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Executive Summary
The City of Kawartha Lakes commissioned Werry CO to investigate the feasibility of a Local
Food Hub for the Kawartha Region. Geographically, the Kawartha region encompasses
Peterborough County and the City of Kawartha Lakes. The objective of the feasibility study was:
1. To enhance understanding of the current state of the Kawartha Region agri-food sector,
to determine whether there are adequate local food volume, stakeholder commitment
and market demand to support development of a food hub.
2. Provide concrete recommendations as well as identifying limiting factors and barriers,
key success factors, opportunities and strategies if recommended to move forward.
For the purposes of this project, the definition of a Local Food Hub is an enterprise that actively
manages the aggregation, distribution, and marketing of source-identified produce and other
food products, primarily from local and regional producers.
The project was conducted using a three-stage process. In Stage 1 background research and
analysis of existing and potential food hub models was performed. The review begins with an
overview of trends in the food system and existing food distribution models. This is followed by
a review of current food hub models, their strengths and weaknesses. To understand the local
context of the Kawartha region, current local food projects in Ontario and several in close
proximity to the Kawartha region are highlighted as learning opportunities and the foundation
from which the current project may borrow. The concept of a food hub, while well established
in the United States, is still relatively new in Canada. There are a number of operating models
that have been adopted and it is important to note that what works well in one area or region,
may not work in another. The physical facilities, online systems, distribution channels, and
governance models were all considered. Critical success factors, consumer trends,
demographics, and the competitive landscape were also examined as these help dictate the
market for local food.
There are a number of Best Management Practices that should be implemented in order for a
food hub to be successful and these were used by Werry CO when developing the
recommendations:
1.
2.
3.
4.
5.
6.
7.

Determine need
Identify the model/type of hub
Identify leadership structure
Target correct markets
Strategically align with existing systems
Determine geographic scope
Determine product diversity

Kawartha Region Local Food Hub Feasibility Study

5

8. Establish a verifiable food safety/quality assurance system
9. Develop a strategic marketing plan
Stage 2 consisted of a broad stakeholder consultation and market assessment. An initial
overview of the agriculture industry and demographics of the Kawartha Region was conducted.
This was then followed by three levels of consultation which included an online survey (32
producers and 11 buyers responded), a facilitated roundtable discussion, and 49 one-on-one
interviews with producers, buyers, distributors and other industry stakeholders.
This stage provided some valuable insight into the level of support for a food hub in Kawartha
region. There appears to be a strong appetite for local food and a consistent supply, as well as
some existing infrastructure that could help to support a food hub in the early stages of
development. Kawartha region producers grow a wide variety of crops and are particularly
strong in the livestock sector. However, there is variation between farms in the practices and
standards implemented, and a desire to sell direct-to-consumer rather than at wholesale prices.
Buyers can currently access local food through a number of channels such as farmers’ markets,
farm gate, and CSAs, however, many indicated that there are barriers preventing them from
purchasing more or any local food. Barriers identified included a limited knowledge of product
availability, access to required quantities, lack of consistency in quality, as well as price.
Stage 3 involved analyzing the research from Stages 1 and 2, determining whether the findings
are positive for the establishment of a food hub in Kawartha region, and making a series of
recommendations for moving forward. While it appears that conditions are favourable for a
food hub in the Kawartha region, there are a number of steps that must be taken before
proceeding with the development of a local food hub. Werry CO recommends that the City of
Kawartha Lakes Economic Development Department:










Form a steering committee
Develop a 5 year business and marketing plan that will provide a step by step, phased
approach that will allow the hub to become self-sustainable
Hire a part-time marketing person
Develop on-farm food safety protocols i.e. Canada GAP and/or OMAFRA iGAP
Investigate the potential of the Kawartha Choice Farm Fresh brand for use as a food hub
brand
Investigate opportunities for partnering with existing businesses to help minimize costs
Formalizing a for-profit governance model
Implement a marketing plan
Investigate funding opportunities to assist with project costs
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2.0 Introduction & Purpose
In December 2014 the City of Kawartha Lakes commissioned Werry CO to investigate the
feasibility of a local food hub for the Kawartha region (which encompasses the City of Kawartha
Lakes and County of Peterborough). The purpose of the study is to assess the need, interest and
capacity for a food hub within the City of Kawartha Lakes, and to:
1. Enhance understanding of the current state of the Kawartha region agri-food sector, to
determine whether there are adequate local food volume, stakeholder commitment
and market demand to support development of a food hub.
2. Provide concrete recommendations as well as identifying limiting factors and barriers,
key success factors, opportunities and strategies if recommended to move forward.
The City has completed a number of projects including the Agricultural Action Plan 2010, local
food Business Retention and Expansion (BR+E) survey 2012, and the Kawartha region Food
Coalition, Food Charter and Food Action Plan. Each identifies an opportunity to strengthen the
prominent position of agriculture in the municipality and in particular, the production,
availability and distribution of locally grown food.
The City of Kawartha Lakes also supports a very successful direct marketing organization,
Kawartha Choice. The organization was formed in 2007 following the partnership of Kawartha
Choice in Peterborough and Farm Fresh in Kawartha region. Since that time it has been a voice
of local food in the region, has an online presence and printed map. Kawartha Choice
membership covers a cross section of the local food market including producers, farmers
markets, food services and agri-tainment locations. Strengthening and leveraging the Kawartha
Choice brand to grow the local food economy is identified as recommendations in the
Agricultural Action Plan and local food BR+E study.

2.1 Project Vision
At the onset of the project, the City of Kawartha Lakes Economic Development Department
proposed the following vision:
The Kawartha Region “Food Hub” is an economically, self-sustaining aggregating and
storage facility that would enable farmers to access wholesale and/or retail buyers in
the Kawartha Region and beyond, allowing partner organizations to store, pack and
deliver food orders.
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2.2 Methodology
The project was conducted, between December 2014 and June 2015, using a three stage
process:
1. Background research and analysis of other models
2. Stakeholder consultation and market assessment
3. Food hub feasibility analysis
Stage 1: Background research and analysis of other models
In Ontario, there is a growing interest in supporting and facilitating the development of local
food systems. The food hub concept is well developed in the United States and a number of
operating models have been adopted. These projects include the construction of physical
facilities, online systems, distribution channels, and adoption of various governance models. In
Ontario, several local food distribution studies have been recently completed and projects
undertaken at both large and small scales. This stage of the project lays the foundation and
rationale for investing in a local food system. It identifies the strengths and weaknesses of
existing local food systems with lessons relevant for the Kawartha region.
Stage 2: Stakeholder consultations and market assessment
Understanding the local market and existing value chains in Kawartha Region requires focused
research. To complete this stage, an initial overview of the agricultural industry and
demographics of the community was conducted. This was followed by three methods of
consultation:
Online survey: Two surveys were developed and available both online and in hard copy in the
first quarter of 2015. The survey was advertised through the City of Kawartha Lakes website
and newsletter, Kawartha Choice membership and word of mouth. A total of 32 producers and
11 buyers responded to the surveys.
Group discussions: A “kitchen table” discussion with growers was held at the farm of Barb and
Ivan Fisher and a facilitated group discussion was held with local buyers and producers in
Lindsay, Ontario on March, 10, 2015 (Appendix A). Invitations to the facilitated group discussion
were sent to former and current members of Kawartha Choice and advertised on the City of
Kawartha Lakes Economic Development website and newsletter. A follow up stakeholder
meeting was held in May, 2015 (Appendix B).
One on one interviews: A total of 51 individual contacts were made between January and May
2015. Interviews were informal in structure and conducted in-person or via telephone.
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Interviews included local producers, aggregators, regional and Ontario based buyers & retailers,
and local food industry professionals.
Stage 3: Food hub feasibility analysis
This stage takes the research from Stages 1 and 2 to examine the feasibility of a food hub in
Kawartha region. The analysis included integrating food distribution best practice, existing value
chains, and potential opportunities identified during the project. A series of recommendations
are proposed to move the project forward. There are a number of building blocks in the
development of a local food system, including brand development, stakeholder education and
training, processing, balancing supply and demand, aggregation, marketing and distribution.
Data analysis indicates a starting point for the development of an integrated system and
recommendations for building a strong local food foundation .

3.0 Critical Success Factors
In 2013, Durham Region Cattlemen’s conducted a feasibility study which outlined a number of
critical success factors for local food systems. These factors, listed below, have been adapted
for the Kawartha region context and provide the framework for this study. The ability to
support a local food hub in the Kawartha Region will rely on the ability to address these key
factors to allow for the successful development of a local food system. As each of the critical
success factors are assessed, the results will highlight positive indicators for moving forward
and identify any red flags.

