Rlend. . it sirserser st ersesassne
Uatdon Wlond oo sneossrroeseortasoseessestteossoases
Winter ME B, s ottt oeerraronanonsorsosnossttsoorennse
".ﬂ.lﬂll ".."’.o-.oooc;\
Orfontal Alendiscocciiovsosnsosssssssstsssssonnss
Country Style Soup MIWesssssoososoccontsvoccnsss
Poam and Cat 10t @i eeitiotsosssosovsesccesotssctnns
Voyetable Raute Blendeicesscosccssssccsrtessosnsns
Moxicall PMImndeseeorccovocossorssccosestosssisnss
Ttaliano Mlendicecossvossoossscsscnessstosasnens

"L LAS PNV DOEEENTOEEOELOENDNPODS

CONTINUED, 00,, , o, -

$

9,90/% |b, BAQ

6.00/2.21b, BAG
3.95/2.21b, BAG
3,75/4,41b. BAG
6.75/4.41b, BAG

3,90/4.,41b, BAG

4.95/4.41b, BAG
3,25/4.41b, FtAG

3.,85/4.41b, BAG
4,70/4.141b. BAG
4,95/4.41b. DAG
4,35/4,41b, BAG
6.00/4,41b, J3AG
3020/4041b, BAG

3.10/4.41b, BAG
3,75/4.41b. BAG
4,95/4.41b, BAG
4.95/4.41b, BAG



VEGETABLES

ABPQI&QU. CUl.oo.oooooooooo.ooo-oo--ol0|00000000$‘1065/4.41bc BAG
LIma Doan8essscesrosceatsosesssscocsontsntsnesse %5.30/4.41b. BAG
ltallan Oreen NEaNB.ecssvssnososssssosrsssssasnesees 4,30/4,41b, BAG
Hegqular Cubl Ureen DBOaNBesssssassstecsstrosenrons 3.60/4.41b. BAG
Wan NeAN® . esesresescotosesesessosscsrstsststsese 4,20/4.41b. BAG
Fronch Cut (reen ReaNBsissesssccsccsssssroesesssee 4.60/4.41b, BAG
Reoecoll CUutByvessesssoosasscscostsrstsrcesceess 5:35/4,41b, BAG
Nrouccoll ApearBisesssecosssccsssocnnssssnrtseses JI:75/2 1b. BLOCK
Daby Bruseel 59(00‘..000oooooo-o.ooooooooooooooo 4.90/4.41b- BAG
Niced CArTOtB o cer st tsscooccsvsstssostsssssasnts 2.25/4041bo BAG
Sliced Carrots or Carrot StickSeecsssenssvovsnce 2-40/4.41bc BAG
Petite CArFObLBscot et soonooescessscscntssdscsnesse 5080/4041bc BAG
CaNLif OVl cosesersortosssencccscsesesssascsceses 35,00/4,41b. BAG

- @queryﬂched{%OKMnSllcadiqwahfoliaplwijnigﬁiﬁﬁtﬁf3&15/4#41b§5936ﬁﬁﬁﬁm

COl oo 0000006000 etetsttssssnecsesestctattsssosnoeds 4,20/4.41b, BAG
Pepprre - N1een - Dlcodossosssonscssscsttssvsonsses 41,03/4,41b, BAG
Puppnte - Ped » i odioivsosnsnvencasttnssnosns %,3%/4,41b. BAG
Hushronme - filjced ur Baby Whol@sseesstronvrnane 5050/2 LR.BAG
Ontonn - Dleed v Plecr@B8issosssssssssosstascssssss 1,18/4,41b. BAG
PALRNLP® s iiavstoctonansnsnssonssattisnresseces 2,90/4,41h, BAG
PDAR = RABY . rasse.  -oousansosceovacstptrcscees 4,480/4 04lbo t3AG
Poam - Pot iV, . ceer . rovnooasnnansosnsrnstansess 40904 .41bo BAC3
ot atose bheud - dilrad « or Smatld whul®eseoee 2,40/4441b, BAG’
HUVALAYO. e vevssaoot . oorssesessrsressssssassanse 2020/4 041bo BAG
SPINArh co s it en e 0 sraesresssestsrrisrsesseess  2,98/2 L OO block
SAUARIN s e et s s e v ettt st Il N IE0R OO 3,38/4.41b,. BAG
Sugar Rnep PeaGcr s 106100t 0605000000 0000000000 4.,90/2 LB. BAG
Chinome Fee Fod@s e v osoassnsassonassstrresrtees 985 /2LR, RAG
WAL Choeetnul Mysor i caoanososesansssrtissssaess B,08/2LRA, BAGC

