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Executive Summary

Background and Scope

As part of the Food & Farm Hub Feasibility Plan, the Squamish Food Policy Council (SFPC), in
partnership with the District of Squamish (District), has completed a research and engagement
period with the intent of best informing a potential food and farm hub(s) in the Squamish to
Lillooet region.

The first phase of the research and engagement period involved identifying best practices of
food and farm hubs in North America. A total of 18 food and farm hubs were interviewed,
ranging in size, scope, organizational structure, business model, and success.

The second phase involved conducting a region-wide survey to food producers and food
processors in the region to understand infrastructure needs. In terms of scope, the survey
aimed to capture a sample size from three subcategories involved in the Squamish to Lillooet
agriculture and seafood production industries, and food and beverage retail and processing
industries. The survey aimed to capture responses from across the Squamish to Lillooet region
to provide a geographic representation. There were 86 total survey respondents, with 54%
identifying as primary or secondary food processors, 40% as agriculture/seafood producers, and
6% as both processors and producers. 46% of respondents were from Squamish, 20% from
Pemberton, 14% from Whistler and 8% from Lillooet.

Survey Results

Feasibility research strongly suggested the need for a food hub for the Squamish to Lillooet
region. Feedback from food businesses suggested that many of the key challenges they faced
could be addressed by the support and infrastructure available through a food hub, including
rental of a shared kitchen, storage space, access to specialized equipment, and business
mentorship. Businesses showed an enthusiasm and willingness to pay for these services,
suggesting that there is buy-in for a food hub. The survey results suggested that priority should
be placed on the following:

e Distribution and delivery services
e Cold storage
e Commercial kitchen access

Best Practices Results

The SFPC conducted research and interviews into various existing food and farm hubs across
North America, with the intent of exploring a range of organizational structures, missions, and
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ownership and business models. These examples greatly influenced our early imaginings of
what a food and farm hub might look like in the Squamish to Lillooet region. Some imperative
lessons learned include the pros and cons of a for-profit versus non-profit model, infrastructure
investments, and financial sustainability.

Summary

Preliminarily, the proposed model is a decentralized, partnership-based model for food hub
facilities. While the term “food hub” suggests a one-stop shop with a variety of services under
one roof, the food hub model proposed would be a distributed model offering processing
facilities and storage space in a number of different locations in the Squamish to Lillooet region
and drawing on partnerships and collaborations among various groups. There are a number of
benefits to this model, including being nimble and responsive to growing demand, building on
existing community partnerships, increasing access to funding, and leveraging existing
infrastructure and systems.

This model would be a “phased-in approach” where elements would be introduced one at a
time to allow for community buy-in and familiarization before scaling up; this would allow for a
more financially sustainable scenario. The food hub is proposed to be launched through a pilot
program, allowing for an iterative approach to meet the diverse needs across the region. A pilot
would address the high needs discovered in the survey results, which may include a commercial
kitchen or cold/freezer storage in Squamish that utilizes existing infrastructure or available land.
A pilot program is an attractive approach to test and scale within a determined scope and
timeline. Simultaneously, the connection of food businesses with community partners who have
kitchen space, storage, and/or equipment available for rent will be facilitated. Subsequent
phases will allow for new and expanded facilities developed in partnership with other
organizations.

Embedded within the food hub will be a vision for a local food system that reflects the Good
Food Values: Local Economies and Communities, Environmental Sustainability, Nutrition, Valued
Workforce, and Animal Welfare. A food hub built by the community for the community will
contribute to the SFPC’s vision of a food system that is regenerative, just, and sustainable.
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Introduction

Background

Food hubs have been growing in popularity in Canada and the United States as a means to
achieve a more interconnected localized food system. They have the opportunity to bridge the
gap between local food producers, food processors, and consumers by providing access to
shared infrastructure, resources, and collaboration.

Food hubs also have great potential to support local food procurement. They can link farms,
which tend to be smaller with less product volume and less logistical capacity, with institutions,
which require large volumes of food, consistency and delivery capabilities.! Food hubs act as key
mechanisms for facilitating large, consistent, reliable supplies of locally produced foods, as well
as transportation efficiency and access to wholesale markets.?

Food hubs can look different based on the specific regional needs in which they are located.
According to FoodHubsBC, food hubs refer to “shared-use food and beverage processing
facilities (shared use kitchens) that offer food and agriculture businesses access to commercial
processing space and equipment. Food hubs may also offer expertise and other resources to
support business development.”®> The USDA Regional Food Hub Resource Guide highlights some
defining characteristics of a regional food hub:

e Carries out or coordinates the aggregation, distribution, and marketing of primarily
locally/regionally produced foods from multiple producers to multiple markets;

e Considers producers as valued business partners instead of interchangeable suppliers
and is committed to buying from small to mid-sized local producers whenever possible;

e Work closely with producers, particularly small-scale operations, to ensure they can
meet buyer requirements by either providing technical assistance or findings partners
that can provide this technical assistance;

e Uses product differentiation strategies to ensure that producers get a good price for
their products. Examples of product differentiation strategies include identity
preservation (knowing who produced it and where it comes from), group branding,
specialty product attributes (such as heirloom or unusual varieties), and sustainable

" UC Davis, “Food Hubs & Values-Based Supply Chains”, Sustainable Agriculture Research & Education Program,
https://sarep.ucdavis.edu/fs/supply/foodhubs.

2 USDA, Regional Food Hub Resource Guide, Agricultural Marketing Service, 2012.
https://www.ams.usda.gov/sites/default/files/media/Regional%20Fo0o0d%20Hub%20Resource %20Guide.pdf

3 FoodHubsBC, “Online Resources for BC Food Hubs”, BC Ministry of Agriculture and Food,
https://foodhubs.ssfpa.net/.



https://www.ams.usda.gov/sites/default/files/media/Regional%20Food%20Hub%20Resource%20Guide.pdf
https://sarep.ucdavis.edu/fs/supply/foodhubs
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production practices (such as certified organic, minimum pesticides, or “naturally”
grown or raised);

e Aims to be financially viable while also having positive economic, social, and
environmental impacts within their communities, as demonstrated by carrying out
certain production, community, or environmental services and activities*

Further, food hubs can entail a variety of components. Hubs can include a combination of:

Shared kitchen and food processing area;
Food packaging area and equipment;

Food storage (cold/dry);

Distribution services;

Aggregation services;

Mobile processing or packaging equipment;
Online ordering system;
Office/boardroom/training space;

Database for existing commercial kitchen spaces where rentals can be facilitated;
Value chain coordination services;
Year-round market space;

Business mentorship;

Workshops and learning opportunities;
And certification and training.

Overall, food hubs have the potential to play an important role in regional food systems by
supporting the local agri-food industry, increasing market access for local producers, adding
value to the current food distribution system, and having significant economic, social, and
environmental impacts by facilitating access to local food.

Current Local Food Landscape

Food self-reliance has been identified as a key climate change strategy in B.C. However, the
Squamish to Lillooet Region is largely dependent on imported foods. The area is facing
population growth, development pressure on agricultural land, and increased risks of flooding,
wildfire, and drought due to climate change. It is increasingly important to foster resilience in
the region.

The Squamish to Lillooet region has great potential in terms of its local food landscape. The
region has a well-established small and medium-scale agricultural community in Pemberton and
Lillooet, as well as a growing number of small farms in Squamish. Each municipality - including

4 USDA, Regional Food Hub Resource Guide.
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Squamish, Whistler, Pemberton and Lillooet - has a thriving weekly farmers’ market where
consumers are able to purchase from farms and food processors directly. The SPFC has seen a
significant appetite for more avenues to purchase and sell local food outside of the farmers
markets and a food hub has the potential to meet these demands.

In November 2022, the SFPC in partnership with the District and the Squamish to Lillooet
Regional District (SLRD), facilitated two Good Food Gatherings where restaurants, farmers, food
processors, institutions and policy-makers gathered to form formal and informal relationships,
as well as envision what a thriving food system in our region could look like. Creating and
nurturing these relationships assists in providing an understanding of the types of regional
foods grown, limitations to production, barriers to accessing locally grown food and products,
and a thriving and just food system for all. A SWOT’ analysis was conducted and opportunities
and points of improvement in our food system were discussed, including:

Value-added partnerships, opportunities for collaboration, sharing assets;
Business opportunities to build infrastructure and create impact;

Public buy-in, education, programs, policy, events;

Creating a regional destination, brand, food culture;

Asset-sharing and tool building;

Establishing regional procurement targets;

Champions and momentum to move action and implementation;

And government and institution funding and policy.

There has been a palpable momentum in the direction of local food and the Squamish to
Lillooet is well-positioned to implement a food hub that integrates these components.

Overview of the Regional Agri-Food Sector

The agri-food sector in Squamish is growing in both numbers and importance. As part of its
Emerging Sector Roadmap and Action Plan, the District of Squamish identified this sector as
part of its Green Economy theme, an emerging area of opportunity for strategic growth and

investment.

In 2022 The District completed an Agri-food Impact Study®. The study measures the impacts of
farms, ranches, fisheries, food and beverage processors, wholesalers, retailers, and food-related
services on the Squamish economy and, more broadly B.C. while also assessing the sector’s

5 ‘Strengths, Weaknesses, Opportunities, Threats’ Analysis.
6 District of Squamish, Squamish Agri-food Impact Study, (Squamish: District of Squamish, 2021),
https://investsquamish.ca/assets/Agri-food-Impact-Study_April-2022-v2.pdf.


https://investsquamish.ca/about/our-projects/emerging-sectors
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social and environmental impacts. The study was focused on understanding the sector’s
development, structure, impact, opportunities, and challenges. It provides a thorough overview
of the industry composition, offers considerations and potential actions for industry growth.
Two key findings from this study were to focus business development efforts on agri-food
supply-chain development to establish needed infrastructure for agri-food businesses (i.e.
refrigeration, storage, distribution); and to complete a feasibility assessment to enhance local
processing capacity via the establishment of a local food hub.

The SFPC and the District’s Economic Development team have identified key priorities for sector
development, aimed to strategically foster growth in the Squamish agri-food sector. This will be
achieved through the strategic implementation of high-priority action items, including:

1) Complete a Food and Farm Hub Feasibility Plan for the District;
2) Advance Regional Agri-Food Branding and Local Food Procurement Program;

3) Develop a Regional Agri-Food Society.

For context, a brief summary’ of the agri-food sector in each municipality is as follows:

Squamish

Strong tourism economy and growing resident base

e Agri-food sector experienced significant growth between 2014-2021, from two agri-food
manufacturing businesses to 135 businesses

e A 2019 Market analysis found that Squamish residents spend an average of $8 million
per month on food

e The region’s agrologist noted that Squamish is well positioned between prosperous
markets for economic support between Whistler and Vancouver

e The region has a well established small and medium-scale agriculture community in
Pemberton and Lillooet, and a growing number of farms in Squamish with great
potential to brand a regionally grown-food market as part of a Agri-food sector strategy

e Direct, indirect, and induced economic contributions of Squamish’s agri-food sector
totalled 2,130 jobs, $49.9 million in wages, $116.2 million in gross domestic product
(GDP) and $207.3 million in sales in 2019

e This sector contributes to 21 per cent of total employment and supports other sector
supply-chains

" District of Squamish, Squamish Agri-food Impact Study.
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Whistler

Annual consumer spending at restaurants was over $400 million annually

There is potential to tap into this spending and market regional agri-food products

With over 3 million visitors per year there is opportunity to market the region’s agri-food
sector as an attraction

Pemberton

Significant agriculture community with interest to diversify market

Current market gap for processing locally grown food into other consumables in order
to: 1) reach larger and diverse markets (grocery, wholesale, restaurants), 2) extend shelf
life and seasonality, 3) reduce food waste by creating bi-products

Pemberton’s Economic Development Strategy and Action Plan focuses on two specific
sectors for economic development: tourism and food and agriculture

Lillooet

Significant agriculture community with interest to diversify the market

Project Purpose

As part

of the Food & Farm Hub Feasibility Plan, the SFPC, in conjunction with the District, is

seeking data to best inform potential food and farm hub(s) in the Squamish to Lillooet region.

The project phases are as outlined:

1.

Background and Engagement Plan

1.1.  Assessment of Relevant Businesses and Community Goals
1.2.  Needs and Readiness Assessment

1.3. Engagement Plan

Research and Engagement

2.1. Background Materials Review

2.2.  Overview of Food Hubs and Best Practices

2.3.  First Round of Engagement

2.4. Initial Food Hub Assessment (Interim Report)
Infrastructure, Operational, Regulatory and Financial Assessment
3.1. Review of Regulations

3.2.  Governance and Business Models

3.3.  Operational Plan

10
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3.4. Risk Assessment, Financial Analysis, and Evaluation Indicators
4.  Draft and Final Report and Recommendations

Collecting information and insights from existing hubs is imperative in the endeavor to better
understand successes, challenges, and lessons learned of organizations (i.e. non-profits,
businesses, cooperatives) who have already undergone this process. Learning from existing case
studies is useful in identifying what would best work in our region. The second phase of the
engagement period included a region-wide survey aimed at food producers and food processors
to learn about the infrastructure needs of the agricultural and agri-food sectors.

The SFPC conducted a thorough research and engagement period spanning over several months
to understand the structure of existing food hubs, different types of models, what services they
offer, and what specific factors lead to hub success. During this period, food hubs across B.C.,
Canada, and the United States were contacted to participate in an interview with the SFPC
where we asked specific questions about the early stages of hub development®. The research
explored a wide range of food hubs at various stages of their development, exploring their
missions, successes, challenges, purposes, and compositions. To prevent falling into a narrow
vision of what a food hub could be, we aimed to learn from hubs with both similar and different
geographic, economic, and social conditions to the Squamish to Lillooet region.

Following the completion of the Research and Engagement phase, this report outlines survey
findings, an overview of Best Practices, as well as an interim assessment of a potential food hub
in the Squamish to Lillooet region.