3.1 Supply






Consistent and diverse supply of quality fruits and vegetables sourced within
Kawartha Region.
Healthy, consistent, committed supply of animals sourced within the Kawartha
Region.
Long term field to table supply system based on equitable pricing policy supported
by long term commitment between all players in the value chain.
Verifiable production & processing standards.
Full range of food products sourced within the Region to include such products as
honey, maple syrup, dairy, eggs, & bakery.
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3.2 Demand




Consistent markets for the producers, including emerging market opportunities
within the Region and the Greater Toronto Area (GTA).
Access to an existing regional customer base at a competitive price.
Kawartha Region brand development opportunities supporting a strategic-long term
field to table supply vision.

3.3 Marketing





Ability to create Unique Selling Points (UPS’s) in relation to the competition in the
Kawartha Region. The UPS’s need to be defendable, genuine and provide the
customer with a point of difference consistent to current and future consumer
buying needs and trends.
Ability to market the Kawartha brand in a competitive manner in the Region and the
GTA.
Effective marketing plan with the ability for realistic growth based on the Region’s
supply and market access.

3.4 Infrastructure



Adequate processing facilities for value-added products as well as sustainability of
local abattoirs.
Cost effective, efficient distribution system.

3.5 Business Structure




Establish a model that has the ability to finance and manage a local food system for
long term competitive success.
Communication and commitment from all components in the value chain.
Ability to ensure producer payment for products in a competitive and timely
manner.

3.6 Best Management Practices
a. Determine need
The first thing to consider when investigating the feasibility of a Local Food Hub is
identifying whether there is sufficient supply and demand. Both of these are
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codependent on the other and are equally important to the future success of the
Hub.
b. Identify the model/type of hub
There are a number of different models in operation in North America and around
the globe, from physical hubs to mobile units to online systems. What works in one
region will not necessarily work in another. It is important to consider the various
options and determine which model will be the most viable.
c. Identify leadership structure
In addition to there being different models of Food Hubs, there are different
governance structures to consider as well. The most common are cooperatives or
simply run by an individual. While government and NGOs play a large role in
facilitation, research shows that they should not have a management role.
Regardless of the type of ownership structure, research proves that the leader of a
Food Hub is critical to the overall success of the hub. The leader must be
charismatic, well respected, have a thorough understanding of the industry from
farm to fork, and have “skin in the game”. In other words, they must have a vested
interest in ensuring that the Hub will succeed.
d. Target correct markets
It is important to focus efforts on the correct target markets. While it would be
beneficial to establish relationships with corporate retailers and institutions this can
be a difficult undertaking. Instead efforts are better spent in building relationships
with smaller retailers and restaurants which will result in a shorter term payoff. As
well, smaller buyers are often more willing to work with producers and have a
higher level of support for local food. They provide an opportunity to learn and have
less regulations and bureaucracy making them easier to work with.
e. Strategically align with existing systems
When establishing a Local Food Hub it is critical to keep distribution costs as low as
possible. It is therefore beneficial to work with existing established partners
whenever possible as they have well developed relationships and channels that
might otherwise be difficult to access.
f. Determine geographic scope
The consumer’s definition of local should be considered when determining the
geographic scope of a Food Hub. It is important to not limit economic potential by
setting boundaries. The areas immediately surrounding the Kawartha Region have a
Kawartha Region Local Food Hub Feasibility Study
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number of producers and buyers who may be interested in supporting a Local Food
Hub and they should not be excluded.
g. Determine product diversity
Thought must go into determining the products that will be marketed through the
hub. Fresh produce and meat must be handled very differently and require separate
storage. This can increase the operating costs of a hub.
Buyer requirements must also be considered. Do they need fresh versus frozen, and
what other types of processing are required? Will the Hub provide the facilities and
equipment to allow for further processing or must that be done off-site?
h. Establish a verifiable food safety/quality assurance system
Today’s consumer is demanding top quality products and with all of the recalls and
food contamination issues, food safety is more important than ever.
It is imperative that a Local Food Hub have specific quality attributes that are very
clearly defined and verified by a third party to ensure that only the best produce is
marketed through the Hub. Buyers require consistency. Failure to provide a quality
product consistently will create a negative reputation and will ultimately result in
lack of trust and lost clients.
i. Develop a strategic marketing plan
As with any business, it is important to develop a strategic business and marketing
plan for a Local Food Hub. A stepped approach is recommended when starting a
Food Hub. The plan will need to address a number of critical factors for long term
success – such as price, quality, quantity, geographic scope, communication,
verification, target markets, etc.
The plan must be developed by the Food Hub leader(s) with input from all
stakeholders to ensure that all values are represented.

4.0 Stage 1: Background Research and Analysis of Local Food
Hub Models
This background research examines the growing interest in supporting and facilitating local
food systems in Kawartha region, Ontario and beyond. In-keeping with the direction of the City
of Kawartha Lakes, the focus of this report is on food hubs as a mechanism to create new
markets for local food. The review begins with an overview of trends in the food system and
existing food distribution models. This is followed by a review of current food hub models, their
Kawartha Region Local Food Hub Feasibility Study
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strengths and weaknesses. To understand the local context of the Kawartha region, current
local food projects in Ontario and several in proximity to the Kawartha region are highlighted as
learning opportunities and the foundation from which the current project may borrow.
Being intentional about local food
Over time, as the food system evolved, retailers, institutions and distributors streamlined their
operations, increasing efficiency and reliability for large quantities of food. This led to a
centralizing of resources, limited distribution channels and a decline in local infrastructure such
as abattoirs (Miller, 2010). Today, the Canadian grocery market is dominated by three
companies, Metro, Loblaw’s and Sobeys. In 2005 these companies distributed almost 80% of
food sold through grocery channels (Carter-Whitney, M. 2008). These companies, and other
market players, have helped create a mainstream food system that has created barriers for the
inclusion of local food. Local producers, particularly small and medium sized, are challenged to
meet the quantities and demands of the mainstream system.
According to Christy et al. (2013), the driving force behind the local food movement is
consumer demand. Consumers are demanding fresh food, there is a desire to support local
farmers and create community around food. The movement is supported by environmentalists,
particularly around reducing food miles, and health advocates attempting to stem the rise in
chronic diet related diseases and food insecurity. From an economic standpoint, local food can
improve the economic well-being of farmers and small food processors.
As the interest in local food grows, producers, retailers and distributors are looking for ways to
sell local products to demanding consumers. In 2009, nine Sobeys grocery stores left the parent
company choosing to purchase local food (Miller, 2010). Increasing local food availability does
not need to come at the expense of the mainstream distribution system, rather new
opportunities to distribute local food can coexist with the current framework (Christy, et al.
2013). What is needed is infrastructure to connect local producers to local markets and
overcome barriers preventing the growth of local food consumption (Miller, 2010).