T S RN RN R R R R R N N N N R RN YRR 4,7%/4.41b. BAG

MEAT Al HQLUCTR

ALl Boet Hamburgee PebSi®Besssssovosrttnnorerere$l4,9%/6 LN,
ALY Nowl Jumni Hot@ag@isssssssssssorstnssnssesce 14,95/6 LB,
Aliced Cenadian Bacl RacCONesssssssccsssrsesseess 4:.79/ LB,
Smoked Mennonite Bausege®eeesccssssssstrtotecrse 3499/ LA,
POpPPEreLLleBaciisst et tgoososssccssssntsttostnens 7.80/ 1.B.
Souviaki (Potk thﬂb.)ocooooo.oooooooot.looolooo 7050/Pkg of 5

CHICKEN PRODUCTS

Chicken Stf‘PUoocoooovoooco-n.oooooooocoouocoocos 6.50/ LB.
Chicken NUQQOLB s ce s svsessecsvssscsscssstansssconce 5040/ L.B.
Chicken Nreastwichicssesseossssccossssetrsscsncne 10.55/pkq.of ]
Chicken NrQers,csvie0s00s00000000essstsssensnee 4.50/pkg of 5
Chicken WinNngMesoeeosstonvenscnsceossoscsnssocoses 7050/2.21b. BAG
Stuffed Chicumn Rresstg--Aroccoll & Chest@icsses 3.00 each

eHam B Chees®icrssteces 3,00 each

v-0aflic & Buttersseeeees 3,00 each

CONTINUED 00000006 « s+



MINCELLANEQUY LRODUCTER

MUl Pansorttt 8csscsroscasotsssavcnssssrrssssssecd 99 each
Pl2za FING®I®eieavsosteonscasascsscscrttsssssesse 24795/pkq Of 5
YLUIELY CuANLIP'S ® Min) Ple2aSccessctttovennoes 1.50 reach
Moal Havlicelblooooososceossosonennsnnsctsssessence 1,25/2,21b, BAG
Cheorno Tottellintecceotooososoccconcscersoscsecee 1,2%5/2.21b, BAG
CLINNAMDN BUNBesosssntretseesssccssssssrttscssctee J3,00/pkg Of 6
Mo Shalle (unbaked)ecsososnecccsvscsssronssssse 2099/pkg of 2
2" Tart 8helle (unbak@d)isescceesccestssssrssese 4 000/pkg of 40
A" Tart Shells (unbolod)...............u.....u 6.50/pkg Of 60
COOKIER (unbaked).esessChocolate Chipessssseeese 7070/2 dozen
N I L L R R Ry 7.70/2 dozen
vessscatmeal R Rafainsiecesces 7.70/2 dozen
COOKIFY (baked)sissessChocolate Ch’P,"ﬂClﬂooooo 3,60/dozen
cesessscatmeal & Raisinisesocoss 3.60/dozen
PEROGLIFS (potato with cheddar chees®)issrseeceses 3.,20/pkg of 1