8 See Appendix A.

11
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Survey Highlights

Purpose of the Survey

The purpose of the survey was to gather information from Squamish to Lillooet food and
beverage producers and processors regarding their usage and/or needs of processing facilities
and equipment, research and development services, product services and other
resources/supports that can be facilitated through a food and farm hub(s). The survey also
aimed to gather information on producers’ and processors’ food processing-related activities,
goals, and obstacles.

Participants in the survey were asked to provide:

e Overview of their business or operation. The survey asked background questions
including business/operation type, size, and location.

e Current constraints. The survey included questions designed to help identify the key
constraints within the agriculture and food/beverage processing industry in the
Squamish to Lillooet region.

e Infrastructure needs. The survey included questions meant to gather the
business/organizations’ input on resources and services that would be most beneficial to
their business/operation and could be offered at a food and farm hub(s).

e User needs. This set of questions were focused on gathering business/organizations’
input on the likelihood of using resources and services that could be offered at a food
and farm hub(s).

e Final comments and questions. The survey included open-ended questions where
survey respondents had the opportunity to provide input on factors that should be
considered in the development and implementation of a food and farm hub(s) and ways
on how the SFPC and the District can better support their businesses.

Appendix B includes the questions from the Survey Monkey online tool along with the summary
responses of each question in the survey.

12
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Survey Methodology

Timeline

The study and engagement phase began in Spring 2023, with survey data collection occurring
between mid-June and mid-August 2023.

Activities
The following main activities were carried out as part of the research and engagement phase:

e Background research of existing food hubs and best practices. Beginning in the spring
of 2023, SFPC scheduled interviews with several food hubs across B.C., Canada, and the
United States. The aim of this research was to learn about various business models,
structures, governance options, and lessons learned from organizations that have
already undergone the process of developing a food hub.

e Consultation with the District and Food & Farm Hub Feasibility Plan Steering
Committee. The SFPC regularly consulted with the District to confirm the key objectives
of the survey and determine potential research questions. The Steering Committee
provided feedback on the direction of the Feasibility Plan.

o Survey development. SFPC developed the survey questionnaire from identifying
relevant questions from the Ministry of Agriculture’s past surveys targeted at B.C. 's food
and beverage processing industry. The questionnaire was reviewed and refined based on
feedback received from the District and Steering Committee. Once approved, the
guestionnaire was loaded into SurveyMonkey, a secure online data collection tool.

e Survey testing. Question wording, survey flow and timing were tested internally by the
SFPC and the District. Once internal testing was complete, the SFPC tested the online
survey with key Steering Committee members. The testing involved requesting
participants to provide feedback such as:

o The length of time it took to complete the survey
o The clarity of the survey direction and questions
o The flow and logic of the survey questions

o Potential changes to the survey questions

e Survey launch. Once the feedback from the testing participants was incorporated and
the survey was finalized, the SFPC distributed an email invitation with a survey link to
food producers and food processors in the Squamish to Lillooet region. The SFPC
assigned the Steering Committee with the task of distributing the survey to their
respective networks. The survey was officially launched on June 15, 2023.

13
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e Data collection. Data collection was conducted between June 15 and August 15, 2023.
To encourage participation in the survey, SFPC sent out periodic email reminders.
Throughout the data collection process, SFPC monitored and updated the ‘Contact and
Engagement’ document, noting which businesses and operations have been contacted,
followed up with, and which have participated.

e Data analysis and reporting. Once the survey closed, the SFPC began the analysis and
reporting on survey findings.

Survey Findings

The findings in the following sections summarize the survey respondents’ interest in accessing
specific resources and services available through a potential food and farm hub(s) in the
Squamish to Lillooet region, as well as survey respondents’ current use of resources and
services, business challenges and strategies, and current constraints and opportunities. This
section is divided into the following subsections:

Section 1: Business or Operation Overview
Section 2: Current Constraints
Section 3: Infrastructure Needs

Section 4: User Needs

Section 1: Business or Operation Overview

This section provides a summary of survey respondents including their organization types, size,
location and sub-sector.

Summary of Businesses/Operations Profiled

Total Number of Survey Respondents

e In total, 86 survey respondents involved in the food and beverage processing and/or
agriculture and seafood production industries in the Squamish to Lillooet region
participated in the survey

Type of Business or Operation

e Most survey respondents were food processors

o Approximately 54% of survey respondents were primary or secondary food
processors

14
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o Approximately 40% of survey respondents were agriculture/seafood producers
o Approximately 6% were both a primary or secondary processor and an
agriculture/seafood producer

Size of Businesses or Operations

® Most survey respondents were from small businesses or operations

o Approximately 39% of survey respondents were from organizations with 5 or
fewer employees

o Approximately 29% of survey respondents were from organizations with no
employees

Location or Businesses or Operations

® Survey respondents were based mostly in Squamish

45.88% of survey respondents were from Squamish (population of 23,360)
14.12% of survey respondents were from Whistler (population of 15,420)
20.00% of survey respondents were from Pemberton (population of 3,407)
8.24% of respondents were from Lillooet (population of 2,324)

0 O O O O

Approximately 10% of survey respondents were from other regions, including
Skwxwu7mesh Nation, Lil’'Wat Nation, Birken, Devine, D’Arcy, Pinecrest/Black

Tusk, Chilliwack, and Coquitlam.

Location

The largest number of survey respondents were from Squamish (45.88%), Whistler (14.12%)
and Pemberton (20.00%) areas. The remaining survey respondents were from other areas
(Figure 1).

Most respondents sell to Squamish (72.94%) and Whistler (67.06%). Metro Vancouver was also
a substantial buyer, with 36.47% of respondents selling to that market (Figure 2).

15
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Figure 1: Survey Respondents’ Location (Percentage by Region)
e U
~ Il

Lillooet
- 8%

Bralorne

46%

n=85

Figure 2: Current Markets for Squamish to Lillooet Food Businesses

What communities does your business or operation
currently sell to? (Select all that apply)
Other (please specify) [N 15
Pre-commercial (not selling productsyet) || 1
Metro-Vancouver [NNRNRERDEEEEE 1
Xa’'xtsa Nation [l 2
Skatin Nation [l 4
Samhguam Ucwalmicw Nation . 2
N’Quatqua Nation [ 8
Li'wat Nation [ 8
Skwxwi7mesh Nation [ I 8
Lilocet NG 13
Pemberton NN o
Whistler I 57

squamish I 2

n=85

70
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2.4 Initial Food Hub Assessment/Interim Report

Organization Type

The majority of survey respondents classified their organization as a primary or secondary
processor. The remaining survey respondents classified their organization as an
agriculture/seafood producer, or both a primary or secondary processor and an
agriculture/seafood producer. Figure 3 displays the percentage of survey respondents belonging
to organizations of the given types.

Figure 3: Business/Operation Type of Survey Respondents

5.88%

m Agriculture/seafood producer (e.g., crop and animal farming/production, greenhouse
production, fishing, wild harvesting)

m Primary or secondary processor (e.g., food or beverage processing, natural health
product processing)

= Both an agriculture/seafood producer and primary or secondary processor
n=85

Food Producer Classification

Of the food producer respondents, most classify their business/operation’s products in the
vegetable and melon farming (55.88%) category (Figure 4).

17
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Figure 4: Food Producer Classification

Which of the following categories would your business or
operation use to classify its agriculture/seafood products?
(Select all that apply)

Other (please specify) NG
Wild harvesting and foraging [l 1
Mushroom cultivation NN 4
Commercial fishing = 0
Aquaculture N 1
Sheep and goat farming I 2
Poultry and egg production NN ©
Hog and pig farming N 3
Cattle ranching and farming NN 7
Greenhouse production NN 7
Fruit and tree nut farming NN ¢
Vegetable and melon farming I 19

Qilseed and grain farming | 0

n=34

Food Processor Classification

Survey respondents that identified as food processors or both primary or secondary processor
and an agriculture/seafood producer were asked what best describes the characteristics of their
processing operation. The majority of respondents to this question indicated that they own
their own processing facility and equipment (44.44%) and 42.22% rent or lease a commissary
kitchen (Figure 5).

Food processor categories ranged from food and beverage, meat processing, alcohol, and
value-added products. It must be noted that although one can glean the classification of
businesses based on their responses, there was no specific question for them to categorize
themselves; this appeared to be a knowledge gap in the survey.

18
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Figure 5: Business or Operation Characteristics of Food Processors
Which of the following describes your business or operation? (Select all that apply)

Other (please specify) NI 7
My organization outsources processing activities to another organization [l 1
My organization is a private-label manufacturer 0
My organization is a co-packer 0
My organization rents or leases a commercial or commissary kitchen I 19
My organization has its own processing facility and equipment I 20
My organization operates out of a home-based kitchen |INIINEEEN 2

0 5 10 15 20 25

n=45

Other answers included:

e “My organization operates from the client’s kitchen” -Home Bistronomy

e “We manufacture alcohol, specifically beer” -Coast Mountain Brewing

e “We contract an outside business to come and do some of our packaging and labeling
for us onsite” -A-Frame Brewing

e “We have our own facility with cold storage and little commercial kitchen” -Whistler
Food Bank

® “We have our own facility where we have all our products, then we sell it to the final
customer” -Farmers on Duty

o “Mixed of owned commercial and leased commercial kitchens and restaurants”
-Anonymous

Of the five respondents identified as both food producers and food processors, three (60.00%)
have their own processing facility and equipment and two (40.00%) rent or lease a commercial
or commissary kitchen (e.g. commercial-grade facilities that are licensed for the preparation
and/or storage of food).’

Years in Operation

Most survey respondents are relatively new businesses, having been in operation for less than 5
years (44.71%).

® See Appendix B.

19
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Figure 6 displays the percentage of survey respondents belonging to organizations that have
been in operation for the given ranges of years.

Figure 6: Years in Operation
How many years has your business or operation been operating?

3lormore INININNENGGNGNGNGNGNGN ©
2630 I 1
21-25 1N 3
16-20 N 2
11-15 I
6-10 I, 2
15 I —— 38
Lessthan 1 year [ 3

n=85

Number of Employees

The majority of survey respondents (38.82%) employed five or fewer employees. 29.41%
employed zero employees, while 11.76% employed 11-25 employees. This implies that most
respondents are fairly small businesses.

Figure 7 displays the percentage of survey respondents with a total number of employees in
each of the given ranges.

Figure 7: Number of Employees

How many employees (including permanent and
seasonal) did your business or operation employ
in the last fiscal year (2022)?

151 ormore 0
101-150 W 1
51-100 e 3
26-50 NN S
11-25 I 10
6-10 I 3
1-5 I 33
0 I 25

n=85

20
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Distribution Channels

2.4 Initial Food Hub Assessment/Interim Report

Survey respondents were asked to identify the main avenues through which they sell their

produce and products. Most respondents sell their produce and products at farmers markets
(42.35%), online (37.65%), retail outlets (35.29%), and wholesale (31.76%) (Figure 8).

79 out of 85 respondents (92.94%) sell directly to consumers as their primary distribution

channel (Figure 9).

Figure 8: Main Avenues Through Which Survey Respondents Sell Produce and Products

How does your business or operation currently sell their
produce and products? (Select all that apply)

Other (please specify)

Farm stand

Retail

Business to business (e.g., farmer to processor)
Online

Community Supported Agriculture (CSA)
Wholesale

Co-ops

Distributors

Grocer

Farmers Markets

n=85

I 19
I—— 13
sl
I 16
I )
I O
— ) 7

m ]

I 8

—— 18

I mmmmm—— 36

Figure 9: Main Distribution Channels Used by Survey Respondents

Which are the main distribution channels used by your business or
operation to sell its products? (Select all that apply)

Other (please specify) [l 5

Selling to wholesalers or distributors | NI 12

Selling to food service organizations (e.g. school and hospital) I 2

selling to restaurants | NNNNREREEEEE -c
selling to retailers | NNRRERENN 5
Directly selling to consumers | o

n=85
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Other distribution channels indicated by respondents include:

Selling to other growers
Special events
Naturopath clinics
Home sales

Weekly pop-ups
Custom orders
Bartering

Interest in Business Growth

When asked about growth and business goals, respondents were most interested in adding new
customers in the Squamish to Lillooet area (61.18%), adding new products or testing new ideas
(47.06%), and adding new sales channels (i.e. wholesale, business-to-business) (43.53%) (Figure

10).

Figure 10: Business Goals Identified by Survey Respondents

Is your business or operation interested in growing in the following ways? (Select all
that apply)

Other (please specify) IS 9

Focusing business locally to support climate action and community resiliency I 33

n=85

Increasing staff to support business expansion IEEEEEEGEGEGGGEGEGEGEGEGEGEGEGNGEGGEE 36
Increasing investment to support business expansion I 03
Sourcing more locally I 36
Quitting my “day job” and running my business full-time TG 1)
Adding new products or testing new ideas I 40
Adding new sales channels (e.g., wholesale, business-to-business) I 37
Adding new customers outside of the Squamish to Lillooet area GGG 36
Adding new customers in the Squamish to Lillocet area I 52

Some respondents chose the ‘Other’ option and shared business goals outside of the survey
options. Some comments included:

“I'm okay with my business as it stands”

“Securing staff for long-term”

“Looking for kitchen space to grow my business”

“Starting a true year-round farmer’s market where all farmers from the region are
welcome. Similar to Granville Island but in Squamish”

“I'm okay with my business as it stands”
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e “There really is no current ability to grow as costs of processing too high as no local
processing available”

e “Farm tours, agri-tourism”

e “Open a restaurant”

Section 2: Current Constraints

This set of questions aimed to understand what factors are currently constraining the
agriculture and agri-food industry in the Squamish to Lillooet region.

Food Services Sought Outside of the Region

86.67% of food processor respondents seek food supplies outside of the Squamish to Lillooet
region. 31.11% seek distribution and delivery outside of the region.

Food producers rated farm supplies (85.29%) as the main food service that they seek outside of
the Squamish to Lillooet region. Additionally, 29.41% seek distribution and delivery outside of
the region.

Of the five respondents identified as both food producers and food processors, three identify
processing equipment and facilities (60.00%) as food services that they seek outside of the
Squamish to Lillooet region.