4.1 Local food projects in Ontario
There are numerous projects underway in Canada, the United States, and Europe to
intentionally increase availability and access to local food. Producer led initiatives, such as
farmers markets and direct farm marketing organizations, are common in Ontario. Government
policy makers are also working to increase local food consumption through funding programs
such as the Ontario Local Food Fund as well as developing local procurement policies. Several
projects in Ontario, and particularly in close proximity to the Kawartha region, are notable.
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These projects provide an overview of local food aggregation projects that have either been
successful in the Ontario context for a significant length of time,(Wendy’s Mobile Market and
the Elmira Produce Auction Cooperative), are growing (Eat Local Sudbury), are currently under
development (Two Rivers Food Hub) or may benefit producers in the Kawartha region,
(Northumberland’s Ontario Agri-Food Venture Centre). As well, each project provides a
different governance model indicating the variability among projects.
Wendy’s Mobile Market and Country Market
Governance: Private Enterprise
Wendy’s Mobile Market and Country Market is a private enterprise owned and operated by
Wendy Banks and her husband Rick Trudeau since 2008. The chemical-free foods she sells
at the store and online through Wendy’s Mobile Market come exclusively from local
producers – more than 60 of them, within a 100-mile radius. Door-to-door delivery is
provided to online customers, including over 100 households, more than 50 restaurants,
and 20 independent retailers in Kingston, Gananoque, Napanee, Brockville, Perth and points
in between. The business requires both commercial and home delivery for volume. The
store front attracts tourists in the summer and the commercial keeps them viable in the
winter. Margins are smaller with retailers or wholesalers. Producers give Wendy the price
and she adds mark-up to retail price and commercial price. Margins vary on produce
depending on the quality.
Elmira Produce Auction Cooperative
Governance: Producer owned cooperative
The Elmira Produce Auction Cooperative is a successful alternative distribution to traditional
food distribution models. The Auction began in 2004 as a new marketing opportunity for
area farmers following the BSE crisis and is modelled after similar Mennonite markets in the
United States. The Auction is producer owned and managed by a board of directors and
operates in an 8,000 sq.ft. building. The majority of producers are old order Mennonites
who farm within 75kms of Elmira. Produce is brought to the Auction, packaged and sold on
site to retailers, independent super markets, restaurants and educational institutions,
including the University of Guelph (Miller, 2010).
Eat Local Sudbury Co-operative Inc.
Governance: Non-profit cooperative without share capital
Eat Local Sudbury is a membership based non-profit Co-operative without share capital
established in 2007, It is a grocery store and distributor of local food primarily within 240
Kawartha Region Local Food Hub Feasibility Study
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km radius of Sudbury. The Co-op serves as a hub for consumers and producers. It provides
retail space where local farmers/producers can sell their food products. Membership is
open to consumers, producers, and organizations. It is not required to be a member to shop
at the store.
Products sold at the Eat Local Sudbury Co-operative Store are given preferential shelf space
based on the following hierarchy:
Level 1: Ecologically-grown local food
Level 2: Locally-grown food
Level 3: Certified Organic Ontario-grown food
Level 4: Ecologically-grown Ontario food
Level 5: Ontario-grown food
Two Rivers Food Hub
Governance: Non-profit community based organization
Two Rivers Food Hub is a non-profit community based organization. They converted a long
term care facility (2,000 sq.’) into commercial kitchens, opening March 10 th, 2015. The
building features four separate kitchens; 2 kitchens for prep with the processing equipment
(60 qt. Hobart Processor) i.e. salsa, jams etc.; 1 kitchen with stoves and steam kettle; 1
bakery kitchen. The kitchen is available 6 days a week and they are considering evenings if
there is enough demand. They provide storage which they rent by the pallet (4’x3.5’x4’);
$45/month for freezer space; $35/month for cooler and $15/month for dry storage.
Commercial kitchens are for rental income.
They will have two distribution streams for fresh produce, starting this harvest season
(2015):
1. Conventional (wholesale) – fruit and vegetables only: they sell under the Two Rivers
Food Hub Brand – operating one day a week to start. They plan to aggregate and
grade product (use the USDA grading system) – distribution will be done through a
local distributor
2. Speciality stream for farmers not wanting to sell wholesale can sell under their own
brand through the Two Rivers Food Hub online software program and set their own
pricing. They will pay the Food Hub a marketing commission.
Northumberland’s Ontario Agri-Food Venture Centre
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Governance: Government led initiative
The Ontario Agri-Food Venture is an agricultural economic development initiative of the
County of Northumberland. In an effort to support the local agricultural community and
new value added opportunities, the County has developed the Colborne space as a not-forprofit small batch processing facility. Services of the facility include washing, cutting, quick
chill, flash freeze, storage (cold, dry and frozen), packaging, and business incubation. The
intent is to rent space on a cost recovery basis (County of Northumberland, 2014).

4.2 Creating new distribution systems for local food
Interest in food hubs as a new distribution model for local food is growing in Canada, however
in the United States the concept is well developed with over 200 food hubs in operation. A food
hub is, as defined by the USDA, a centrally located facility with a business management
structure facilitating the aggregation, storage, processing, distribution, and/or marketing of
locally/regionally produced food products. (USDA, 2010). For producers, a food hub is an
opportunity for small and medium sized producers to work collaboratively and together reach a
larger consumer base than they would be able to on their own. It is, in effect, a ‘scaling up’
strategy for local food. For buyers, a food hub offers packaging and quality control, food safety,
consistency in product availability, transportation (Cantrell and Heur, 2014) and access to the
local producer community.
As described by an American food hub business:
“Small-scale agricultural businesses serve the important purpose of providing
consumer choice and innovation. Many rural communities look at potential
aggregation facilities as an economic driver in the same way that grain elevators
used to be. Only now it’s a refrigerated space with pricing and logistics models
designed to fit into the existing food system.” Diana Endicott President Good
Natured Family Farms (Ibid)
Food hubs operate using a number of different models, i.e. for-profit, non-profit and
cooperative, and market direct to consumers, restaurants, government, distributors or a
combination. How they are led is critical to their operation and success. The following table
highlights the strengths and weaknesses of various food hub models as defined by their lead;
retail led, public-sector led, producer entrepreneur led, producer cooperative-led and
wholesaler-led. Each model has strengths that could lead to the success of the hub and
weaknesses that could lead to its failure. The City of Kawartha Lakes project is currently a public
sector-led project though it is not the intent of the municipality for it to be publically owned;
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however it is the intent of this feasibility study and primary research to identify the most viable
model and stakeholder interest in moving the project forward.
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Chart 1: SWOT analysis of food hub models
Retail-led

Public Sector-led

Producer
Entrepreneur-led

Strengths

Retail
provides
expertise
Hub has
common goal

Public
stakeholder
support /
expertise
Open to funding

Individual
commitment
Simple
management
structures
Entrepreneurial
attitude

Weaknesses

Producer
may be overreliant on
retailer

‘Imposed
solution’
Liable to:
inappropriate
financing/lack of
emphasis on
financial viability;
Inappropriate
internal expertise;
Lack flexibility to
respond to
market change
Public sector
support acts as
PR/advertising
Set up to meet
public sector
needs (e.g.
procurement)
Changing
demand

Narrow expertise
base
Can lack
financial
resources
Business
ambition often
reflects personal
ambition

Distinguishing
Opportunities

Distinguishing
Threats

Retailer can
switch
hub/withdraw
from local
range
Market with
retailer may
be limited

Producer
Cooperativeled
Broad
expertise
base
Constituents
able to do
what they do
best
Broad
resource base
Relies on true
cooperation
including
shared
priorities
Can suffer
from
management
‘by
consensus’

Stakeholder
respect for
producer
entrepreneurs

Wholesaler-led

Strong
experience and
understanding
of market
Good
reputation
Well-developed
infrastructure
May lack
understanding
of sustainability
/ production
issues
May ‘cherry
pick’ range
Usually not
commodity
focused

Able to engage
in existing
supply
relationships

General Opportunities :


Can tap into unmet demand for local food products from consumers




Can provide environmental / social / economic benefits to localities
Can assist food providers in developing positive PR
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General Threats:


The development of other forms of local supply arrangements



Market / consumer demand downturn



Supply problems due to localized supply base

Source: Morley, Morgan, and Morgan. 2008. Food hubs: the ‘missing middle’ of the local food
infrastructure. BRASS Centre, Cardiff University.

4.3 A focus on food hubs
In 2013, Michigan State University Centre for Regional Food Systems and The Wallace Centre at
Winrock International completed a National Food Hub survey (Fischer 2013) of 107 food hubs
from across the United States. The hubs represented a range of years of operations from less
than 5 to over 20 years, urban and rural locations and a variety of operational models. Overall
the study found that food hubs broadened the distribution infrastructure of local food. The
most financially successful models were for-profit cooperatives that had been in operation for
more than ten years, were located in or near metropolitan areas and worked with a large
number of producers. Food hubs located in rural areas were more likely to struggle financially.
Several key findings are worth highlighting:


Majority of hubs offer produce and meat, several are meat only.



Hubs had an average of five staff, many rely on volunteer labour, strong management
was key to a successful operation.



Producers connected to hubs had higher number of women and people of colour than
the national average and the larger the hub the larger the producers. These larger
producers were typically found in more mature operations.



Hubs were more interested in products being non-certified organic than producers
obtaining different certifications.



Fifty-nine percent had an online marketing system, 80% provide marketing services for
producers and help find new markets.



Major challenges included increasing the cash flow to add additional staff, balancing
supply and demand, access to capital.

As food hubs are an emerging distribution model in Canada, and particularly in Ontario, it is
challenging to find comparable models. In Ontario, several food hub feasibility studies have
been completed in recent years in Niagara-Hamilton and Simcoe County. These municipalities
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are in significant geographies compared to the City of Kawartha Lakes in that they are close to
the same major city, Toronto, and have large areas of agricultural lands. Both studies concluded
that further ground work was required before a local food distribution system such as a food
hub, would be viable. The Niagara and Hamilton 2009 study (Gooch, 2009) included input from
a variety of stakeholders including producers, processors, retailers, hospitality, distribution
companies and industry associations. A need for a local distribution system was established;
however, what that system should look like and how it should operate highlighted differences
in options between suppliers and buyers. The study identified the role of government as a
facilitator and outlined nine recommendations to move the project forward. These included
targeting independent retailer and select restaurants, focusing on fresh and processed produce
and meat, establishing a verifiable quality assurance system and developing a strategic
marketing plan. Most importantly for the City of Kawartha Lakes project, the study
recommended that any initiative strategically align with an existing distribution network.
The importance of working with an existing network was also identified in the Simcoe County
Regional Food Distribution Hub feasibility study (Hunt et al., 2014) in 2010. Similar to the
Niagara and Hamilton project, this study included input from suppliers and buyers, and found
some interest in developing a local food distribution system by way of a food hub. Three hub
models were reviewed; a regional aggregator, just-in-time distribution and a local aggregator.
Producers were somewhat interested provided that services offered included marketing
support, cold storage and pricing assistance. Buyers were concerned with the need for quality
assurance, product availability and delivery. Both were interested in a cooperative model
owned by suppliers and buyers. The major concern was held by larger buyers who suggested
that a viable regional food hub would be challenging, therefore starting with a small project,
with storage capacity, would be the most opportune.