. -, . - . . s - . : . .o .oe, v . CT Y e 8 el "y B PO L A 1 - P s ye 5,
AR e T ey T LT LI R RO L S s Al e U AL UR o mh - W1t s X4
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Anp SEsIE YOUR FAMILY THE RIRT 1|
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Table 14. Total |anded values of comercial harvests, by
province, for the mmjor Canadian freshwater fisheries,
1946 - 1983. Values in thousands of dollars. Dat a
from Canadian Fisheries - Annual Statistical Review
Year Ont . Man. Sask. Alta. NWI Tot al
1945 6483 3418 882 742 112 12,138
1946 5597 3304 729 600 288 10, 914
1947 4803 3477 484 449 143 9, 689
1948 5683 3181 513 375 387 10, 641
1949 5497 2821 521 342 549 10, 212
1950 6252 3880 718 437 612 12, 376
1951 7035 4263 910 544 535 13, 855
1952 7407 3439 679 654 735 13, 457
1953 7027 2717 553 667 471 12,114
1954 7013 3088 741 667 636 12,725
1955 6783 3477 763 687 742 13,124
1956 7927 2947 784 790 788 13, 892
1957 7046 3279 939 854 721 13, 471
1958 7217 3540 1091 879 682 14, 024
1959 4866 3757 1190 1016 703 12,103
1960 4983 3867 1367 1159 700 12, 765
1961 5745 3174 1385 883 675 12, 450
1962 5341 4229 1478 714 860 13, 346
1963 5498 4356 1300 676 796 13, 297
1964 5222 3720 1490 799 833 12, 715
1965 6402 4370 1734 677 977 14, 972
1966 5995 4788 1706 844 765 14, 853
1967 5988 2527 1163 758 775 11, 831
1968 5968 3276 1382 915 759 12, 957
1969 7389 3354 2294 935 1013 15, 660
1970 6535 2151 2083 826 1087 13, 237
1971 6948 2258 1839 413 960 13, 132
1972 8119 4113 1641 469 839 15, 840
1973 10, 370 4928 1778 468 809 19, 095
1974 9655 4871 1806 313 738 18, 241
1975 11, 052 5940 1791 423 677 20, 944
1976 12,513 7062 2277 579 872 24, 146
1977 14, 555 10, 231 3145 729 1100 31, 091
1978 17, 161 12, 830 2629 646 1541 32, 959
1979 25,873 10, 801 2663 797 15' 76 43, 234
1980 23,644 16, 591 3794 1014 1793 48, 352
1981 31, 767 17, 846 3262 899 1538 57, 125
1982 36, 788 15, 508 2686 834 1674 58, 847
1983 27,838 14, 515 2762 788 1151 48, 464
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Table 15. An historical record of the Geat Slave Lake summer fishing
fleet including the nunbers of fishing conpanies, fishing
boats, and skiffs (in parentheses) which have operated since
1945. Data from Dep. of Fish. and Cceans M5 and Data reports.

Kut cher
and Tot al
Mclnnes Menzies Alaska Gateway Inland Clark Trefiak Carter Fleet

1945 20 20
1946 22 30
1947 18 22
1948 19 2 24
1949 21 17 6 4 7 8 66
1950 22 16 8 5 6 57
1951 21 12 9 10 9 62
1952 16 8 9 10 10 53
1953 12 9 ? ? 7 40
1954 14 l o(3) 11(3) 6 9 51(6)
1955 15 l o(3) 14(3) 7 10 8 65( 6)
1956 15 9(1) 13(2) 9 9 lo(l) 70(4)
1957 18(1) [ o(3) 15(3) 9 9 lo(2) 68(11;
1958 14 12(1) lo(4) 5 9 7(2) 57(11;
1959 14 12(3) 16(2) lo(2) 7(15) 59(22;
1960 14 [ o(3) 13(7) 9(4) 7(15) 53(29:
1961 9(4) 14( 6) 8(5) 5(10) 40( 25)
1962 11( 35) 13(19) 10( 8) 5(15) 39(77;
1963 9(17) 15(16) 9(15) 7(11) 40(59)
1964 38(38:
1965 Data for private sector 39(31)
1966 i nvol venent unavail abl e 39(55)
1967 31(40)
1968 31(23)
1969 After 1969 the FFMC was 29(25)
1970 the only fish buying 37(58)
1971 conpany operating in 34(50)
1972 the NAT 24(40)
1973 18(56)
1974 14(56)
1975 14(37)
1976 16(54)
1977 22(68)
1978 23(54)
1979 24(50)
1980 22(37)
1981 18(39)
1982 19(24)
1983 19(29)
1984 17(31)

1985 22(52)
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Figure 1 Total commercial landings of the N.W.T., expressed as a percentage of
the total Canadian freshwater landings, 1945-1983. Data from D.F.o. .
Data Reports and Canadian Fisheries - Annual Statistical Review.




TOTAL HARVEST (THOUSANDS OF KGS.)

o

L

1945

Figure 2.

ﬁ LI L _ T
1950 1955

Total commercial landings for all species Ero. Great Slave Lake,

1945-1985.

1960 1965 1970

Data from =.F.0., Data Reports.