Factors Constraining Business Success or Growth

Survey respondents were asked to rate the degree to which a number of factors constrained
their ability to grow and/or thrive over the last three years.

Food Processors (n=42)

Out of the food processor respondents, facility/employment space limitations (37.50%) and
processing equipment limitations (35.71%) were rated as ‘high’ as factors that have constrained
their business or operation’s ability to grow or thrive over the last three years. 45.00% rated
Technical expertise (e.g. research, business, operations, marketing) limitations (45.00%) as
‘moderate’. Other answers included “supply chain issues”.
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Food Producers (n=32)

When asked what factors have constrained their business or operation’s ability to grow or thrive
over the last three years, food producers surveyed rated regulatory requirement limitations
(37.50%) and capital financing limitations (31.25%) as ‘high’.

Both Food Processors and Food Producers (n=5)

Of the five respondents identified as both food producers and food processors, four 80.00%
rated capital or financing limitations and regulatory requirement limitations as ‘high’ constraints
on their business/operation’s ability to succeed and/or grow over the last three years.

Importance of Business/Operational Strategies to Organizational Growth

Food Processors (n=42)

Out of the food processors surveyed, process or operation improvement (e.g. increased
efficiency) was rated as a ‘very important’ business/operational strategy to the success or
growth of their business or operation (40.48%). Skills training for personnel (42.86%), product
improvement (e.qg. packaging, shelf-life, sustainability) (38.10%), and business or operation
expansion (33.33%) were next highest, rated as ‘important’.

Food Producers (n=32)

When asked about the importance of several business/operational strategies to the success or
growth of their business/operation, food processors rated business or operation expansion
(34.38%) and process or operation improvement (e.g. increased efficiency) (34.38%) as ‘very
important’ and skills training for personnel (31.25%) as ‘important’.

Both Food Processors and Food Producers (n=5)

Of the five respondents identified as both food producers and food processors, 60.00% rated
business or operation expansion as ‘very important’ and 80.00% rated skills training for
personnel as ‘important’ when asked about how important various business/operational
strategies are to their business/operation’s success and/or growth.

Interest in Resources and Services to Support Business Activities

Respondents were asked to rate several resources and services based on their business or
operation’s level of interest in accessing them to support future business activities.
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Food Processors (n=42)

Out of the food processor respondents, 40% are ‘very interested’ in accessing a shared
retail/market space for multiple businesses to sell directly to consumers and 36.59% in food
handling and/or storage services (e.g. dry or cold handling, freezer storage).

Food Producers (n=29)

When asked to rate several resources and services based on their business/operation’s level of
interest in accessing them to support their future business activities, food producers were ‘very
interested’ in food distribution and delivery services (e.g. transportation of goods) (41.38%),
shared retail/market space for multiple businesses to sell directly to consumers (34.48%), and
‘interested’ in training or education related to processing, technology, or food/health and safety
(31.03%).

Food Producers’ Involvement with Processing/Value-Added Activities

Survey respondents that identified as agriculture/seafood producers were asked to report their
involvement with processing/value-added activities. The majority of respondents (67.65%) to
this question indicated they were not currently involved in processing or value-added activities
but would be interested in exploring these opportunities in the future. What types of activities
the producers are interested in pursuing and their level of seriousness is a gap of knowledge
from the survey that will be further explored by the SFPC.

Section 3: Infrastructure Needs

The next set of questions were meant to gather survey respondents’ input on specific
infrastructure needs that could be addressed through a food and farm hub(s).

Infrastructure Needs

Food Processors (n=41)

In terms of infrastructure, food processor respondents were most interested in access to
purchasing local products (65.85%), cold storage (58.54%), and distribution services (46.34%) at
a potential food and farm hub(s). There is a significant secondary focus on commercial kitchen
access (41.46%), dry packing and storage (41.46%), workshops and learning opportunities
(41.46%) and an online ordering system (41.46%) (Figure 11).
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2.4 Initial Food Hub Assessment/Interim Report

Figure 11: Food Processors’ Interest in Hub Infrastructure

What specific types of infrastructure would your business or operation be most interested in
accessing at a food and farm hub(s)?

Other (please specify)

lam not interested

Abattoir, butchering services, and/or meat processing facility
Traditional/Indigenous preserving services

Food truck rental

Venue to purchase local food year-round

Access to purchase by-products to process into new products
Access to purchasing local products

Database for existing commercial kitchen spaces where rentals can be facilitated
Online ordering system

Distribution services

Workshops and learning opportunities

Business mentorship

Access to specialized equipment

Dry packing and storage

Cold storage

Commercial kitchen access

n=41

Food Producers (n=29)

Of the food producers surveyed, 55.17% are interested in accessing distribution services, 37.93%

in commercial kitchen access, and 34.48% in a venue to purchase local food year-round at a

potential food and farm hub(s).
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Figure 12: Food Producers’ Interest in Hub Infrastructure

What specific types of infrastructure would your business or
operation be most interested in accessing at a food and farm
hub(s)?

Other (please specify) N 3
lam notinterested | 2
Abattoir, butchering services, and/or meat processing facility INIIIIEEEEEEEEEENNG_GE ©
Traditional/Indigenous preserving services Il 1
Food truck rental I 2
Venue to purchase local food year-round NN 10
Access to purchase by-products to process into new products NN 3
Access to purchasing local products I 7
Database for existing commercial kitchen spaces where... I /]
Online ordering system I
Distribution services NN 16
Workshops and learning opportunities I 2
Business mentorship I 1
Access to specialized equipment I
Dry packing and storage I 4
Cold storage I S
Commercial kitchen access GGG 11

n=29

Other suggestions include:
e Egg-grading
® Year-round market

Both Food Processors and Food Producers (n=5)

Of the five respondents identified as both food producers and food processors, three (60.00%)
are interested in accessing dry packing and storage and in access to specialized equipment at a
potential food and farm hub(s).
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Equipment and Technology Needs

Survey respondents that expressed an interest in equipment and technology were then asked to
go through each specific category of equipment and technology if they checked off interest in
that particular category.

Food processor respondents identified dry processing equipment (51.22%); packaging
equipment (48.78%); and baking equipment (41.46%) as the top three categories of interest for
equipment (Figure 13).

Figure 13: Food Processors’ Interest in Accessing Equipment Through a Hub

What specific types of equipment and technology would your business or
operation be most interested in accessing at a food and farm hub(s)? (Select all
that apply)

Other (please specify) —— 2
N/A S
Novel equipment mE————— 3
Laboratory equipment N
Packaging equiprme rnt e 2 O
Seasoning equipment 1
Baking equipment 17
Batter and breading equipment or storage 6
Benchtop processing equipment IS S
Meat processing equipment I /]
Wet processing equipment I ] ]
Dry processing equipment 21

n=41

The top three types of equipment within each category are listed in Table 1. A full list of
equipment that survey respondents specified interest in is included in Appendix B.

Table 1: Top Three Equipment Types by Category (n=34)

Dry Processing Equipment Wet Processing Equipment

Dehydration Equipment 38.24% Mixers 32.35%
Blenders 29.41% Cryogenic freezers 20.59%
Milling Equipment 23.53% Pasteurizers 17.65%
Meat Processing Equipment Benchtop Processing Equipment

Grinders 8.82% Food processors 41.18%
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Slicers/Dicers 8.82% Mixers 41.18%

Band saws; Meat Presses; Mixers/Mincers | 5.88% Blenders 32.35%

Batter and Breading Equipment Baking Equipment

Freezers 35.29% Commercial convection ovens 50.00%

Ovens 32.35% Mixers 38.24%

Electric fryers 17.65% Sheets 32.35%

Seasoning Equipment Packaging Equipment

In-kitchen seasoning and salting 2.94% Vacuum packagers 52.94%

equipment

On-machine seasoning equipment 2.94% Labellers 52.94%

Seasoning tumblers 2.94% Sealers 50.00%

Laboratory Equipment Novel Equipment

Calibrators 8.82% High pressure processing equipment 14.71%

Digestion/Distillation systems 8.82% Microwave-vacuum (REV) dehydration 11.76%
equipment

Moisture analyzers 5.88% Pulsed UV light equipment 8.82%

Additional equipment that survey respondents were interested in included:
e Medical grade liquid nitrogen
® Benchtop press
e Jars and lids, window boxes
® pH testing

Both Food Processors and Food Producers (n=5)

Of the five respondents identified as both food producers and food processors, 40.00% are
interested in accessing the following at a potential food and farm hub(s): dry processing
equipment, wet processing equipment, baking equipment, and packaging equipment.

Section 4: User Needs

The next set of questions were meant to gather survey respondents’ input on likelihood of using
resources and services that could be offered at a food and farm hub(s).
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Likelihood of Paying and Preferred Pricing Models for Resources and/or
Services

Survey respondents were asked to rate their likelihood of paying for resources and services of
interest through a food and farm hub(s). 46.58% of respondents are interested in a cost per use
scheme (Figure 14).

Figure 14: Pricing Model Preference

Considering the following pricing models, how would your business
or operation prefer to pay for the resources and/or services ata
food and farm hub(s)?

Other (please specify) [l 2
pon‘tknow |GGG 1c
Not interested in paying for resources and/or services [N 5
Monthly lease | NG ©
Subscription / membership based | NN 7
Cost peruse [N -

0 5 10 15 20 25 30 35 40

n=73

Frequency of Use of Resources and Services

Respondents were then asked about how often they expect to access resources and/or services
at a potential food and farm hub(s). 21.92% responded once a week, 17.81% responded a few
times a week, though 27.40% responded don’t know and elaborated that it “entirely depends
on what resources and services are offered, and where in the Sea to Sky the food hub is
located” (Figure 15).
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Figure 15: Frequency of Use of Resources and Services

How often would your business or operation use the
resources and services at a food and farm hub(s)?

Other (please specify) | 2

Don‘tknow I 20

Once every year HE 1

Once every quarter N 3

Once a month I

A few times per week INIIIININEEEEEEEEEEEEEEEEE—— 13

n=73

Once a week I 10
One-off use I 3

Daily e S

Never IEEEEES———— 5

It is important to note that these responses will vary widely depending on what services are

offered, the affordability of them, and where they are located. However, respondents are keen

to use potential resources and services fairly often, implying that there is a need.

Additional Factors to be Considered in the Development of a Food and
Farm Hub(s)

Survey respondents were asked to provide input on other factors that should be considered to

ensure the successful development and implementation of a food and farm hub(s).

When asked about any additional resources and/or services that may be of interest at a
potential food and farm hub(s) in the region, some answers included:

A place to sell farm products, particularly meat and eggs
Access to investors

Food truck parking/shore power

Point of distribution

Drop-off point for customer deliveries. Space to host conferences, presentations related
to farming/business

Abattoir butchering

Farm space

Office space for admin days

CFIA certification

Direct link to farms and local produce
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The SFPC conducted a thorough research and engagement period spanning over several months
to understand the structure of existing food hubs, different types of models, what services they

offer, and what specific factors lead to hub success. During this period, food hubs across B.C.
Canada, and the United States were contacted to participate in an interview with the SFPC
where they were asked specific questions about the early stages of hub development’®. The
SFPC’s research explored a wide range of food hubs at various stages of their development,
exploring their missions, successes, challenges, purposes, and compositions. To prevent falling

into a narrow vision of what a food hub could be, the SFPC aimed to learn from hubs with both

similar and different geographic, economic, and social conditions to the Squamish to Lillooet

region.

Overview of Food Hubs Profiled

owned by city)

Name Date Organizational Business Location
Founded Structure Model
The Station Food 2019 For-profit Wholesale Newport Station, NS
Hub
Puget Sound Food | 2016 For-profit Wholesale Puget Sound, Washington
Hub co-operative
Commissary 2012 For-profit Business Vancouver, BC
Connect incubation
Coho Commissary | 2017 For-profit Business Vancouver, BC
incubation
Valley Kitchen 2017 For-profit Kitchen/space Winlaw, BC
rental,
consulting,
wholesale and
retail
South Island Farm | 2020 Non-profit Wholesale and | Victoria, BC
Hub retail
Sprout Kitchen 2021 Non-profit Business Quesnel, BC
(infrastructure incubation

° See Appendix A.
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The Stir 2021 Non-profit Business Kamloops, BC
incubation
Tahoe Food Hub 2013 Non-profit Wholesale and | Lake Tahoe, California
retail
Farm Fresh Rhode | 2004 Non-profit Wholesale and | Providence, Rhode Island
Island retail
Zest Commercial 2021 Non-profit Business Salmon Arm, BC
Food Hub incubation
Cape Breton Food | 2015 Non-profit & Wholesale and | Cape Breton, NS
Hub independent retail
(multi-stakeholder
co-op)
Cow-Op 2014 Non-profit Wholesale Cowichan Valley, BC

co-operative

Fireweed Food 2020 Embedded in a Wholesale Winnipeg, MB
Hub non-profit

(multi-stakeholder

co-op)
Community 2021 Non-profit (shared | N/A Lillooet, BC
Butcher Hub between Spray

Creek Ranch and

LAFS)
Halifax Food Hub TBD For-profit N/A Halifax, NS

Cooperative

Red Tomato 1997 Hybrid non-profit | Wholesale Providence, Rhode Island

Produce
distributor

Out of the food hubs profiled, the top five'! that are most relevant to our region include:

South Island FarmHub
Cape Breton Food Hub
Fireweed Food Co-op
Tahoe Food Hub
Halifax Food Hub

" See Appendix C.
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Common Themes/Key Success Factors

Among the cases considered, several common themes came to light:

e Having anchor tenants and initial buy-in is key for early success in the development of a
food hub
o Make sure people are serious if you’re going to build infrastructure or introduce
equipment to meet their specific needs
e Relationship building and nurturing is essential
o Ensure farmers are involved every step of the way
o Be open to feedback
e Balance values. It is important to both value farmers and their work, as well as offer
affordable food for consumers; food hub workers should also be valued
Adaptability is key; new needs and challenges may arise along the way
Value of collaboration

o Organizational partnerships are a massive strength
e Consideration of geographical, economical, and social context is important before

starting hub in a particular location
o l.e. multiple node model in regions that are larger distances

Best Practices

After a thorough assessment of operational strengths and weaknesses across different hub
types through individual interviews, comprehensive examination of existing food hub reports,
and in-depth research, the SFPC has discerned a number of 'best practices’ for the future
development of a hub in the Squamish to Lillooet Region, including:

1. Develop a clear vision, purpose, and team of stakeholders
a. What is the purpose of the hub? What groups does it serve? What are the
benefits? What impact are you hoping to achieve? Who are the main
stakeholders?
2. Determine an appropriate business structure, ownership, and governance model
a. Determine early-on who will run, manage, and own the hub. What are
everyone’s roles? How will the work be allocated? Will there be volunteers?
b. Will the hub be a non-profit, for-profit, or co-operative model? What are the pros
and cons of each model?
c. Are there multiple agencies involved?
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3. Diversify revenues

a. Multiple sources of income help to cover operational and program costs

b. Ways to interact with general public, i.e. through a retail storefront or cafe, is key
to promote engagement and public support

4. Emphasis on establishing and nurturing relationships with food producers and food
processors

a. Listen to farmers’ needs at every phase of the project

b. Build trust and rapport among local food players

5. A phased-in approach may be the best option

a. When starting out, introducing new infrastructure in phases will allow for less
financial toll

b. Don't need to have full vision of food hub realized at first, you can work towards
this vision over time

c. “Minimally viable” food hub model*

d. Start with something, make it really good, then move on to the next thing

6. Offer mentorship and business support if possible

a. Many successful food hubs over business training to their users, i.e. helping food

processors scale up their business through informative workshops
7. Prepare for the reality of not being financially self-sustainable for up to five years

a. What are the sources of revenue? Funding? Grants? Loans?

b. Ensure staff are adequately compensated and valued

c. Will the hub be for-profit or not-for-profit?