4.3.1

New local food distribution projects in Ontario

Despite the recommendations from both studies reviewed above, there are a number of new
projects underway in Ontario to facilitate the aggregation and distribution of local food using
the food hub model. Of note, two projects in South Western Ontario; the Flesherton Food Hub
and the South Central Ontario Region (SCOR) food hub. These two projects aim to increase the
availability of local food using two different food hub models. Both projects use existing
relationships and infrastructure in their start-up projects. These projects may be seen as good
example for the Kawartha region Food Hub project as they both use existing structures in their
start-up.
Grey County Chef’s Forum Food Hub
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The Flesherton Food Hub is a project of Grey County and the Grey County Chefs Forum with
funding support from the Greenbelt Fund. These organizations have a strong history in
working with producers and buyers of local food. Over many years, relationships had been
cultivated through small projects and prior to the launch of the hub; a six-week pilot project
was conducted in June 2014 with Grey County producers and Toronto buyers. The Flesherton
Hub project uses a leased facility north of Flesherton and an online platform to market,
select and order products. The operations are facilitated through a local food distribution
company, 100 Km Foods (Algie, 2014). Producers email the distributor on Mondays, the
distributor connects with GTA based buyers, orders are placed and producers drop items off
to the hub on the following Monday. Farmers pay $75 to participate. The hub opened on
August 25, 2014 (Grey County Chefs Forum, 2014). There are currently 35 farmers
participating in the project. Fresh local products are distributed with a hope to expand into
frozen and fresh meats.
The South Central Ontario Food Hub
The South Central Ontario Region (SCOR) is a large geographic area including 5 counties and
28 municipalities. In 2009, the SCOR Strategic Plan identified a priority to ‘ease and increase
access to the market for both producers (farmers and processors) and buyers in the SCOR
through the development of a food distribution model(s). The distribution model identified a
$100 million market in the Broader Public Sector (BPS) (County of Middlesex 2014). This
market includes long term care homes, hospitals, post-secondary institutions, government
offices, school boards and penitentiaries. A total of 83 locations were identified in the SCOR
area (Kelly, 2014).
The Food hub project was launched in 2014, with funding from the Greenbelt Fund, and is
open to any locally grown and produced products including meat and honey. It is an online
buying system where producers enter available items into the software system on a Monday,
and by Wednesday, buyers have placed their orders. A food hub manager is responsible for
communicating orders with producers who then deliver produce to hub locations on a
Friday. There are five hub locations in the project; VG Meats, Whitecrest Mushrooms, Streef
Produce, Norfolk Fruit Growers, Froese Produce. Each location is an existing food distribution
facility with docking, chilling, packaging and grading equipment (Food and Farming Canada,
2014).
There is growing interest in local food distribution with a variety of different models and levels
of success in Ontario. These models combined with the well-established food hubs in the
United States provides lessons learned in the variety of models to help in determining the
feasibility of a local food hub in Kawartha region. The viability of a food hub in the Kawartha
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region will depend on the analysis of the critical success factors, in the context of the Kawartha
region.
Ontario Ministry of Agriculture, Food and Rural Affairs has provided a brief overview of
additional Ontario based local food projects that are either in planning stage or established.
(Appendix C).

5.0 Stage 2: Stakeholder Consultation and Market
Assessment
5.1 The Kawartha region
Geographically, the Kawartha region is comprised of Peterborough County and the City of
Kawartha Lakes and covers approximately 7,000 square kilometers (see outlined green area in
the map below). The City of Kawartha Lakes, with a population of over 73,000 persons, and the
County of Peterborough with approximately 135,000, offers a unique context for the local food
discussion. Between agriculture, education, tourism and the broader public sector, there are
numerous areas of the economy that are or could support the development of new local food
systems. The tourism sector is framed by ‘cottage country’ attributes of lakes, Provincial Parks
and conservation areas, the Trent Severn waterway and beaches. Fleming College, Trent
University and the broader public sector located in the regional centers of Lindsay &
Peterborough suggests a concentrated market for local food that has the potential to be further
developed.
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5.2 Interview and Survey analysis
A series of 51 interviews and 43 surveys were conducted to provide additional perspectives on
local food in Kawartha Lakes and gain a more in-depth understanding of the feasibility of
developing a food hub. Three groups of people and organizations were selected; primary
producers that currently grow or raise products consumed locally, buyers and distributors of
local food products, and local food industry professionals. A list of interviewees can be found in
Appendix D.

5.2.1

Interviews

Producers
Interviews were conducted with 17 local producers. Smaller farm operators expressed an
interest in a food hub concept; however, larger farm operators were not as interested having
already established buyers and distribution channels. The interested smaller producers grow a
range of fruits and vegetables and several currently resell items grown by other local producers.
A food hub was identified as an opportunity for a physical location to be used as a CSA drop off,
or an aggregator to sell to small independent grocery stores. Concerns were raised surrounding
the consistency of producer’s willingness and/or ability to adhere to regulatory systems and
food safety standards. Several producers expressed a disinterest with selling their product at
wholesale prices.
Kawartha Region Local Food Hub Feasibility Study
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Buyer/ Distributors
Interviews were conducted with 21 buyers and distributors located in Kawartha Lakes and
across Ontario. Existing local food distributors provided insight from their experiences across
the province and local buyers also provided input. Local buyers included grocery stores and
country markets, public institutions, wholesalers and small scale distribution projects. Twelve of
the 21 buyers/distributors interviewed currently purchase local products directly from
producers. One grocer would buy local if certain production practices were met. Local buyers
were divided in their interest for a food hub; several expressed a keen interest while others
were not interested. Health care institutions in Kawartha Lakes would be unable to participate
due to institutional procurement policy but Fleming College (Peterborough Campus) are very
interested in local food procurement.
When discussing the purchase of local food, buyers expressed an interest in online purchasing
however they typically wait for producers to approach their store and also expect delivery
rather than approaching producers themselves. Buyers raised several concerns regarding
purchasing from local producers including; a need to understand product availability,
consistency in quality and quantity (supplying sufficient volumes), traceability, and a complexity
of working with many vendors. An Ontario based distributor of local food expressed a challenge
for food hub type projects to operate on small profit margins and a need to extend the growing
season by value adding (e.g. flash freezing- depending on preferences of buyers). Opportunities
were identified with local buyers expressing an interest in working further with this project to
support additional sales and consumption of local food.
Industry
Although a new concept to Kawartha region, food hubs are well established in the United
States and a number of local food distribution projects have been undertaken in Ontario during
the last few years. Several of these projects are identified earlier in this report. As part of the
primary research, interviews were conducted with nine organizations or individuals involved in
the local food industry and requested their insights for a potential Kawartha Lakes food hub.
The opportunity for, and operation of, a food hub may vary depending on the intent of the
project. At the large scale, a food hub should be an economic engine of the area and act as a
middleman selling all products from fruit and vegetables to meat and flowers. Alternatively, the
development of a food hub may succeed as a private enterprise, working with existing local
infrastructure and building a market. Across the diversity of opinions the need to work with
existing operations, build relationships between producers and buyers and developing a model
that will produce long term profit was found to be crucial to the success of a local food
distribution project.
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5.2.2

Surveys

5.2.2.1

Producer Survey

A total of 32 producers from the Kawartha Lakes region participated in the survey. Together,
these producers represented 127 jobs in the primary agriculture sector (Table 2) and included
conventional, organic, and natural production systems (Table 1). A wide variety of products are
currently produced from traditional fruits, vegetables, and meats to blackberries, blueberries,
cherries and micro greens. There are also producers selling maple syrup and honey. The
majority of producers intend to increase their production levels in the 2015 growing season.
Table 1: Producer production systems
Response Percent

Number of
responses

Natural

46.9%

15

Conventional

43.8%

14

Hormone/ antibiotic free

40.6%

13

Grass-fed

37.5%

12

Non-certified organic

31.3%

10

Certified organic

3.1%

1

Transitioning to organic

3.1%

1

Type of production system

4

Other (please specify)
Total
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Table 2: Farm employment
Response
Average