— ]
1975

— L}
1980

1985




TOTAL WH TEFI SH HARVESTS BY REG ON

(1974 -19831  (by weight)

NWT (12.0%) ONTARIO ( 18.3%)

ALBERTA ( 10.4%)

SASKATCHEWAN (19.7%) MANITOBA (39.6%)

Figure 3. Relative contributions of each major producing province
to the total production of whitefish, 1973-1983. Dat a
from the Canadian Fisheries - Annual’ Statistical Review
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(Thousands)

HARVEST IN TONNES

HARVEST DISTRIBUTION WITHIN F. F.M. C.

By Region and by Five-Year Intervals
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Figure 5. Conparison of total commercial production
fromF.F.MC regions at five year intervals.
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Figure 7. Changes in the average round weights of whitefish and |ake trout taken

from Geat Slave Lake, 1945-1981. Data from D.F. O, Data Reports and
MS. Reports.
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Figure 8. A conparison of |anded values of whitefish for Ontario,
Mani toba and the N.WT., 1945-1982. Val ues represent
the amount, in dollars/kg, above or below the national

average landed value for freshwater fish in a given year.
Data from the Canadian Fisheries - Annual Statistical
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The eggs develop over winter in water tenperatures
between O - 2.2°C Hat ching occurs in March or April,
but the young remain in the gravel wuntil June or July. The
young of anadronous charr remain in freshwater for 3-8
years before nmking their first mgration to the sea.
During this freshwater period they feed initially on
zoopl ankton and gradually shift to insect larvae and
crust aceans. Once in the sea, they feed primarily on fish
and large crustaceans, but wll wutilize whatever prey is |,
easily avail able.

The growth rate of Arctic charr is slow, and varies
greatly anong different popul ations. Anadronobus  Arctic
charr grow faster and larger than freshwater charr due to
greater food abundance in the narine environnent.

Freshwat er charr seldom exceed 350 mm even though they nmay

live 20 years or oore. In addition, eastern anadronpus
Arctic charr are slower growing than western charr, but
tend to live longer, reaching a greater nmaxinmum size.

Eastern anadronobus charr have attained ages of 29 years,
while the nmaxinum age for western anadronpbus charr is
between 10 to 14 years. The differences in growth between
western and eastern stocks may be the result of different
environnents or genetic nmakeup.

Al though sonme freshwater populations nmature as early as
age 3, nost Arctic charr populations mature between the
ages of 4 to 9 years. In general, western charr reach
sexual maturity 1 to 3 years before eastern charr and
freshwater charr mature 1 to 3 years before anadronpus
charr. In both freshwater and anadromous popul ations,
males mature 1 to 4 years bhefore fenales. Fermal es spawn
every second or third year, but seldom every year except in
the southern parts of their range.

Freshwater charr feed alnmost exclusively on aquatic
insects and crustaceans. Anadronpbus charr feed
predom nately on crustaceans and fish, including whitefish
and several narine species.

.Arctic charr have few natural predators, although young
charr are eaten by larger charr, loons, and terns. Lar ger
charr are also preyed upon by seals.

Utilization

Domestic fishing for Arctic charr ozcurs along the
~orih and east coast of the Territories. Inuit fishermen
;e;erallv prefer the anadromous charr because of its larger
size and ease of capture. Most are taken in estueries and
rivers during their spring and fzll rmigrations and zre used
for

i
both human and dog food.



The high price this species commands and its reputation
as a gournet food have made Arctic charr one of the nost

val uable comrercial species in the Territories. Conmmer ci al
fishing, however, is restricted primarily to the eastern
Arctic anadronmous stocks. In fact, the Rankin Inlet,

Canbridge Bay, Pelly Bay, and Nettilling Lake fisheries
account for nost of the charr harvested conmercially.
Attenpts to comercially fish freshwater populations have

generally proven uneconomical and the |imted abundance of
the western anadronobus stocks have prohibited extensive
utilization. Because the eastern charr grow slowy and are

in tremendous demand, strict rmanagenment regulations have
been necessary to ensure enough young charr escape the
commercial harvest to maintain their popul ations. These
regulations have included a 5.5 inch (13.9 cm and 2.5 inch
(6.35 cn) stretched nmesh restriction for the anadronpbus and
freshwater popul ations respectively.

A conbination of excellent eating and fighting
gualities have made the anadronobus Arctic charr a prized
sport fish. Most sport fishing for Arctic charr occurs
near Rankin Inlet or Baffin Island, or in streans entering
Coronation and Queen Maud Qulf.