8. Establish buy-in & clearly communicate value proposition to community

a. Start food hub with anchor tenants, stakeholders that are committed to the
vision

b. To small and medium sized farmers: what will establish buy-in?

c. To customers (direct or wholesale): why purchase from the hub? What values are
they supporting through engaging with the hub? Why is purchasing local
important?

9. Successful community programs and activities

a. Many successful hubs have other programs that promote food security, food

self-reliance, and food system improvement

2 Flourish Community Development Co-operative, Halifax Food Hub Project: Final Report, (Halifax:
Flourish Community Development Co-operative, 2023),

1€0d o4Da ([
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b. If the hub stands by strong values, hub users can feel that they are buying into
those values
10. Facilitate cooperation and collaboration, not competition
a. Complement programs, services, and infrastructure that already exist (i.e. in Sea
to Sky region: Lucky Kid kitchen, Lillooet butcher hub)
b. Collaborate with other local food initiatives
11. Physical infrastructure and access
a. What is the optimal location for food hub components? Will there be several
nodes spread out across the region? Where is the greatest demand? What is a
reasonable distance for farmers and food processors to travel to access
infrastructure?
b. Will a new building be constructed or an older one renovated?
c. Arethere existing facilities that are underused?
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Summary of Findings and Recommendations

Summary of Key Findings

With survey results and research on Best Practices, some key findings and lessons learned

include:

e Having anchor tenants and initial buy-in is key for early success in the development of a
food hub
o Make sure people are serious if you’re going to build infrastructure or introduce

equipment to meet their specific needs

e Relationship building and nurturing is essential

o

o

Be in constant communication with farmers about their needs
Be open to feedback

Adaptability is key; new needs and challenges may arise along the way

e Value of collaboration; organizational partnerships are a massive strength

Consideration of geographical, economical, and social context is important before

starting a hub in a particular location

O

o O O O O

O

Diversify revenue streams

Go for low-hanging fruit in the beginning

Include portable cold storage as a highly rentable asset

Retail space is key for keeping the community engaged and aware

Most food processor survey respondents in our region were most interested in:

Access to purchasing local products (66%)
Cold storage (59%)

Distribution services (46%)

Commercial kitchen access (41%)

Dry packing and storage (41%)

Workshops and learning opportunities (41%)
Online ordering system (41%)

o Most food producer survey respondents in our region were most interested in:

o

o

o

Distribution services (55%)
Commercial kitchen access (38%)
Venue to purchase local food year-round (34%)

e Most food producer respondents were in the vegetable farming category (56%)
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e Food processors are interested in a shared retail/market space for multiple businesses to
sell directly to consumers (34%) and training or education related to processing,
technology, or food health/safety (31%)

Summary of Key Recommendations

Some preliminary recommendations for a hub in the Squamish to Lillooet region include:

e Minimally viable food hub model (i.e. Halifax Food Hub model)

o Focus on one or two components and make them efficient before moving on to
the next thing, i.e. commissary kitchen + cold storage, or cold storage + delivery
service

o Use space, infrastructure and systems that already exist instead of starting from
scratch

e Multiple node model (i.e. Cape Breton Food Hub, Tahoe Food Hub)
o ldeal for regions with larger distances, i.e. Squamish to Lillooet
o For example, a node in Squamish, a node in Pemberton, and a node in Whistler
Implement mobile cold storage as a highly rentable asset
e Explore how a co-operative model could work in our region (i.e. Fireweed Food Co-op)
o For-profit co-operative? Non-profit co-operative? Is there enough interest from
farmers to be a part of this?
Local Food Marketplace platform as online interface
Retail/cafe space for public to engage if possible
Explore Activity 55 Centre for commercial kitchen pilot

Explore collaboration with a variety of businesses and organizations for potential
implementation strategy

® As survey results suggests, highest priority infrastructure for food producers and
processors include distribution services, cold storage, and a shared commercial kitchen
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Appendix A

Farm & Food Feasibility Plan Industry Experts Interview Questions

10.

11.

12.

. As we begin our project planning through stakeholder engagement for the Farm/Food
Hub, what do you think should be considered in these early stages when
communicating with potential stakeholders and users?
How did you determine readiness for this initiative? (i.e. engagement, funding,
supportive documents & data)
How did you determine which farm and food hub components to include (and what not
to include)
How did you determine the best model to operate / govern / manage your hub?
o Were there components of the hub that you didn't include because of the limits of
these models?
o Were there any changes of responsibilities, duties, or roles that occurred during
the establishment process?
o What are major lessons learned or things you wish you did or didn't do in the
early stages of project planning?
o What were key components of the decision-making process to build X
operation?)
Was this project part of other procurement work your organization/business was doing or
other work?
If any, what are the phases of this project and what is coming down the pipe?
Financial self-sustainability is obviously an important one to ensure the long-term
success of the project. Can you tell me what key aspects you did to work towards this?
Lastly, do you have suggestions for other folks, organizations, and funders you think we
should speak to?
Would you do this again, or what would you do differently? (Consider governance
models? Would you go non-profit or business?
How long did this process take you, and how many people did it take to get this off the
ground?
What were the major catalysts for support and what is their current involvement (i.e., city,
non-profit, food policy council, etc.?)

What have been the benefits to date? What do you expect in outcomes in the next 1 to 2
years, long-term?
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Appendix B

Survey Findings

Section 1: Business or Operation Overview

Q1 (All Respondents)

What community does your business or operation currently reside in?

Answer Choices Responses
Squamish 45.88% 39
Whistler 14.12% 12
Pemberton 20.00% 17
Lillooet 8.24% 7
Skwxwu7mesh Nation 1.18% 1
Lil'Wat Nation 1.18% 1
N’Quatqua Nation 0% 0
Samhquam Ucwalmicw Nation 0% 0
Skatin Nation 0% 0
Xa’'xtsa Nation 0% 0
Other (please specify) 9.41% 8

- “Birken” -Willowcraft Farm

- “Devine” -Blackwater Creek Orchard

- “Pinecrest/Black Tusk” -Christy’s Good Bread

- “Birken and D'Arcy” -Sugar Momma Pastries

- “Chiliwack” -Keto Vego

- “Coquitlam” -Toon’s Sauces

- “Pemberton Meadows” -Pemberton Meadows Mushrooms

Answered 85

Q2 (All Respondents)
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What communities does your business or
operation currently sell to? (Select all that

apply)
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Q3 (All Respondents)

How does your business or operation currently sell their produce and products? (Select all that apply)
Answer Choices Responses

Farmers Markets 42.35% 36
Grocer 21.18% 18
Distributors 9.41% 8
Co-ops 1.18% 1
Wholesale 31.76% 27
Community Supported Agriculture (CSA) 10.59% 9
Online 37.65% 32
Business to business (e.g., farmer to processor) 18.82% 16
Retail 35.29% 30
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Farm stand

15.29%

13

Other (please specify)

22.35%

19

- “Direct - farm gate sales” -Rose Hill Farm
- “Direct to consumer” -Camel’s Back Harvest

- “Home sales” -Christy’s Good Bread

- “Barter” -Willowcraft Farm
- “Home” -Gillian’s Herbs

- “Weekly pop-up (and custom order)” -Sugar Momma Pastries

- “We have a farm and ship our cattle as no provisions to process close enough” -Mountain Charolais

Answered

85

Skipped

Q4 (All Respondents)

Which are the main distribution channels used by your business or operation to sell its products? (Select all

that apply)
Answer Choices Responses
Directly selling to consumers 92.94% 79
Selling to retailers 29.41% 25
Selling to restaurants 30.59% 26
Selling to food service organizations (e.g. school and hospital) 2.35% 2
Selling to wholesalers or distributors 14.12% 12
Other (please specify) 5.88% 5

- “No sales as no provisions to process beef cattle” -Mountain Charolais

- “Selling to other growers” -Kuurne Farms Inc.

- “Special events” -Fox & Oak

- “Naturopath clinics” -Anonymous

Answered 85

Q5 (All Respondents)
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Is your organization interested in growing your business or operation in the following ways? (Select all that

apply)

Answer Choices Responses

Adding new customers in the Squamish to Lillooet area 61.18% 52
Adding new customers outside of the Squamish to Lillooet area 42.35% 36
Adding new sales channels (e.g., wholesale, business-to-business) 43.53% 37
Adding new products or testing new ideas 47.06% 40
Quitting my “day job” and running my business full-time 14.12% 12
Sourcing more locally 42.35% 36
Increasing investment to support business expansion 32.94% 28
Increasing staff to support business expansion 42.35% 36
Focusing business locally to support climate action and community resiliency | 38.82% 33
Other (please specify) 10.59% 9

- “I'm okay with my business as it stands” -Camel’s Back Harvest
- “Securing staff for long-term” -Plenty Wild Farms
- “Looking for kitchen space to grow my business” -Treat Squamish

Granville Island but in Squamish” -Starseed Farms
available” -Mountain Charolais

- “Farm tours, agri-tourism” -Willowcraft Farm
- “Open a restaurant” -Anonymous

- “Starting a true year-round farmer’s market where all farmers from the region are welcome. Similar to

- “There really is no current ability to grow as costs of processing too high as no local processing

Answered

85

Q6 (All Respondents)
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2.4 Initial Food Hub Assessment/Interim Report

50.00%
45.00%
40.00%
35.00%
30.00%

How many years has your business or
operation been operating?

25.00% -
20.00% -
15.00% -
10.00% -
5.00% -
0.00% -

Less 1-5 6-10 11-15 1620 21-25
than 1
year

26-30

31lor
more

m Responses

Q7 (All Respondents)

What is your role within your business or operation?

Answer Choices Responses

Owner / operator 82.35% 70

Employee — Management 15.29% 13

Employee — Non-management 0.00% 0

Other (please specify) 2.35% 2
Answered 85
Skipped 0

Q8 (All Respondents)
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2.4 Initial Food Hub Assessment/Interim Report

How many employees (including
permanent and seasonal) did your

fiscal year (2022)?

business or operation employ in the last

45.00%

40.00% 38.82%
. (]

M Responses

0,
35.00% 5971%
30.00% -
25.00% -
20.00% -

or 11.76%
15'00;’ 941%

10.00% - 5.88%

00 o 353% 1 4907
5.00% - . ] +18%—qg oo
0.00% = T T T T T f— T

0 1-5

- 6-10 11-25 26-50 51-100 101-150 151 or
more
Q9 (All Respondents)
Which of the following best describes your business or operation?
Answer Choices Responses
Agriculture/seafood producer (e.g., crop and animal farming/production, 40.00% 34
greenhouse production, fishing, wild harvesting)
Primary or secondary processor (e.g., food or beverage processing, natural 54.12% 46
health product processing)
Both an agriculture/seafood producer and primary or secondary processor 5.88% 5
Other (please specify) 0.00% 0
Answered 85

Section 2: Current Constraints

Q10 (Food Processor Respondents)
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What current food services does your business or operation seek outside of the Squamish to Lillooet Region?
(Select all that apply)

Answer Choices Responses
Processing equipment and facilities 24.44% 11
Farm supplies 8.89% 4
Food supplies 86.67% 39
Processing services 15.56% 7
Abattoirs and butchering services 8.89% 4
Technical expertise (e.g., research, business, operations, marketing) 11.11% 5
Distribution and delivery 31.11% 14
Skilled and/or unskilled labour 11.11% 5
Other (please specify) 2.22% 1
- “Manufacturing ingredients” -A-Frame Brewing
Answered 45
Skipped 40

Q11 (Food Processor Respondents)

Which of the following describes your business or operation? (Select all that apply)

Answer Choices Responses

My organization operates out of a home-based kitchen 8.89% 4
My organization has its own processing facility and equipment 44.44% 20
My organization rents or leases a commercial or commissary kitchen (e.g., 42.22% 19
commercial-grade facilities that are licensed for the preparation and/or storage

of food)
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My organization is a co-packer (e.g., packages products for clients) 0.00% 0
My organization is a private-label manufacturer (e.g., makes goods under 0.00% 0
contract for a retailer or supplier with their brand and label)

My organization outsources processing activities to another organization 2.22% 1
Other (please specify) 15.56% 7

-A-Frame Brewing

-Farmers on Duty

- “My organization operates from the client’s kitchen” -Home Bistronomy
- “We manufacture alcohol, specifically beer” -Coast Mountain Brewing

- “We contract an outside business to come and do some of our packaging and labeling for us onsite

- “We have our own facility with cold storage and little commercial kitchen” -Whistler Food Bank
- “We have our own facility where we have all our products, then we sell it to the final customer”

- “Mixed of owned commercial and leased commercial kitchens and restaurants” -Anonymous

Q12 (Food Processor Respondents)

over the last three years.