Total Number of
Jobs

Number of
responses

Owner(s) only

1.78

48

27

Paid family members

1.90

19

10

Unpaid family members

2.17

26

12

Full-time employees

1.14

8

7

Part-time employees

1.86

13

7

2.17

13

6

Type of employment

Seasonal workers (working full time during production season)

answered question
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Current marketing practices
The majority of products are sold at farm gate and farmers’ markets followed by restaurants
and public auction. Farm gate and farmers’ markets account for a substantially greater
percentage of total sales by volume than any other market. The majority of producers do not
purchase additional products to market (Table 3). There is, however, a number of value added
infrastructure throughout the Kawartha Lakes region including on-farm cold and freezer
storage. In addition, several producers operate delivery trucks (Table 4).
Further processing of products is mostly related to meats, followed by honey and some jams
and jelly production. One respondent is intending to use the Northumberland Ontario AgriVenture facility for further processing.
Table 3: Acquiring additional products for market
Response
Percent

Number of
responses

No

60.0%

18

Yes

40.0%

12

Additional Products

Total
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Table 4: Value added infrastructure
Yes (Count)

Planning to Build
(Count)

On-Farm Cold Storage

7

3

On-Farm Freezer Storage

21

0

Refrigerated Truck

2

0

Delivery Truck

11

0

Health Approved Kitchen

1

1

Greenhouse

6

2

Infrastructure/ varieties that extend the season

5

2

Value added infrastructure

Table 5: Willingness to grow/ produce different or new product to meet specified demand
Response
Percent

Number of
responses

Yes

38.7%

12

No

16.1%

5

Maybe

45.2%

14

Willingness

answered question
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New distribution options
There is some interest in growing new or different products to meet a specified demand and
significant interest in the concept of a local food distribution centre (Tables 5, 6 and 7). Several
barriers to increasing production were identified including; distribution and availability of
supply, land and labour availability, and ensuring a market and profit.
Producers would be most willing to travel up to 60kms for a distribution centre (Table 8).
Table 6: Increase in production if barriers removed or conditions met
If certain barriers were removed or conditions met, would it be
possible for you to increase your production?

Response
Percent

Number of
Responses

Yes

63.3%

19

No

13.3%

4

Maybe

23.3%

7
12

Please specify barriers or conditions
answered question
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Table 7: Interest in a Food Hub in the City of Kawartha Lakes
Would you be interested in learning more about buying and/or selling at a local food distribution centre
located within the City of Kawartha Lakes?
Response
Percent

Number of
Responses

Yes

71.0%

22

No

9.7%

3

Maybe

19.4%

6

Interest

answered question
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Table 8: Distance to distribution centre
What would you consider an acceptable distance to travel to the
distribution centre?

Response
Percent

Number of
Responses

0km

0.0%

0

1- 20kms

31.0%

9

21- 40kms

27.6%

8

41- 60kms

27.6%

8

61- 100kms

10.3%

3

101kms +

3.4%

1

answered question
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Buyer survey

Eleven businesses and organizations from the Kawartha Lakes region responded to the buyer
survey representing restaurants, health care, retail/grocery and processors. The number of days
respondents purchase fresh produce ranges between 1 and 7 with an average of 3 days a week.
The most popular days of the week are Monday and Tuesday (Table 9).
Local food trends
Several respondents are strong advocates for local food sourcing some products entirely from
local producers (Table 10). These products include meats, honey, maple syrup, fruits and
vegetables. However supportive, 10 of the 11 buyers stated there are barriers preventing them
from purchasing more local food (Table 11). Several barriers are specific to the internal
operations of organization but also include a limited knowledge of product availability, access
to adequate quantities and distribution.
There is an interest in a local food hub (Table 12). The majority of buyers would travel up to
40kms to access a food hub. However, rather than a physical location, the majority of
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respondents are more interested in an online food hub with a preference for a delivery option
(Table 13).
Table 9: Current purchasing habits
Response
Percent

Number of
Responses

Monday

62.5%

5

Tuesday

62.5%

5

Wednesday

50.0%

4

Thursday

37.5%

3

Friday

25.0%

2

Saturday

50.0%

4

Sunday

12.5%

1

Which days of the week do you normally purchase products?

answered question

8

Table 10: Purchase of local food

Always

54.5%

Number of
Responses
(Count)
6

Sometimes

36.4%

4

Never

9.1%

1

Response
Percent

Do you make an attempt to purchase local food products?

answered question

11

Table 11: Barriers to sourcing/ buying local food
Barriers preventing sourcing/ buying more local food
Yes
No

Response
Percent

Number of
Responses

90.9%
9.1%

10
1

answered question

11

Table 12: Interest in a Local Food Hub
Interest in purchasing from local food hub in the City of
Kawartha Lakes that provided appropriate products at a
reasonable price,

Response
Percent

Number of
Responses

Yes

72.7%

8

Maybe

18.2%

2
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9.1%

No

1

answered question

11

Table 13: Type of distribution centre preference
Response
Percent

Number of
Responses

Food terminal

22.2%

2

Online ordering with delivery

77.8%

7

Online ordering and pick up

33.3%

3

Auction

0.0%

0

Preferred type of distribution

1

Other (please specify)
answered question

9

5.3 Supply
5.3.1

Current and Projected Supply

When analyzing the potential success of a Food Hub, it is important to understand the
agriculture industry on a national, provincial and local scale. Detailed agricultural statistics for
Peterborough County and City of Kawartha Lakes can be found in Appendix E.
5.3.1.1 Comparative agriculture trends on a national, provincial & regional basis

Farm Number and Size
Number of farms is decreasing. According to the 2011 Census, there are 2,419 farms in the
Kawartha region, compared to 2,729 in 2006, a decrease of 11.4%. Over that same time frame
number of farms in Canada decreased by 10.3% and Ontario by 9.2%.
The majority of farms are between 10 and 559 acres. In the Kawartha Region and Ontario, over
70% of the farms are in this range, while in Canada the number is only slightly lower at 63%.
5.3.1.2 Trends in Kawartha region Agriculture

Main Commodities (by Farm Cash Receipts)
Gross Farm Receipts total over $189M making agriculture a huge economic driver for the
region.
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Beef cattle and calves, at $29.8M, account for over 15% of total Farm Cash Receipts for the
region, making it the largest producing commodity with the exception of dairy at $39.7M,
which for the purposes of this project, we are not considering due to it being a supply-managed
commodity. However, dairy goat products are a significant and growing commodity in the
Kawartha region and have the potential to play a key role in the local food system. Field
vegetables account for $5.4M. Soybeans, corn and wheat are also grown in significant
quantities accounting for $26.6M, $21.1M and $6.0M respectively.
Figure 1: Farm cash receipts for major commodities, 2013
(Kawartha region total = $192.8 million)

field vegetables, $5.4M
cattle/calves, $29.8M

other, $48.7M
hay & clover, $5.5M

dairy, $39.7M
floriculture, nursery &
sod, $10M

corn, $21.1M

wheat, $6M
soybeans, $26.6M

Source: Census of Agriculture 2011
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Figure 2: Area of major vegetable crops, 2011
(Kawartha region total= 813 acres)
tomatoes
3%
other
16%

corn
37%

asparagus
2%

pumpkins/squash/
zuchinni
15%

beans
3%

carrots
7%
beets
2%

cauliflower
15%

Source: Census of Agriculture 2011
Figure 3: Area of major fruit crops, 2011
(Kawartha region total= 203 acres)
other
20%

pears
1%

apples
15%
strawberries
1%

cherries
1%

blueberries
15%

raspberries
47%

Source: Census of Agriculture 2011
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5.3.2

Local Barriers to Participation & Expansion

In summary, the following barriers to local food market entry and expansion were identified in
surveys and research:


Capacity constraints



Lack of distribution systems & cost



Limited research, education & training for marketing local food



Uncertainties related to regulations and cost of compliance



Infrastructure i.e. refrigerated truck, storage, grading, processing, labelling



Labour



Price, uncertainty of longevity of market



Ability to produce consistent quality & quantity



Ability to sell the whole animal



Corporate Policies i.e. food safety certification, quantity for regional distribution



Organized communication between buyer and seller – awareness of availability



Seasonality of product

5.3.3

Kawartha region Infrastructure

Critical infrastructure components for a local food system include: storage (heated, cold &
freezer); delivery trucks, processing facilities, and an aggregation facility. Stage 2 research data
collected through the online survey, producer focus groups and stakeholder interviews
indicated the following:


Sixty-six percent of the survey respondents have on farm freezer storage consisting
mainly of chest freezers for their own use.