Please rate how each of the following factors constrained your business or operation’s ability to thrive or grow

Low Moderate High N/A Total
Capital or financing limitations 26.83% 34.15% 31.71% 7.32% 41
Processing equipment limitations 28.57% 26.19% 35.71% 9.52% 42
Facility/ employment space limitations 27.50% 32.50% 37.50% 2.50% 40
Technical expertise (e.g., research, business, 47.50% 45.00% 5.00% 2.50% 40
operations, marketing) limitations
Advanced technology (e.g., innovative, or 50.00% 25.00% 7.50% 17.50% 40
novel) inaccessibility
Skilled and/or unskilled labour limitations 35.00% 30.00% 30.00% 5.00% 40
Distribution channel limitations or 51.22% 24.39% 17.07% 7.32% 41
inaccessibility to markets
Regulatory requirement limitations 50.00% 25.00% 12.50% 12.50% 40
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Other (please specify)

“Supply chain issues” -Sugar Momma Pastries

Answ
ered

Q13 (Food Processor Respondents)

your business or operation.

Please rate how important each of the following business/operational strategies are to the success or growth of

Not at all
important

Of little
importance

Moderately
important

Important

Very
important

Don't
know

Total

Business or operation
expansion

0.00%

11.90%

21.43%

33.33%

30.95%

2.38%

42

Product improvement
(e.g. packaging, shelf-life,
taste, sustainability)

2.38%

11.90%

19.05%

38.10%

26.19%

2.38%

42

Process or operation
improvement (e.g.
increased efficiency)

0.00%

4.76%

23.81%

28.57%

40.48%

2.38%

42

Product line expansion
(e.g. manufacturing
additional products
within the same product
category)

4.76%

9.52%

21.43%

30.95%

26.19%

7.14%

42

New product
development (e.g. a new
product in a different
product category)

7.14%

19.05%

14.29%

23.81%

23.81%

11.90%

42

Market reach or
expansion (e.g. identify
target market, reach a
new market)

4.76%

7.14%

23.81%

26.19%

26.19%

11.90%

42

Skills training for
personnel

4.76%

11.90%

19.05%

42.86%

19.05%

2.38%

42
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Other (please specify)

Q14 (Food Processor Respondents)

Please rate the following resources and services based on your business or operation's level of interest in accessing
them to support your business activities in the future. (Select all that apply)

Not at all
interested

Of little
interest

Moderately
interested

Interested

Very
interested

Don't
know

Total

Research and
development (R&D)
services or facilities (e.g.
laboratory or test kitchen
facilities, concept analysis,
prototype design, sensory
evaluation)

17.07%

31.71%

21.95%

19.51%

7.32%

2.44%

41

Leased, rented, or shared
processing facilities

19.51%

26.83%

17.07%

7.32%

26.83%

2.44%

41

Leased, rented, or shared
equipment and/or
technology

24.39%

29.27%

7.32%

14.63%

21.95%

2.44%

41

Food handling and/or
storage services (e.g. dry
or cold handling, freezer
storage)

17.07%

14.63%

9.76%

17.07%

36.59%

4.88%

41

Food distribution and
delivery services (e.g.
transportation of goods)

4.88%

12.20%

29.27%

21.95%

24.39%

7.32%

41

Product or production
consultation services (e.g.
business planning,
marketing planning,
feasibility assessments,
licensing and regulatory
compliance advisory
services, business

4.88%

26.83%

24.39%

21.95%

14.63%

7.32%

41
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accelerator or mentorship
programs)

Training or education 7.32%
related to processing,
technology, or food/health
and safety

21.95%

26.83%

19.51%

17.07%

7.32%

41

Shared retail/market space | 7.50%
for multiple businesses to
sell directly to consumers

17.50%

12.50%

20.00%

40.00%

2.50%

40

Other (please specify)

Section 3: Infrastructure Needs

Q15 (Food Processor Respondents)

What specific types of infrastructure would your business or operation be most interested in accessing at a food and

farm hub(s)?

Answer Choices Responses

Commercial kitchen access 41.46% 17
Cold storage 58.54% 24
Dry packing and storage 41.46% 17
Access to specialized equipment 29.27% 12
Business mentorship 36.59% 15
Workshops and learning opportunities 41.46% 17
Distribution services 46.34% 19
Online ordering system 41.46% 17
Database for existing commercial kitchen spaces where rentals can be facilitated 24.39% 10
Access to purchasing local products 65.85% 27
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Access to purchase by-products to process into new products 34.15% 14
Venue to purchase local food year-round 34.15% 14
Food truck rental 19.51% 8
Traditional/Indigenous preserving services 17.07% 7
Abattoir, butchering services, and/or meat processing facility 7.32% 3
| am not interested 0.00% 0
Other (please specify) 2.44% 1

Q16 (Food Processor Respondents)

What specific types of equipment and technology would your business or operation be most interested in
accessing at a food and farm hub(s)? (Select all that apply)

Answer Choices Responses

Dry processing equipment (e.g., dehydration equipment, blenders, milling 51.22% 21
equipment, drying/cooling equipment)

Wet processing equipment (e.g., kettles, pasteurizers, mixers, cryogenic 26.83% 11
freezers, processing vats)

Meat processing equipment (e.g., forming equipment, band saws, 9.76% 4
tenderizers, presses, grinders)

Benchtop processing equipment (e.g., noodle/pasta machine, grills/fryers, 19.51% 8
mixers, bowl cutters)

Batter and breading equipment or storage (e.g., breading applicators, batter | 14.63% 6
applicators, ovens, freezers)

Baking equipment (e.g., convection ovens, rotating rack ovens, dough 41.46% 17
preparation machines, mixers, sheeters)

Seasoning equipment (e.g., seasoning equipment, spray and coating 2.44% 1
equipment, tumblers)

Packaging equipment (e.g., vacuum packagers, sealers, lidders, wrappers) 48.78% 20
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Laboratory equipment (e.g., microscopes, centrifuges, digestion/distillation 14.63%
systems, moisture analyzers)

Novel equipment (e.g., thermal agitation processing equipment, high 7.32%
pressure homogenizer, 3-D printer)

N/A 17.07%
Other (please specify) 4.88%

- “Large stone mill for milling grains” -Rising Knead Bakery

Q17 (Food Processor Respondents)

If you selected dry processing, what specific types of dry processing equipment
would your business or operation be most interested in accessing? (Select all that

apply)
Answer Choices Responses
N/A 38.24% 13
Hoppers 11.76% 4
Blenders 29.41% 10
Dehydration equipment 38.24% 13
Rehydration equipment 8.82% 3
Drying/Cooling equipment 17.65% 6
Milling equipment 23.53% 8
Other (please specify) 0.00% 0
Answered 34
Skipped 51

Q18 (Food Processor Respondents)
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If you selected wet processing, what specific types of wet
processing equipment would your business or operation be
most interested in? (Select all that apply)

Answer Choices Responses
N/A 44.12% 15
Kettles 14.71% 5
Pasteurizers 17.65% 6
Mixers 32.35% 11
Cryogenic freezers 20.59% 7
Processing vats 5.88% 2
Other (please specify) 2.94% 1
“Medical grade liquid nitrogen” -Home Bistronomy
Answered 34
Skipped 51

Q19 (Food Processor Respondents)

If you selected meat processing equipment, what specific
types of meat processing equipment would your business or
operation be most interested in accessing? (Select all that

apply)

Answer Choices Responses

N/A 85.29% 29
Meat forming equipment 0.00% 0
Band saws 5.88% 2
Tenderizers 2.94% 1
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Mixers/Mincers 5.88% 2
Meat presses 5.88% 2
Grinders 8.82% 3
Stuffers 2.94% 1
Slicers/Dicers 8.82% 3
Other (please specify) 0.00% 0
Answered 34
Skipped 51

Q20 (Food Processor Respondents)

If you selected benchtop processing equipment, what specific
types of benchtop processing equipment would your business
or operation be most interested in accessing? (Select all that

apply)

Answer Choices Responses

N/A 55.88% 19
Blenders 32.35% 11
Food Processors 41.18% 14
Noodle/Pasta Machine 14.71% 5
Grills/Fryers 26.47% 9
Tumblers 2.94% 1
Tube Broilers 5.88% 2
Hand Stuffers 2.94% 1
Mixers 41.18% 14
Bowl Cutters 2.94% 1
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Other (please specify) 2.94% 1
- “Press” -Anonymous
Answered 34
Skipped 51

Q21 (Food Processor Respondents)

If you selected batter and breading equipment, what specific
types of batter and breading equipment or storage would your
business or operation be most interested in accessing? (Select
all that apply)
Answer Choices Responses
N/A 58.82% 20
Ovens 32.35% 11
Breading applicators 8.82% 3
Batter applicators 2.94% 1
Freezers 35.29% 12
Electric fryers 17.65% 6
Other (please specify) 0.00% 0
Answered 34
Skipped 51

Q22 (Food Processor Respondents)

If you selected baking equipment, what specific types of baking
equipment would your business or operation be most interested in
accessing? (Select all that apply)

Answer Choices

Responses

56



’ @~

SQUANISE sQuAMisH

FOOD POLICY COUNCIL

N/A 41.18% 14
Commercial convection ovens 50.00% 17
Commercial deck ovens 20.59% 7
Rotating rack ovens 20.59% 7
Dough preparation machines 29.41% 10
Mixers 38.24% 13
Sheeters 32.35% 11
Other (please specify) 0.00% 0
Answered 34
Skipped 51

Q23 (Food Processor Respondents)

operation be most interested in accessing? (Select all that apply)

If you selected seasoning equipment, what specific types of seasoning equipment would your business or

Answer Choices Responses

N/A 94.12% 32

In-kitchen seasoning and salting equipment (i.e., equipment for seasoning 2.94% 1

food prior to packaging)

Spray dynamics flavoring and coating equipment (i.e., equipment for 0.00% 0

applying seasonings, coatings, frostings and other toppings to food)

On-machine seasoning equipment 2.94% 1

Seasoning tumblers 2.94% 1

Other (please specify) 0.00% 0
Answered 34
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Skipped

51

Q24 (Food Processor Respondents)

If you selected packaging equipment, what specific types of
packaging equipment would your business or operation be
most interested in accessing? (Select all that apply)

Answer Choices Responses
N/A 26.47% 9
Vacuum Packagers 52.94% 18
Sealers 50.00% 17
Lidders 35.29% 12
Labellers 52.94% 18
Wrappers 38.24% 13
Scales 47.06% 16
Other (please specify) 2.94% 1
“Jars and lids, window boxes” -Sugar Momma Pastries
Answered 34
Skipped 51

Q25 (Food Processor Respondents)

accessing? (Select all that apply)

If you selected laboratory equipment, what specific types of laboratory
equipment would your business or operation be most interested in

Answer Choices

Responses

N/A

79.41%

27
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Microscopes 2.94% 1
Centrifuges 2.94% 1
Calibrators 8.82% 3
Digestion/Distillation systems 8.82% 3
Moisture analyzers 5.88% 2
Incubators 2.94% 1
Other (please specify) 2.94% 1
“pH testing” -Anonymous
Answered 34
Skipped 51

Q26 (Food Processor Respondents)

operation be most interested in accessing? (Select all that apply)

If you selected novel equipment, what specific types of novel equipment would your business or

tenderization of food and beverages) that makes the products more porous
for easier processing

Answer Choices Responses

N/A 70.59% 24
Agitation thermal processing equipment (for canning of food products with 2.94% 1
processing times reduced by 50% due to gentle agitations in rotary or

reciprocating modes) that produces high-nutrient shelf-stable canned food

products

High pressure processing equipment (for non-thermal pasteurization of food | 14.71% 5
and beverages) that extends shelf-life of products while retaining the

nutrition

Pulsed electric field equipment (for non-thermal pasteurization and 0.00% 0
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Microwave-vacuum (REV) dehydration equipment (for low temperature 11.76% 4

dehydration of fruits, vegetables and other food products) that intensifies

colour, flavour and taste of products

Pulsed UV light equipment (for sanitization of food and beverages, 8.82% 3

food-contact surfaces, utensils and processing areas/rooms)

Extrusion processing equipment (for production of extruded snacks and 0.00% 0

cereals)

Super-critical, fluid extraction equipment (for extraction of valuable 5.88% 2

bioactives and other components from food products without using toxic

solvents)

High pressure homogenizer (for high-intensity homogenization, 0.00% 0

size-reduction and encapsulation of food and beverages)

Modified and controlled atmospheric packaging and bottling setups 8.82% 3

3-D printing technology for food products 8.82% 3

Other (please specify) 0.00% 0
Answered 34
Skipped 51

Section 4: User Needs

Q27 (Food Producer Respondents)

products? (Select all that apply)

Which of the following categories would your business or operation use to classify its agriculture/seafood

Answer Choices Responses

Oilseed and grain farming 0.00% 0
Vegetable and melon farming 55.88% 19
Fruit and tree nut farming 23.53% 8
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Greenhouse production 20.59% 7
Cattle ranching and farming 20.59% 7
Hog and pig farming 8.82% 3
Poultry and egg production 17.65% 6
Sheep and goat farming 5.88% 2
Aquaculture 2.94% 1
Commercial fishing 0.00% 0
Mushroom cultivation 11.76% 4
Wild harvesting and foraging 2.94% 1
Other (please specify) 17.65% 6

“Hay” -Mountain Charolais
“Flower farming” -Aura Rosa Florals

“Nucleus colony producer, queen breeder, honey and pollen

producer” -Bruins End Orchard, Golden Cariboo Apiaries (Lillooet)

“Berries, flowers” -Willowcraft Farm
“Honey bees” -Anonymous
“Flower and market farm” -Anonymous

Q28 (Food Producer Respondents)

(Select all that apply)

What current food services does your business or operation seek outside of the Squamish to Lillooet Region?

Answer Choices Responses
Processing equipment and facilities 14.71% 5
Farm supplies 85.29% 29
Food supplies 14.71% 5
Processing services 8.82% 3
Abattoirs and butchering services 26.47% 9

61




’ @~

SQUANISE sQuAMisH

FOOD POLICY COUNCIL

Technical expertise (e.g., research, business, operations, marketing) 23.53% 8
Distribution and delivery 29.41% 10
Skilled and/or unskilled labour 11.76% 4
Other (please specify) 2.94% 1
“Packaging” -Willowcraft Farm
Answered 34
Skipped 51

Q29 (Food Producer Respondents)

Which of the following best describes your business or operation's interest in processing/value-added
activities? (e.g. canning and preserving harvested food to sell). (Select one only)

Answer Choices Responses

My organization would be interested in exploring these activities in the 67.65% 23
future.

My organization does not plan to explore these activities in the future. 32.35% 11

Q30 (Food Producer Respondents)

grow over the last three years.

Please rate how each of the following factors constrained your business or operation’s ability to thrive or

Low Moderate High N/A Total
Capital or financing limitations 21.88% 40.63% 31.25% 6.25% 32
Processing equipment 20.00% 36.67% 26.67% 16.67% | 30
limitations
Facility/ employment space 34.38% 28.13% 25.00% 12.50% | 32
limitations
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Technical expertise (e.g., 56.25% 18.75% 12.50% 12.50% | 32
research, business, operations,

marketing) limitations

Advanced technology (e.g., 51.61% 25.81% 6.45% 16.13% | 31
innovative, or novel)

inaccessibility

Skilled and/or unskilled labour 48.39% 19.35% 22.58% 9.68% 31
limitations

Distribution channel limitations | 32.26% 29.03% 29.03% 9.68% 31
or inaccessibility to markets

Regulatory requirement 18.75% 25.00% 37.50% 18.75% | 32
limitations

Other (please specify) 2

our agricultural land, yet we were not accepted” -Anonymous

“District of Squamish personnel’s lack of understanding of agriculture” -Hop Creek Farms

- “We were not accepted into the Squamish Farmers Market, we are a farm. We farm produce. We own

Q31 (Food Producer Respondents)

your business or operation.

Please rate how important each of the following business/operational strategies are to the success or growth of

Not at all Of little Moderately | Important | Very Don't Total
important importance | important important | know
Business or operation 6.25% 18.75% 18.75% 15.63% 34.38% 6.25% 32
expansion
Product improvement 9.38% 15.63% 25.00% 28.13% 18.75% 3.13% 32
(e.g. packaging,
shelf-life, taste,
sustainability)
Process or operation 6.25% 3.13% 31.25% 21.88% 34.38% 3.13% 32
improvement (e.g.
increased efficiency)
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Product line expansion
(e.g. manufacturing
additional products
within the same product
category)

9.38%

25.00%

25.00%

25.00%

12.50%

3.13%

32

New product
development (e.g. a
new product in a
different product
category)

12.50%

31.25%

18.75%

15.63%

18.75%

3.13%

32

Market reach or
expansion (e.g. identify
target market, reach a
new market)

3.13%

21.88%

21.88%

21.88%

28.13%

3.13%

32

Skills training for
personnel

21.88%

21.88%

12.50%

31.25%

6.25%

6.25%

32

Other (please specify)

- “We are not considering growth” -Mountain Charolais

Q32 (Food Producer Respondents)

Please rate the following resources and services based on your business or operation's level of interest in
accessing them to support your business activities in the future. (Select all that apply)

Not at all
interested

Of little
interest

Moderately
interested

Interested

Very
interested

Don't
know

Total

Research and
development (R&D)
services or facilities (e.g.
laboratory or test
kitchen facilities,
concept analysis,
prototype design,
sensory evaluation)

17.24%

37.93%

20.69%

13.79%

6.90%

3.45%

29

Leased, rented, or
shared processing

24.14%

17.24%

24.14%

13.79%

20.69%

0.00%

29
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facilities

Leased, rented, or
shared equipment
and/or technology

21.43%

21.43%

25.00%

17.86%

14.29%

0.00%

28

Food handling and/or
storage services (e.g. dry
or cold handling, freezer
storage)

20.69%

27.59%

27.59%

10.34%

10.34%

3.45%

29

Food distribution and
delivery services (e.g.
transportation of goods)

10.34%

20.69%

13.79%

10.34%

41.38%

3.45%

29

Product or production
consultation services
(e.g. business planning,
marketing planning,
feasibility assessments,
licensing and regulatory
compliance advisory
services, business
accelerator or
mentorship programs)

28.57%

25.00%

10.71%

17.86%

17.86%

0.00%

28

Training or education
related to processing,
technology, or
food/health and safety

17.24%

20.69%

20.69%

31.03%

10.34%

0.00%

29

Shared retail/market
space for multiple
businesses to sell
directly to consumers

13.79%

20.69%

17.24%

13.79%

34.48%

0.00%

29

Other (please specify)

- “Interested in leasing land to other farmers” -Anonymous

Q33 (Food Producer Respondents)
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What specific types of infrastructure would your business or operation be most interested in accessing at a
food and farm hub(s)?

Answer Choices Responses
Commercial kitchen access 37.93% 11
Cold storage 27.59% 8
Dry packing and storage 13.79% 4
Access to specialized equipment 24.14% 7
Business mentorship 13.79% 4
Workshops and learning opportunities 27.59% 8
Distribution services 55.17% 16
Online ordering system 24.14% 7
Database for existing commercial kitchen spaces where rentals can be 13.79% 4
facilitated

Access to purchasing local products 24.14% 7
Access to purchase by-products to process into new products 10.34% 3
Venue to purchase local food year-round 34.48% 10
Food truck rental 6.90% 2
Traditional/Indigenous preserving services 3.45% 1
Abattoir, butchering services, and/or meat processing facility 31.03% 9

I am not interested 6.90% 2
Other (please specify) 10.34% 3

- “Egg grading so that farm eggs can be marketed locally to restaurants” -Rose Hill Farm

- “Year-round market or grocery store in Squamish” -Starseed Farms

- “We have all our own storage and packaging sorted out. The primary issue is getting the product to
markets outside of Lillooet. Frankly to getting them to markets where there’s a higher density of
environmentally minded middle class people who are willing to spend more on local food” -Bruins End
Orchard, Golden Cariboo Apiaries
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Q34 (Both Food Processor + Food Producer Respondents)

Which of the following categories would your business or operation use to
classify its agriculture/seafood products? (Select all that apply)

- “Value-added

Answer Choices Responses
Oilseed and grain farming 0.00% 0
Vegetable and melon farming 40.00% 2
Fruit and tree nut farming 40.00% 2
Greenhouse production 0.00% 0
Cattle ranching and farming 0.00% 0
Hog and pig farming 20.00% 1
Poultry and egg production 20.00% 1
Sheep and goat farming 0.00% 0
Aquaculture 0.00% 0
Commerecial fishing 20.00% 1
Mushroom cultivation 0.00% 0
Wild harvesting and foraging 0.00% 0
Other (please specify) 40.00% 2
- “Maple syrup”
-Maples Sugar
Shack

seafood” -Goodfish

Seafood Co.

Answered

Skipped

80
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Q35 (Both Food Processor + Food Producer Respondents)

(Select all that apply)

What current food services does your business or operation seek outside of the Squamish to Lillooet Region?

Answer Choices Responses
Processing equipment and facilities 60.00% 3
Farm supplies 40.00% 2
Food supplies 40.00% 2
Processing services 20.00% 1
Abattoirs and butchering services 40.00% 2
Technical expertise (e.g., research, business, operations, marketing) 40.00% 2
Distribution and delivery 40.00% 2
Skilled and/or unskilled labour 40.00% 2
Other (please specify) 0.00% 0
Answered 5
Skipped 80
Q36 (Both Food Processor + Food Producer Respondents)
Which of the following describes your business or operation? (Select all that apply)
Answer Choices Responses
My business/operation operates out of a home-based kitchen 0.00% 0
My business/operation has its own processing facility and equipment 60.00% 3
My business/operation rents or leases a commercial or commissary kitchen 40.00% 2

(e.g., commercial-grade facilities that are licensed for the preparation and/or
storage of food)

68



’ @~

SQUANISE sQuAMisH

FOOD POLICY COUNCIL

My business/operation is a co-packer (e.g., packages products for clients) 0.00% 0

My business/operation is a private-label manufacturer (e.g., makes goods 0.00% 0
under contract for a retailer or supplier with their brand and label)

My business/operation outsources processing activities to another 20.00% 1
organization

Other (please specify) 0.00% 0

Q37 (Both Food Processor + Food Producer Respondents)

Please rate how each of the following factors constrained your business or operation’s ability to succeed
and/or grow over the last three years.

Low Moderate High N/A Total
Capital or financing limitations 0.00% 20.00% 80.00% 0.00% 5
Processing equipment 20.00% 40.00% 40.00% 0.00% 5
limitations
Facility/ employment space 20.00% 60.00% 20.00% 0.00% 5
limitations
Technical expertise (e.g., 60.00% 20.00% 20.00% 0.00% 5
research, business, operations,
marketing) limitations
Advanced technology (e.g., 60.00% 40.00% 0.00% 0.00% 5
innovative, or novel)
inaccessibility
Skilled and/or unskilled labour 20.00% 60.00% 20.00% 0.00% 5
limitations
Distribution channel limitations | 80.00% 0.00% 20.00% 0.00% 5
or inaccessibility to markets
Regulatory requirement 20.00% 0.00% 80.00% 0.00% 5
limitations
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Other (please specify) 1

“Local government creating permitting and regulatory obstacles” -Anonymous

Q38 (Both Food Processor + Food Producer Respondents)

Please rate how important each of the following business/operational strategies are to the growth or success

of your business or operation.

Not at all
important

Of little
importance

Moderately
important

Important

Very
important

Don't
know

Total

Business or operation
expansion

0.00%

0.00%

0.00%

40.00%

60.00%

0.00%

Product improvement
(e.g. packaging,
shelf-life, taste,
sustainability)

0.00%

20.00%

20.00%

20.00%

40.00%

0.00%

Process or operation
improvement (e.g.
increased efficiency)

0.00%

0.00%

40.00%

40.00%

20.00%

0.00%

Product line expansion
(e.g. manufacturing
additional products
within the same product
category)

20.00%

20.00%

60.00%

0.00%

0.00%

0.00%

New product
development (e.g. a
new product in a
different product
category)

0.00%

20.00%

0.00%

40.00%

40.00%

0.00%

Market reach or
expansion (e.g. identify
target market, reach a
new market)

0.00%

20.00%

40.00%

40.00%

0.00%

0.00%

Skills training for
personnel

0.00%

20.00%

0.00%

80.00%

0.00%

0.00%
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Other (please specify)

Q39 (Both Food Processor + Food Producer Respondents)

Please rate the following resources and services based on your business or operation's level of interest in
accessing them to support your business activities in the future. (Select all that apply)

Not at all
interested

Of little
interest

Moderately
interested

Interested

Very
interested

Don't
know

Total

Research and
development (R&D)
services or facilities (e.g.
laboratory or test
kitchen facilities,
concept analysis,
prototype design,
sensory evaluation)

0.00%

20.00%

20.00%

60.00%

0.00%

0.00%

Leased, rented, or
shared processing
facilities

40.00%

20.00%

0.00%

20.00%

20.00%

0.00%

Leased, rented, or
shared equipment
and/or technology

20.00%

20.00%

0.00%

40.00%

20.00%

0.00%

Food handling and/or
storage services (e.g. dry
or cold handling, freezer
storage)

20.00%

20.00%

20.00%

20.00%

20.00%

0.00%

Food distribution and
delivery services (e.g.
transportation of goods)

40.00%

0.00%

0.00%

40.00%

20.00%

0.00%

Product or production
consultation services
(e.g. business planning,
marketing planning,
feasibility assessments,
licensing and regulatory

20.00%

20.00%

0.00%

60.00%

0.00%

0.00%
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compliance advisory
services, business
accelerator or
mentorship programs)

space for multiple
businesses to sell
directly to consumers

Training or education 40.00% 0.00% 20.00% 40.00% 0.00% 0.00%
related to processing,

technology, or

food/health and safety

Shared retail/market 40.00% 0.00% 0.00% 20.00% 40.00% 0.00%

Other (please specify)

Q40 (Both Food Processor + Food Producer Respondents)

food and farm hub(s)?