Seven of the producers responding have on farm cold storage facilities located
throughout the region as well as the commercial Peterborough Storage Unit. Sysco also
has a large storage and distribution facility in Peterborough. Kawartha Food Source,
Lindsay has cold storage units but only suitable for their own use.



Availability of processing facilities for lease within the region is a limiting factor for
producers and small food processors to be able to value-add raw products. The opening
of the Ontario Agri-Food Venture Centre in the spring 2015 will provide opportunities
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for producers and small food processors to expand their market access. For example,
the ability to flash freeze fruits and vegetables greatly expands the opportunity for
value-added product as well as having local food available year-round. It also improves
profit margins for producers as there is an opportunity to utilize second grade product
through further processing.


Refrigerated delivery trucks are essential for the distribution of safe food products. Two
of the producers completing the survey indicated that they have refrigerated trucks.
Also buyers will provide pick-up and there are independent courier services that are
currently delivering product i.e. one company interviewed will arrange transportation
for Zehrs products while another farm uses a courier system for their meat. Some of the
local abattoirs have refrigerated capacity for transportation of meats and in the case of
butcher shops they are able to pick up meat with coolers. Also, there are trucks
currently going to the Ontario Food Terminal empty, which would provide an option for
trucking product to Toronto.



Options for buildings to be used for an aggregating hub were found to be limited in a
location that would be central for buyers and producers as well as having proper zoning
and access facilities. One location for lease in Lindsay was found at 191 St. David Street,
Unit 2. It had 1,088 square feet and is zoned industrial/commercial. Potential
partnerships with Lindsay Exhibition or Mariposa Dairy’s St. David’s Street facility could
be explored. Producers recommended an existing retail outlet could potentially be an
ideal location i.e. The Fresh Country Foods market at Fowlers Corners. Also the former
Sunny Acres Farm and Market in Bobcaygeon is available for lease which includes cold
storage, commercial kitchen, office, washrooms, and retail frontage.

5.4 Demand
5.4.1

Consumer Trends

In order to determine if a Local Food Hub will be successful in the Kawartha region it is
imperative that consumer trends are understood. Besides value, consumers’ food purchasing
decisions are based on a variety of trends including age, lifestyle, income, health goals, ethnic
background, family size and religion. Demand for increased food safety and traceability
represent important opportunities for the objectives of this project.
Consumer tastes are changing. Preference is shifting away from the pre-packaged convenience
foods that previously dominated the market. While convenience is still important, consumers
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are choosing foods based on quality, taste, lifestyle, health benefits, ethnicity, and income.
Factors such as age and gender also influence decisions.
A report by the Business Development Bank of Canada (BDC, 2013) identified five top consumer
food purchasing trends in Canada.
1. Desire to purchase locally-made products
Consumers are making a conscious effort to purchase locally made/grown products.
Social and environmental concerns are influencing their buying decisions. They want to
purchase products from companies who adopt high ethical and environmentally-friendly
standards throughout their value-chain.
2. Increased health awareness
Health awareness, and concerns about product ingredients are growing as the
population ages. Consumers want to purchase products that will have a positive benefit
to their health. Thirty-one percent of Canadian consumers are willing to pay a premium
for health-enhancing products.
3. Price matters
The effects of the 2007-2008recession are still being felt, and consumer buying habits
that developed during that time have continued. Consumers expect good quality at
affordable pricing.
4. Online shopping
The internet has become an important part of consumer buying habits. Many search for
products and services, read online reviews, compare products and often purchase
online. Price wars are no longer between same-city retailers, but across the country and
potentially around the globe. This means that retailers must adapt quickly and set
themselves apart from others to remain competitive.

5. Desire for custom-made products
Consumers are looking for customized solutions specific to their needs. New
technologies are making this possible and many small and medium sized businesses are
able to easily adapt to consumer demands.
In addition to these general consumer trends, the Restaurants Canada 2015 Chef Survey
predicts that the hot new food trends in 2015 are:
1. Craft beer/Microbrews
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2. Locally sourced foods (Locavore)
3. Leafy greens
4. Food smoking
5. Charcuterie / house-cured meats
6. Gluten-free / Food Allergy Conscious
7. Quinoa Heirloom
8. Sustainable Seafood
9. Inexpensive /underused cuts of meat (e.g. beef cheek, brisket, pork shoulder, skirt
steak).
10. Ethnic Sauces
These trends suggest that a Local Food Hub in the Kawartha region could take advantage of the
growing consumer interest in local food. In particular, the willingness for consumers from
diverse socio-economic backgrounds (Figure 4) to pay more for local food is encouraging.
Figure 4: Willingness to pay more for local food

5.4.2

Kawartha region consumers

Demographics provide valuable insight into local dynamics of consumer buying trends as
income, ethnicity, and education all play into purchasing decisions. The Kawartha region is
home to over 200,000 persons with a variety of socio-economic characteristics (Tables 14 to
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18). The demographics show that the Kawartha region is a majority non-immigrant population
(Table 15), and has similar education levels across the geography (Table 16). Major employment
is derived from the retail and health care industries (Table 17). Of particular note is the
difference in household income between the City of Kawartha Lakes and the County of
Peterborough (Table 18). Although Figure 4, discussed above, highlights a broad interest in local
food purchasing, the spending power of consumers to choose local food may be limited.
Table 14: Kawartha region population and dwelling counts. 2011
Population and dwelling counts
Population in 2011
Population in 2006
2006 to 2011 population change (%)

Kawartha Lakes
73214
74561
-1.8

Peterborough
134933
133080
1.4

Total private dwellings
Private dwellings occupied by usual residents

37161
29681

68009
55637

Population density per square kilometre

23.7

35.1

Land area (square km)

3083.06

3847.77

Source: 2011 Census

Table 15: Kawartha region immigration, 2011
Immigration

Characteristics
Total population in private households by
immigrant status and period of
immigration
Non-immigrants
Immigrants

Kawartha
Lakes
(Census
division)
GNR=40.8
Total
71,450

Kawartha
Lakes
(Census
division)
GNR=40.8
%
100

Peterborough
(Census
division)
GNR=38.1

Peterborough
(Census
division)
GNR=38.1

Total
131,930

100

65,815
5,590

92.1
7.8

120,695
10,755

91.5
8.2

Source: 2011 National Household Survey
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Table 16: Kawartha region education, 2011
Education

Characteristics
Total population aged 15 years and over
by highest certificate; diploma or degree
No certificate; diploma or degree
High school diploma or equivalent
Postsecondary certificate; diploma or
degree

Kawartha
Lakes
(Census
division)
GNR=40.8
Total
61,240

Kawartha
Lakes
(Census
division)
GNR=40.8
%
100

Peterborough
(Census
division)
GNR=38.1

Peterborough
(Census
division)
GNR=38.1

Total
112,715

%
100

13,630
18,945
28,665

22.3
30.9
46.8

22,035
31,900
58,775

19.5
28.3
52.1

Source: 2011 National Household Survey
Table 17: Kawartha region industry, 2011
Industry (top 5 by employment)

Kawartha
Lakes (Census
division)
GNR=40.8
Total
35,255
4885
4000
3325
3075
2795

Characteristics
All industries
44-45 Retail trade
62 Health care and social assistance
23 Construction
31-33 Manufacturing
61 Educational services

Kawartha
Lakes (Census
division)
GNR=40.8
%
100
13.9
11.3
9.4
8.7
7.9

Peterborough
(Census
division)
GNR=38.1
Total
65,300
8425
8675
4870
5705
5825

Peterborough
(Census
division)
GNR=38.1
%
100
12.9
13.3
7.5
8.7
8.9

Source 2011: National Household Survey
Table 18: Kawartha Region Income of households, 2010
Income of households 2010
Characteristics
Household income in 2010 of private
households(number of households)
Median household total income ($)

Kawartha Lakes
(Census division) GNR=40.8
Total
29,680

Peterborough
(Census division) GNR=38.1
Total
55,635

$59,392

$57,790

Source 2011: National Household Survey

5.4.3

Kawartha Region Market Opportunities

A number of opportunities exist within Kawartha region to increase local food consumption.