What specific types of infrastructure would your business or operation be most interested in accessing at a

Answer Choices Responses
Commercial kitchen access 40.00% 2
Cold storage 20.00% 1
Dry packing and storage 60.00% 3
Access to specialized equipment 60.00% 3
Business mentorship 20.00% 1
Workshops and learning opportunities 40.00% 2
Distribution services 40.00% 2
Online ordering system 40.00% 2
Database for existing commercial kitchen spaces where rentals can be 20.00% 1
facilitated

Access to purchasing local products 0.00% 0
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Access to purchase by-products to process into new products 20.00% 1
Venue to purchase local food year-round 20.00% 1
Food truck rental 0.00% 0
Traditional/Indigenous preserving services 20.00% 1
Abattoir, butchering services, and/or meat processing facility 40.00% 2
| am not interested 0.00% 0
Other (please specify) 20.00% 1
“Retort/canning equipment in particular” -Anonymous
Answered 5
Skipped 80

Q41 (Both Food Processor + Food Producer Respondents)

accessing at a food and farm hub(s)? (Select all that apply)

What specific types of equipment and technology would your business or operation be most interested in

preparation machines, mixers, sheeters)

Answer Choices Responses

Dry processing equipment (e.g., dehydration equipment, blenders, milling 40.00% 2
equipment, drying/cooling equipment)

Wet processing equipment (e.g., kettles, pasteurizers, mixers, cryogenic 40.00% 2
freezers, processing vats)

Meat processing equipment (e.g., forming equipment, band saws, 0.00% 0
tenderizers, presses, grinders)

Benchtop processing equipment (e.g., noodle/pasta machine, grills/fryers, 0.00% 0
mixers, bowl cutters)

Batter and breading equipment or storage (e.g., breading applicators, batter | 0.00% 0
applicators, ovens, freezers)

Baking equipment (e.g., convection ovens, rotating rack ovens, dough 40.00% 2
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Seasoning equipment (e.g., seasoning equipment, spray and coating 20.00% 1

equipment, tumblers)

Packaging equipment (e.g., vacuum packagers, sealers, lidders, wrappers) 40.00% 2

Laboratory equipment (e.g., microscopes, centrifuges, digestion/distillation 20.00% 1

systems, moisture analyzers)

Novel equipment (e.g., thermal agitation processing equipment, high 0.00% 0

pressure homogenizer, 3-D printer)

N/A 40.00% 2

Other (please specify) 0.00% 0
Answered 5
Skipped 80

Q42 (Both Food Processor + Food Producer Respondents)

If you selected dry processing, what specific types of dry processing equipment
would your business or operation be most interested in accessing? (Select all that

apply)

Answer Choices Responses
N/A 40.00%
Hoppers 20.00%
Blenders 20.00%
Dehydration equipment 40.00%
Rehydration equipment 0.00%
Drying/Cooling equipment 20.00%
Milling equipment 20.00%
Other, please specify: 0.00%
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Other (please specify) 0.00%

Answered

Skipped

Q43 (Both Food Processor + Food Producer Respondents)

If you selected wet processing, what specific types
of wet processing equipment would your business
or operation be most interested in? (Select all that
apply)
Answer Choices Responses
N/A 40.00% 2
Kettles 20.00% 1
Pasteurizers 20.00% 1
Mixers 40.00% 2
Cryogenic freezers 20.00% 1
Processing vats 0.00% 0
Other (please specify) 0.00% 0
Answered 5
Skipped 80

Q44 (Both Food Processor + Food Producer Respondents)

If you selected meat processing equipment, what specific
types of meat processing equipment would your business or
operation be most interested in accessing? (Select all that

apply)

Answer Choices Responses
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N/A 80.00% 4
Meat forming equipment 0.00% 0
Band saws 20.00% 1
Tenderizers 0.00% 0
Mixers/Mincers 0.00% 0
Meat presses 0.00% 0
Grinders 0.00% 0
Stuffers 20.00% 1
Slicers/Dicers 20.00% 1
Other (please specify) 0.00% 0
Answered 5
Skipped 80

Q45 (Both Food Processor + Food Producer Respondents)

If you selected benchtop processing equipment, what specific
types of benchtop processing equipment would your business
or operation be most interested in accessing? (Select all that

apply)

Answer Choices Responses

N/A 80.00% 4
Blenders 0.00% 0
Food Processors 0.00% 0
Noodle/Pasta Machine 0.00% 0
Grills/Fryers 0.00% 0
Tumblers 0.00% 0
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Tube Broilers 0.00% 0
Hand Stuffers 0.00% 0
Mixers 20.00% 1
Bowl Cutters 0.00% 0
Other (please specify) 0.00% 0
Answered 5
Skipped 80

Q46 (Both Food Processor + Food Producer Respondents)

all that apply)

If you selected batter and breading equipment, what specific
types of batter and breading equipment or storage would your
business or operation be most interested in accessing? (Select

Answer Choices Responses
N/A 80.00% 4
Ovens 0.00% 0
Breading applicators 0.00% 0
Batter applicators 0.00% 0
Freezers 20.00% 1
Electric fryers 0.00% 0
Other (please specify) 0.00% 0
Answered 5
Skipped 80

Q47 (Both Food Processor + Food Producer Respondents)
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If you selected baking equipment, what specific types of baking

equipment would your business or operation be most interested in

accessing? (Select all that apply)

Answer Choices Responses

N/A 80.00% 4

Commercial convection ovens 0.00% 0

Commercial deck ovens 20.00% 1

Rotating rack ovens 0.00% 0

Dough preparation machines 20.00% 1

Mixers 20.00% 1

Sheeters 20.00% 1

Other (please specify) 0.00% 0
Answered 5
Skipped 80

Q48 (Both Food Processor + Food Producer Respondents)

operation be most interested in accessing? (Select all that apply)

If you selected seasoning equipment, what specific types of seasoning equipment would your business or

Answer Choices Responses
N/A 80.00%
In-kitchen seasoning and salting equipment (i.e., equipment for seasoning 20.00%
food prior to packaging)

Spray dynamics flavoring and coating equipment (i.e., equipment for 20.00%
applying seasonings, coatings, frostings and other toppings to food)

On-machine seasoning equipment 20.00%
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Seasoning tumblers 0.00% 0

Other (please specify) 0.00% 0
Answered 5
Skipped 80

Q49 (Both Food Processor + Food Producer Respondents)

If you selected packaging equipment, what specific types of
packaging equipment would your business or operation be
most interested in accessing? (Select all that apply)

Answer Choices Responses
N/A 60.00% 3
Vacuum Packagers 40.00% 2
Sealers 20.00% 1
Lidders 20.00% 1
Labellers 40.00% 2
Wrappers 20.00% 1
Scales 40.00% 2
Other (please specify) 20.00% 1
- “Retort” -Anonymous
Answered 5
Skipped 80

Q50 (Both Food Processor + Food Producer Respondents)

If you selected laboratory equipment, what specific types of laboratory equipment would your business or
operation be most interested in accessing? (Select all that apply)
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Answer Choices Responses
N/A 80.00% 4
Microscopes 20.00% 1
Centrifuges 20.00% 1
Calibrators 20.00% 1
Digestion/Distillation systems 20.00% 1
Moisture analyzers 20.00% 1
Incubators 20.00% 1
Other (please specify) 0.00% 0
Answered 5
Skipped 80

Q51 (Both Food Processor + Food Producer Respondents)

most interested in accessing? (Select all that apply)

If you selected novel equipment, what specific types of novel equipment would your business or operation be

Answer Choices

Responses

Agitation thermal processing equipment (for canning of food products with
processing times reduced by 50% due to gentle agitations in rotary or
reciprocating modes) that produces high-nutrient shelf-stable canned food
products

20.00%

High pressure processing equipment (for non-thermal pasteurization of food
and beverages) that extends shelf-life of products while retaining the
nutrition

40.00%

Pulsed electric field equipment (for non-thermal pasteurization and
tenderization of food and beverages) that makes the products more porous
for easier processing

20.00%
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Microwave-vacuum (REV) dehydration equipment (for low temperature 20.00% 1
dehydration of fruits, vegetables and other food products) that intensifies
colour, flavour and taste of products
Pulsed UV light equipment (for sanitization of food and beverages, 20.00% 1
food-contact surfaces, utensils and processing areas/rooms)
Extrusion processing equipment (for production of extruded snacks and 20.00% 1
cereals)
Super-critical, fluid extraction equipment (for extraction of valuable 20.00% 1
bioactives and other components from food products without using toxic
solvents)
High pressure homogenizer (for high-intensity homogenization, 20.00% 1
size-reduction and encapsulation of food and beverages)
Modified and controlled atmospheric packaging and bottling setups 20.00% 1
3-D printing technology for food products 20.00% 1
Other (please specify) 20.00% 1
- “Reverse osmosis and cross-flow filtration” -Anonymous
Answered 5
Skipped 80

Q52 (All Respondents)

resources and/or services at a food and farm hub(s)?

Considering the following pricing models, how would your business or operation prefer to pay for the

Answer Choices Responses

Cost per use 46.58% 34
Subscription / membership based 9.59% 7
Monthly lease 12.33% 9
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Not interested in paying for resources and/or services 6.85% 5
Don’t know 21.92% 16
Other (please specify) 2.74% 2

“Prefer to own our own equipment” - North Arm Farm
® “Cost per use but it depends on what services are being offered” - Starseed Farms

Answered 73

Skipped 12

Q53 (All Respondents)

How often would your business or operation use the resources and services at a food and farm hub(s)?

Answer Choices Responses

Never 6.85% 5
Daily 4.11% 3
One-off use 4.11% 3
Once a week 21.92% 16
A few times per week 17.81% 13
Once a month 9.59% 7
Once every quarter 4.11% 3
Once every year 1.37% 1
Don’t know 27.40% 20
Other (please specify) 2.74% 2

- It depends what resources and services are offered. And where the farm hub is. We are located 25
min up the Pemberton Meadows, so it really depends on what the farm hub offers” - Starseed
Farms

- “lguess it entirely depends on those services. If the food hub was distributing my product
throughout the S2S corridor then it would likely be weekly” - Bruin’s End Orchard, Golden Cariboo
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Apiaries

Answered 73

Skipped 12

Q54 (All Respondents)

Are there any other resources and/or services that a food and farm hub(s) could offer to support
your business or operation’s needs?

“A place to sell farm products - particularly meat and eggs - that is what is key for me” -Rose
Hill Farm

“Access to investors” -Blue House Organics

“Food truck parking/shore power” -Island Oasis

“Not sure this applies to our business needs” -Coast Mountain Brewing

“Point of distribution” -Maples Sugar Shack

“There is not enough farm land available in the Sea to Sky region, in order to properly farm
sustainable with regenerative agriculture practices. In order for me to start a livestock
operation, 100% grass fed, sustainable and regenerative | would need about $4 million to buy
land and that’s less than 100 acres, impossible for us farmers to grow! There are no
government lease options available neither private lease options. If | would like to expand my
vegetable farming operation and thinking of buying my neighbour’s property it would cost me
1.2 million for 10,000 sq ft, how are we going to produce enough food for all of these new
residents” -Urban Wildflower Farm

“Drop off point for customer deliveries. Space to host conferences, presentations related to
farming/business” -Plenty Wild Farm

“Don’t know at this time” -Squamish Water Kefir Co

“Abattoir butchering” -Pemberton Meat Co

“Farm stand” —Nutrient Dense Farm

“Office space for admin days” -Treat Squamish

“The main thing holding us back right now is finding new markets/clients. We would be
interested in finding a mushroom wholesaler that we could supply our mushrooms to on an
ongoing continual basis. We just aren’t aware of who to approach. We’ve approached
Save-On and Nesters but we can’t seem to be able to supply our mushrooms to them.
Nester’s in Whistler would love to carry our product but their hands are tied because Pattison
Food is the one to decide. The grocery stores we have found that we currently sell to is
Creekside Market and Pemberton Supermarket. We have approached almost all the chefs and
restaurants in Whistler. They all seem very interested but it is difficult to get them to make an
ongoing commitment. | will be doing a lot more marketing in the near future. We’ve had a
bottleneck in production space at our facility but | am in the process of expanding our facility,
which will add about 1300 sq ft, which will allow us to market to larger clients” -Starseed
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Farms
“CFIA certification” -Anonymous

“Direct link to farms and local produce” -Fox & Oak Cafe

Skipped

12
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Appendix C

South Island FarmHub - Victoria, BC

Mission: Making good food, fresh from local farms, accessible to everyone in our community.
Community Characteristics:

e Population of Victoria, BC: 19,952
Key Services: online marketplace, aggregation, distribution, community projects

The South Island (SI) FarmHub was established in Victoria, BC in 2020 as a response to a market loss for
local farms due to the COVID-19 pandemic. The SI FarmHub’s goal was to provide fresh local food to
participants while ensuring a steady revenue for farmers. In 2022, the SI FarmHub expanded beyond an
online farmers’ market and purchased a warehouse that enabled full-scale aggregation and distribution.
The SI FarmHub includes over 30 farmers and 25 food processors. They offer curated produce boxes with
varying levels of size and commitment and egg subscriptions year-round.

In addition, the SI FarmHub runs a Farmbucks Program that creates the opportunity to support local
charities by purchasing through their webshop.*® Every dollar spent in the Farmbucks program is
matched by local charities, bringing $2 of fresh food access to those most vulnerable.

The SI FarmHub has recently expanded to partner with Kitchen Connect, a commissary kitchen based in
Victoria, as well as the Mustard Seed Food Rescue. Kitchen Connect is integrated with the SI FarmHub
and the Mustard Seed to offer training, incubation, kitchens, and storage. The soft launch of the facility
occurred in June 2023 and tenants are slowly building up. They are also looking to develop a processing
team, where crop surplus from participating farmers can be processed and marketed by the SI FarmHub.

Lastly, the organization is also renting out a space in the Kitchen Connect space for school meal
programming.

\ Regional. Seasonal. “SFEuR
S & Delivered to you. '

FARMHUB  ywwy.sifarmhub.ca

'3 https://www.sifarmhub.ca/
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Name Organizational Start-up and Business Model Revenue Sources | Key Successes and Challenges
Structure Ownership

South Non-profit Began as response to | Wholesale, direct Markup on online | Key Successes

Island market loss from to consumer, marketplace

FarmHub Hybrid COVID-19 pandemic retail, restaurants, | products Working with key anchor farmers during
between community feasibility research — allowed for good

Victoria, BC | charity and Funding from Local organizations Facility rental partnership. This farmer wanted to be able
social Food Infrastructure (Kitchen Connect) | to scale up - SI FarmHub did pilot projects
enterprise Fund Warehouse space and test marketing with him (i.e. breaking

is accessible to Social enterprise | into grocery stores)

Food hub is CFAIR is backbone different scales of

under charity
that manages it

Society (VCFHS)
and a partner
organization of

organization

Team is made up of
former farmers,

farmers,
producers and

Fundraised all
upfront physical
costs, then

Working with consultant to develop
financial model and business plan

legally Multi-agency makers so they
integrated model don’t have to Key Challenges
Social (Kitchen Connect and | make upfront
enterprise of Mustard Seed) investment Could have used more support for
the Victoria themselves e-platform set-up (Local Food Marketplace)
Community Shared leadership . .
Food Hub management Financial model: Did not do homework in advance — scaled

up 900% too quickly and the system wasn’t
in place to support it

Lack of financial officer to stay on top of

the Capital grocery store clerks, operations would )

Region Food food enthusiasts, be sustained by finances

aer Agriculture volunteers use of kitchen Farm hub currently loses $50,000 a year;
Initatives . . . .
Roundtable not.flnanually sustainable yet in terms of
(CRFAIR) capital

- Cost $850,000 to upgrade
building, equipment budget was
$350,000

Lessons Learned

Manage expectations and longevity of funding

It is important to operational robust data; have clear agreements and ensure documentation
o Have someone on your team that pays attention to detail
Respond to unpredictable situations as they come up
It takes several years to become financially sustainable in operations and capital
Relationship building is essential
Be flexible enough to pivot to an opportunity that might not be in your plan
Things move fast, be prepared!
Have a clear branding strategy and marketing plan; make sure it is clear on how it serves the region and what gaps it is filling
Have farmers in place for launch (anchor producers)
Keep an open conversation with farmers at all times on how you can improve to meet their needs; make sure farmers are involved in
anything that relates to farming!
Collaborate with folks who need food (i.e. Helping Hands)
Keep pricing equal and fair
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Tahoe Food Hub - Lake Tahoe, CA

Mission: Building a food system that supports regenerative farming practices and creates fair market
opportunities for family farms by increasing local food access for our mountain community.

Community Characteristics:

Food hub serves 150-mile radius of North Lake Tahoe
Population of Truckee, CA: 16,000

Population of Reno: 268,851

Mountainous region with few highways

Key Services: online marketplace, aggregation, distribution, two cold storage facilities, brick and mortar
retail shop, community projects

“We believe that all communities need a food hub. A food hub can help establish a food policy which advocates for how local
food is produced and distributed. Additionally, small farms are critical to changing local food systems, create more jobs, fight
climate change, and preserve landscapes.” - Tahoe Food Hub

Overview

The Tahoe Food Hub is a food hub serving a 150-mile radius of North Lake Tahoe (see Appendix B). The
organization has several programs, one of which an online farmers market for retail consumers.
Consumers are able to buy fresh, sustainably-grown fruits and vegetables, pasture-raised meats, dairy,
eggs, and pantry staples from local farms. There are two pickup locations in Truckee and Reno; these are
cold storage facilities that farmers drop off at. One is leased from a food bank in town, and the other is
on a participating farm with a storage container.

The Tahoe Food Hub also includes a local brick and mortar shop in Truckee, called the Farmacy. This shop
is open 5 days a week, Monday to Friday, for consumers to stop in to buy fresh produce and grocery
staples.

Proceeds from the online marketplace goes back into the Tahoe Food Hub’s community impact
programs, such as the Sierra Growing Classroom and Giving Box Program.

Name Organizationa | Start-up and Business Model Revenue Sources | Key Successes and Challenges
| Structure Ownership

Tahoe Food | Non-profit Worked with local Wholesale Variable margins Key Successes

Hub government and local depending on
business council in early | Brick and mortar product (nothing | Started with five farms and five tenants as

Lake Tahoe, stages shop under 22%) anchor members

California,

USA Started with school Online farmers’ Retail space Retail aspect (brick and mortar shop)
district market allows for good allows for good cash flow

cash flow . .

Started with 5 farms Ran the food hub Working with local government and
and 5 tenants (anchor like a business Social enterprise busi.neés council was essential at the
members) with margins, etc | model beginning
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Starting with school district was key at the
Run by non-profit beginning; helped establish volume for

growers
9 staff

Key Challenges

Food aggregation and distribution is super
expensive

Not financially sustainable for a few years

Lessons Learned

Be smart about your time and wellbeing

Find and retain good staff

It’s a good idea to be a social enterprise

The non-profit model works well, as there are always grants to apply for

Cape Breton Food Hub - Cape Breton, NS

Mission: provides a distribution linkage between local food producers and consumers, creating a more
sustainable food system by increasing the viability of local producers while improving access to high
quality local food.

Community Characteristics:

e Population of Cape Breton Island, NS: 132,019
Key Services: online ordering system, aggregation, distribution, storage, commercial kitchen
Overview

The Cape Breton Food Hub is located in Cape Breton, Nova Scotia and has been operating since X. Cape
Breton Food Hub provides the infrastructure and distribution to link over 60 food producers with
households and restaurants across the island. Each week producers list their products through the Local
Food Marketplace platform, and consumers order online between Friday and Monday. On Thursdays,
consumers receive home delivery or pick up their fresh items from one of their seven centrally located
hubs, depending on where they live. The drop-off locations are community halls, businesses, restaurants
where the Cape Breton Food Hub supplies a fridge and freezer, and pays the business for renting utility
space. The main distribution centre is located at an old farmers’ market building that includes a
commercial kitchen and processing facility. They also engage in educational and social activities to build
a more resilient and connected community around food.
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F CAPE BRETON I

2.4 Initial Food Hub Assessment/Interim Report

QV

ub

Name Organizational Start-up and Ownership Business Model Key Successes and Challenges
Structure

Cape Non-profit Supported by individuals, Wholesale, Key Successes

Breton multi-stakehold | organizations, and various levels of | direct-to-consumer

Food Hub er cooperative government Because of the co-op model, everyone who
Facility and kitchen purchases from the food hub gets a say. The

Cape Currently trying | An economic development AND a rental board includes consumers, restaurants,

Breton, NS | to become food initiative producers and organizations

charity to be
able to receive
donations

Began as a 2 year Dept of
Agriculture-funded pilot project

2015-2020 was just distribution,
no kitchen/facility

The volunteer board is elected by
the membership and represents
each of the 3 owner groups
represented. Ex-officio members
are from municipal or other
government-related organizations

Workers are 3 paid staff, interns,
students, 50+ volunteers, board

Revenue Sources:
Mark-up on sales

Grants and
sponsorships

Funding support through non-profit
Key Challenges

Location of building; 20 minutes outside of
Sydney. Not getting as much interest for
commercial kitchen because of distance

- In retrospect, would not have installed
commercial kitchen (distance and cost
are biggest barriers to people)

Co-op model is challenging to make decisions
for change in organization

Paying for utilities/rent at drop-off locations can
add up — $6,500 per year just for paying
drop-off locations

Lessons Learned

®  Put commercial kitchen somewhere with high volume of people and food businesses
o May be more profitable to not rent kitchen out and just use it yourselves

e  Consider the days you want to do distribution. I.e. store opens on Friday, closes on Monday, distribution on Wednesday and Thursday.
Thursday pickup for customers is great, as holidays often fall on Fridays

everything
e Develop good relationship with local food inspector

Make sure you make decisions with a business hat on; don’t be too much of a charity (i.e. handholding, helping at off hours, etc)
Pick one thing to focus on and make it really good before moving on to the next thing

Would invest in our own vans/delivery trucks rather than third party delivery, in hindsight

Charge producers part of hub based on their last year’s revenue through food hub, rather than constant fee, to avoid paying for
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e  Would recommend starting with distribution and online marketplace first, then move into physical infrastructure

Fireweed Food Co-op - Winnipeg, MB

Fireweed

FOOD CO-0OP

Mission: to reduce barriers to, and increase participation in, the local food system for all people from
producers to eaters.

Community Characteristics:

e Population of Winnipeg, MB: 749,534
Key Services: aggregation, distribution, storage, online ordering system, delivery, community projects
Overview

Fireweed Food Co-op is a non-profit co-operative food hub based in Winnipeg, Manitoba (see Appendix
B). It began as a farmers’ market out of the intent of establishing connections and trust between
small-scale food producers and eventually began a food hub in 2020. They currently rent a 2400 sq. ft
warehouse space with a walk-in freezer, walk-in fridge, and dry storage space. Farmers sign up to be
members of the co-op for $45/year and drop off their weekly products to this warehouse space, where it
is then distributed to customers, mostly wholesale restaurants.

Fireweed also runs side projects, such as a weekly Farmers Market and the Veggie Van Mobile Market,
where they sell produce at subsidized prices to low-income families.

Name Organizational Start-up and Ownership Business Model Key Successes and Challenges

Structure
Fireweed Non-profit Received grant from province Wholesale: suppliers join the Key Successes
Food Co-op | co-operative co-op as members

Founded by Fireweed Food Co-op Offered unique product (Indigenous

Winnipeg, | Embedded Partner with Peg City Car Share arctic char) that enticed restaurants
MB within a Pilot project funding by the Co-op for delivery vans to get involved

nonprofit that is | Canadian Agricultural Partnership

a Wholesale customers (retailers,
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multi-stakehold
er cooperative

The project leaders formed strong
partnerships within the province
and city

Themes: just local economy,
ecological sustainability, thriving
community, food access for all

FFH is embedded in FFC which has
two owning groups: farmers and
consumers

FFH has the same board as the
co-op. Board members are elected

Work is done by 4 paid staff, the
FCC board, and 2 advisory groups

food service organizations,
restaurants) institutions order
online. Free in-city delivery for
orders over $100, and flexible
billing option)

Fair price to both suppliers and
customers. 80% of price goes
directly to producer, remaining
20% to run Food Hub

Full transparency on the
product’s farm origin and
production methods

Grants and donations are
extremely important for the pilot
and then getting off the ground

Salaries and training have been
subsidized by external funds
such as CAP

Plan is to reduce dependence on
grants by half in 2022, and
another half in 2023

Members have a strong say in the
direction of organization because of
values-based co-op model

Side projects (i.e. Veggie Van Mobile
Market) are attractive to grant
funders

Key Challenges

Initial restaurant buy-in was tough;
restaurants weren’t interested in
changing supply — strategy was to
approach restaurants with offering
one targeted product

Communication with small producers

Working with small producers is
more work than anticipated

Pricing is a huge sticking point for
small producers

Lessons Learned

Focus on skilled sales people as soon as you have producers on board
When starting a food hub, really focus on the producers that you’re going to work with and what their goals are
Think about your customers and their values as well
Start with scaling up sales to a degree that producers have capacity for. We did not do enough producer capacity research

Be frank with producers about the value of working with the food hub (i.e. what kind of benefit they can expect, what it will look like in

the beginning, and how it can be aligned with their future goals) — some types of producers are more successful than others

Match supply to demand, rather than the opposite; focus on fewer customers ordering more
Co-operative model is a great idea

It is important to look into the future and dream, but just as important to be practical in the moment

Halifax Food Hub - Halifax, NS

Mission: TBD

Community Characteristics:

e Population of Halifax, NS: 431,479

Key Services: aggregation, storage, processing space, marketing, distribution

Overview
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Halifax Food Hub is in the preliminary stages of design and development. There is strong interest and
support for a food hub in Halifax, as informed by several stakeholders. The effort was founded by a group
of interested parties that have identified the need for a food hub in the region, including the Farmers
Market Association, Farmworks Nova Scotia, Feed Nova Scotia, and X. The group was largely focused on
affordability, nutrition, and food security. Nourish NS stepped forward as the leading non-profit
organization to host grants and oversee the operation in this interim period.

The informant group included retailers, wholesalers, farmers, environmentalists, and others to glean a
comprehensive understanding of food hub requirements. Currently, the client group is incorporating into
a co-op. The desire is to hire a General Manager that will launch the Halifax Food Hub to be on the
ground as a cooperative by April 2024.

The Flourish team did a similar overview of existing food hubs, as this report, to understand the flexibility

of a ‘food hub’ definition; they did not want to be stuck in one example of what a food hub could be.
They found that the ‘minimally viable’ food hub model would work best in Halifax. Because they do not
have the type of resources that would allow them to purchase all capital infrastructure and equipment,
the idea is to start small, build knowledge and experience, and prepare for rapid scalability with longer
term goals in mind. Key elements of the ‘minimally viable food hub’ would include: recruitment of
producers and wholesale buyers; aggregation; storage (dry, cold, frozen); online ordering and payment
processing; order fulfillment and delivery; and a rentable commercial kitchen.

not-for-profit
corporation
(owns/leases
and manages
property and
oversees
community
programming
that falls
outside of
business model,
i.e. renting
space to
organizations) +
provincially
incorporated
for-profit
cooperative
(primary tenant
of facility,
operating arm

group carried out feasibility study
and project work plan

Official launch was March 2023

6 non-profit organizations, 5
consultants, community members,
government, academics provided
input for food hub development

Physical infrastructure aiming to
be in place by April 2024

Nourish NS stepped forward to be
face of organization — receive
grants on behalf of project

Will hire General Manager

Currently there is an Interim Board
to guide decision-making —

Co-op business model
rooted in democratic
governance

Revenue sources:
Selling products, facility
rental

Name Organizational Start-up and Ownership Business Model Key Successes and Challenges
Structure
Halifax Recommended Funding from Nova Scotia Retail, wholesale, Key Successes
Food Hub hybrid Department of Communities, schools, hospitals,
structure: Culture, Tourism and Heritage universities would join Recognizing the need to work together to
Halifax, NS Federally as co-op members implement infrastructure for local food
incorporated Flourish Consulting and working

Halifax Regional Municipality is the largest
market in the province — farmers who
participate will know they have a guaranteed
market

In a multi-stakeholder co-op, each member
gets an ownership stake. This keeps you
grounded and accountable to several groups
and voices that perhaps would have been
forgotten in the decision-making process

Hybrid model can offer “the best of both
worlds” in terms of non-profit, for-profit, and
co-op structure

Key Challenges

Access to a facility
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of food hub)

moving towards ongoing board

Can be difficult to maximize affordability and
pay farmers decent wages

A food hub cooperative can be tricky to meet
its own costs — need to have other
value-added components

It is expected that food hub will have no profit
for 3-5 years — self-sustainability will be a
challenge

Lessons Learned

Focus group discussions determined that a co-op model is best; people think about co-ops in a good way, but they are a lot of work
Dire need to focus on farmers; losing farmers in NS every year

Successful food hub co-ops have strong mentorship, orientation processes, and access to resources

The ‘minimally viable’ food hub model was found as the best approach in this context — start small and be ready to scale up
Need single entity to manage large sums of money (the role that Nourish took on)

A co-op model is more work (because of more voices), but there is also more commitment. Stakeholders get a say into how co-op
develops, what is prioritized, and at some point will receive dividends

e Itisimportant to set a clear structure (i.e. who hires/fires?). Once a certain governance structure is established, it is difficult to change
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