An existing brand to build upon
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A developed distribution network



A competitive landscape that could allow for increase in market share

5.4.3.1

Brand Opportunity: Kawartha Choice Farm Fresh

Developing a Kawartha region brand will become an important marketing tool for the Local
Food System. Buyers and consumers are looking for authenticity in their product choices. Many
farms within the Kawartha region have developed their own brand and want to and should
retain the reputation and relationships that they have built under that brand. Motives for
“buying local” include perceived quality and freshness of local food and support for the local
economy. According to Martinez et al (2010), “consumers, who are willing to pay higher prices
for locally produced foods, place importance on product quality, nutritional value, methods of
raising a product and those methods’ effects on the environment, and support for local
farmers.”
City of Kawartha Lakes Brand: Kawartha Farm Fresh is to support farmers, market gardeners,
related agricultural producers, and rural businesses. Kawartha Farm Fresh promotes buying
local and buying fresh. One of their main programs is a two-day harvest festival called Kawartha
Farmfest to be held in October 2015. It is a self-guided driving tour of farm attractions
throughout the City of Kawartha Lakes.

Kawartha Choice was founded in 2004 (currently under renewal) It was a “grassroots, volunteer
initiative that supported local farmers by promoting the wide variety of products grown in the
Kawartha region. Kawartha Choice FarmFresh is a partnership between the Greater
Peterborough Area Economic Development Corporation (GPA EDC) and the City of Kawartha
Lakes (CKL). Through promotions such as a website, buy-local guide map, and events, KCFF
strived to educate consumers on the benefits of buying locally and to demonstrate how easy it
can be to source local products. Kelly Jessup posted on October 15, 2012 that “Kawartha
Choice FarmFresh (KCFF) consists of a dynamic group of farmers, producers, chefs and retailers
who promote and sell agricultural products grown and produced in the Kawartha region. The
area has long been associated with producing world-class agricultural products. An abundance
of clean air, fresh water, and rich farmland provide for products that rival the best in the world.
From beef to buffalo, honey to maple syrup, or apples to sweet corn, the Kawartha Choice
FarmFresh logo is your assurance of the quality and integrity of locally grown products.”
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According to the City of Kawartha Lakes website, “the Kawartha Choice 2015 renewal will begin
with renewal of memberships in categories of farmer, restaurant, retail, food service, farmers'
market and agri-tainment. The highly sought after KCFF Map and Guide to Local Food, Products
and Agri-tainment will be reprinted allowing the many members who have joined since the last
printing to also be showcased to local food enthusiasts. A completely re-built
KawarthaChoice.com website will replace the one which was unfortunately hacked earlier in
2014. And, while traditionally membership in the KCFF program has been at no cost and
members paid for participation in the printed materials, new for 2015 there will be a nominal
membership fee of $125 charged which will cover more inclusions such as website and printed
map guide listings, member support and promotion, brand marketing”
Recommendation:


Kawartha region Local Food System use a brand as a marketing tool & membership
criteria



Kawartha Choice Farm Fresh (KCFF) logo be used and brand attributes developed to
focus on authenticity, integrity, quality and food safety. At the round table discussion on
May 12th, there was support for one consistent brand and using the KCFF brand but
some concern expressed over ownership of the brand and that the Kawartha Choice
brand may carry some ”baggage”. This should be investigated further. Also a challenge
if non-members want to be part of the hub but not KCFF.



It is also recommended that Kawartha Farm Fresh come under the umbrella of Kawartha
Choice Farm Fresh and expand Kawartha FarmFest to include Peterborough County.

5.4.3.2

Distribution Network

Kawartha region has a number of existing networks for distribution of local product which
includes retail, commercial and wholesale market opportunities. The online survey indicated
that local food markets accounted for a large share of total Kawartha food product sales.
Current retail market opportunities include:
a. Direct to consumer sales:
1. Seasonal Farmers Markets:
Bobcaygeon

Fairgrounds

Saturday 8am to 1pm

Dunsford Station

Hwy 36

Saturday 8am to 1pm

Fenelon Falls

Colborne Street

Friday 1pm to 6pm

Kinmount

Main Street

Saturday 9am to 2pm
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Lakefield

Downtown

Thursday 9am to 2pm

Lindsay

Victoria Street

Saturday 7am to 1pm

Peterborough Downtown

Louis St. Parking

Wed. 8:30am to 2pm

Peterborough (year-round)

Morrow Building

Saturday 7am to 1pm

Apsley Village

Apsley

Saturday 9am to 2pm

Buckhorn

Community Centre

Tuesday 8am to 1pm

Havelock

Hwy 7 & Cty Rd 30

Saturday 8am to 1pm

Norwood

Hwy 7

Friday 1pm to 5pm

Hastings Village

Hwy 45 & Front St.

Saturday 1pm

Millbrook

Old Millbrook School Third Sunday

Keene

Public Library

Friday, long weekends

2. Community Shared Agriculture (CSA’s)
3. On-farm gate sales
4. On farm stores
b. Commercial:
1. Direct to Retail: restaurants, country markets, butcher shops, other farm markets,
retail grocers
c. Wholesale Opportunities:
1. Ontario Food Terminal
2. Direct to wholesaler i.e. RJ’s Fresh Produce, abattoirs
3. Direct to Retail: restaurants, country markets, butcher shops, other farm markets,
retail grocers
4. Live Auction: i.e. Woodville & Cookstown Livestock Sales
5. Farm to School Programs:
6. Food For Kids Program (CKL & Peterborough)
7. The Great Big Crunch
8. Fresh from the Farm School Program
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Current Product Flow
In mapping the flow of product within the Kawartha region, there is considerable flow within the region,
as well as into, out of, and through the region east to west and west to east. There is significant flow to
& from the Greater Toronto Area and the City of Toronto that may provide “back-haul” options.

5.4.3.3

Competitive Landscape

According to the Durham Region Abattoir Study, an understanding of competitive brands and
their unique selling points is necessary for a new player entering the marketplace. Brand
attributes often reflect consumer needs, and accordingly play an important role in pricing.
Products with a high number of value added attributes demand a greater margin over a
commodity. Survey results showed that there are many unique selling points with the products
growing or raised in the region particularly in the area of meats i.e. grass fed, antibiotic and
hormone free, certified organic, chemical free, grain fed etc. The following are brands that are
sold in the Kawartha region and their unique selling points, which command a premium:


President’s Choice

“Free From” – Antibiotic free, Hormone free & grain fed
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Certified Angus Beef



Ontario Corn Fed Beef
produced



Home Grown Ontario

Ontario Meat



New Zealand Spring Lamb

New Zealand Based, free range, no hormones or steroids

Quality Standards…cut above USDA Prime
Ontario produced, premium brand and locally

Generally, a focus on “locally grown” will not prove any more competitive than an “Ontario
Grown” brand to consumers. For that reason, it is recommended that a “local” positioning is
linked to unique selling points that are relevant to consumers i.e. food safety & traceability
would be key USP’s.
A major competitor to a local food system will be the Ontario Food Terminal which offers
buyers “one stop shopping” for Ontario product. It also features a greater diversity in produce,
availability & convenience as the terminal is open 6 days a week and wholesale price for quality
product. A local food system would be able to compete on transportation costs particularly if
product was delivered.
Food service companies such as Sysco and Gordon Food Services offers local buyers with
convenient delivery of a full range of food products. They also provide food safety and
traceability attributes which is found to be a requirement of many institutions. Increased
consumer & consequently buyer i.e. Aramark demand for local product may provide an opening
for a local food system to supply the food service companies as seen with the Food Hub in
Flesherton.
Another area of competition was found to be local retail grocers supplying restaurants with
product. It was convenient for chefs to walk across the street and order & buy from the local
grocer.
Due to the seasonality of locally-sourced food product, it will be challenging to get consumers &
buyers committed to develop “regional menus” based on the seasonally available food.
Fresh and healthy are attributes of local food and enable farmers & other players along the
value chain to compete with lower price food alternatives. A competitive advantage for a local
food system is that increasingly more consumers want to know where their food comes from –
a local food system has the advantage of profiling its producers and their production practices.
According to Fred Kirschenmann, “Memory is when a customer eats a product and says, ‘Wow, I
want that again.’ Romance is the story behind the food’s production. Trust creates an
opportunity to form a relationship between the consumer and the producer.” (Kirschenmann,
2008). This is the competitive advantage for a local food system in the Kawartha Region.
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6.0 Stage 3: Food Hub Feasibility Analysis
6.1 Recommendations
After analyzing the research and consultation to date, the Project Team is recommending that
the City of Kawartha Lakes undertake a five year business plan for a for-profit business model
with the premise of starting with an on-line marketing and ordering system in year one and
two. There are different online marketing options to be considered i.e. Farms at Work,
Provender. The two years of operation will allow for re-aligning of the flow of product and
provide producers with the opportunity to match supply with demand. It is recommended that
existing wholesale distributors and country markets within the Kawartha region have the
opportunity to expand their current operation as the market grows. This also allows time for
producers & processors to receive training, particularly in the area of GAP and GMP’s, as well as
build infrastructure. It is important that producers and processors selling through the
marketing system meet the brand criteria/attributes i.e. food safety, quality, production
practices. Brand criteria and attributes should be developed in cooperation with the industry
stakeholders.
In year 2, it is recommended that the business plan investigate the financial viability of a direct
to consumer delivery business. This could include a weekly food box to residential homes as
well as developing community pick-up hubs at institutions such as hospitals – locations where
there is a significant staff presence as well as a surrounding urban population. This delivery
truck(s) would have the capability to carry a full line of product. Wendy’s Mobile Market is a
good example of this model.
As demand grows, the food hub would become a physical location in year 3-5, offering a full
line of services including aggregation, grading, packaging, labelling, distribution, storage,
marketing, education and training as well as a retail location. Supply may have reached a level
that would be able to supply national chains, such as Sysco and Gordon Food Services, who are
experiencing an increased demand for local food. Sysco’s Distribution Centre in Peterborough
may prove to be a valuable asset and partner. It may make good business sense to partner with
the competitor.
A part-time staff person with marketing expertise should be hired in year one. The marketing
person could potentially be funded initially with a 3-year grant i.e. Trillium, Eastern Ontario
Development Program, Rural Economic Development Program (pending review).
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6.1.1 Business Structure
According to the Wallace Centre in the US, the legal structure will influence the operation and
function of a food hub, particularly in such areas as capital investment, risk management and
liability exposure. Research indicated a number of various legal structures for food hubs:





Non-profit organizations – have greater access to grant programs and donations but
greater difficulty accessing loans, credit and private investment
Private for profit corporate structure
Producer Cooperatives – can utilize member equity
Publicly held – local government often have the unrealistic expectation that the
organization will be profitable in year one and discontinue support when that doesn’t
happen.

The Project Team believes that in the long term, a for-profit structure will be the preferred
business structure, enabling the hub to have access to capital as it grows. A number of
common for- profit structures & governance models should be investigated. The model will be
somewhat dependent on the stakeholders involved. The following are examples of various
business structures






Sole Proprietorship
Partnership
Corporation
Cooperative
Joint Venture

The success of the hub will be dependent on entrepreneurial thinking and sound business
practices.

6.1.2 Operational Structure
It is recommended that the operational structure would consist of an on-line system, managed
part-time by a person with marketing expertise. Initially, distribution would be managed by
businesses currently supplying distribution services. Based on the information received from
the producer surveys there are several on-farm cold storage facilities in different locations
within the region. These could potentially be used as aggregation locations with participating
producers paying a rental fee for storage space. It was noted at the roundtable discussion that
biosecurity may be an issue. With regards to meat, the FitzRoy Beef Producers Cooperative in
eastern Ontario is an example of a model that has been in operation since 2003. They store
Kawartha Region Local Food Hub Feasibility Study

47

frozen product in a reefer truck with freezers and market at a farmers’ market in Ottawa as well
as retail from the farm. The model is explained in greater detail in Appendix H. This might be an
option for the livestock producers. Also, Durham Lamb is another recent example of producers
(10) marketing together to a single buyer.
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6.2 Financial Forecast
6.2.1

Financial Assumptions

The financial forecast for the growth of locally produced food sales was based on the following
assumptions:
1. Literature review of the current understanding of local food systems
2. Statistics Canada reports
3. Ontario Ministry of Agriculture, Food and Rural Affairs data
4. USDA Food Market Estimator
5. Information obtained through online surveys and stakeholder interviews & meetings
According to a USDA Economic Research Services report (Martinez et al, 2010):


Empirical research has found that expanding local food systems in a community can
increase employment and income in that community.



Empirical evidence is insufficient to determine whether local food availability improves
diet quality or food security.



Life-cycle assessments—analyses of energy use at all stages of the food system including
consumption and disposal suggest that localization can but does not necessarily reduce
energy use or greenhouse gas emissions.

For the purposes of this feasibility study, the focus will be on the potential economic impact for
small and medium size farmers within the Kawartha region. A representation of of some of the
major products produced in Kawartha region was used for the financial forecast as an indication
of potential sales revenue. It does not include products such as value added products, honey,
eggs, dairy, maple syrup and many specialty products that are available in the region i.e. Pea
sprouts, duck eggs, etc.
Literature Review
Market growth assumptions were based on growth in local food purchases experienced in
organizations within Ontario, Canada and the USA.


Friends of the Greenbelt Foundation conducted a study documenting “Ontario’s Local
Food Champions 2012 – Cultivating Change in the Broader Public Sector:



St. Joseph’s Health System – 15% growth
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Gordon Food Services – 10% increase in sales in local food products in one year



University of Guelph, Hospitality Service expanded local food purchases to 45%

According to an article written by Jonathan Hera, contributed to the Globe and Mail September
5, 2014, Fresh City, a Toronto based commercial city farm and online grocery store, has triple
digit annual growth over its first three years now serving 1500 customers and ~4000 orders
monthly.
Canadian farmers market research conducted by Bowes (2015) provided the following data on
industry growth within the local food market:


Five-fold increase in farmer-direct sales from 2006-2012 largely due to growth of
farmers markets



British Columbia farmers markets experienced 147% growth in sales from 2006-2012,
which is mainly a result of an increase in the number of farmers markets, shoppers at
farmers markets, and average spending by shoppers



The organic food industry has seen rapid growth over the past decade, which greatly
benefits the local food market industry because local food markets are a popular means
of getting organic foods



Farmers markets across Canada accounted for $3.09 billion total economic impact in
2008



Their research also identified barriers to farmers’ market growth with also a caution that
it may not be reflective of the Canadian market:
o Supermarkets and other traditional grocery stores are losing ground in terms of
food shopping market share, but, according to a 2013 study in the US, big box
retailers like Wal-Mart and Target are taking up most of this market share
vacuum left by supermarkets instead of small businesses and farmers markets.
The same study reported that Wal-Mart and Target were the largest grocery
suppliers, followed by CVS and Walgreens, and farmers markets and food stalls
were seventh.
o Perhaps Target’s lack of success in Canada is indicative that Canadians aren’t as
reliant on large retailers and chain stores for groceries as Americans are, and
thus these findings aren’t necessarily applicable to the Canadian farmers market
industry
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o Additionally, farmers markets typically have limited hours, locations, and
selection, making them somewhat inaccessible relative to traditional grocers
o Farmers markets also lack in marketing—they are less known and don’t have the
marketing power that other grocers do


Based on growth in sales experienced by several Ontario companies and with the
introduction of a local food marketing campaign and distribution system it was
estimated that the industry could increase local food purchases by 1% in 2016, 3% in
year two and 5% in year three. This takes into account the shift in grocery stores
purchasing more local food products for retail sales and increase in sales to public
institutions.



Results from a Cornell University study (Schmit, Jablonski and Kay, 2013), using a model
incorporating food hub-farm specific data show a gross output multiplier of 1.82,
indicating that for every additional dollar of final demand for food hub products (and no
opportunity cost), an additional $0.82 is generated in related industrial sectors.
However, using customer data, we estimate that for every $1 increase in final demand
for food hub products, a $0.11 net offset in purchases from other sectors occur. In other
words, the purchase of the food hub’s products resulted in decreased demand for other
wholesale products. After applying the additive negative shock, the net output
multiplier is 1.63, reducing the gross multiplier by over 10%.

Statistics Canada
Data from Statistics Canada was used to determine the potential economic impact of
developing a local food system in the Kawartha region.


Ontario average annual household expenditures in various food categories



Number of census families in private households in City of Kawartha Lakes and
Peterborough County - this does not account for residents in non-private dwellings
giving a more conservative estimate for economic impact.

Ontario Ministry of Agriculture, Food and Rural Affairs:
The commodity yields and prices were based on Ontario Ministry of Agriculture, Food and Rural
Affairs Statistics 2013 & 2014:


Acreages: City of Kawartha Lakes and County of Peterborough



Yield: Ontario Averages
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Price: Ontario Wholesale Averages

USDA Food Market Estimator
Consumption data was determined using the US Food Market Estimator calculator, Table 19.
The following table represents the estimated capita consumption of select food products based
on the 2011 Statistics Canada population for Kawartha region, using the U.S. Food Market
Estimator developed by the Leopold Center for Sustainable Agriculture, Iowa State University.
This US data is for New York State which is closest in proximity to Ontario and Kawartha region
and provides an estimate only as there is not any similar Ontario or Canadian data. It is also
interesting to note the percentage of the products, particularly fruit that are eaten frozen.
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Table 19: US Food Market Estimator applied to the Kawartha region
US Food Market Estimator: Kawartha region Population - Stats Canada 2011:
Product
Strawberries: Fresh 79%, Frozen 21%
Raspberries: Fresh 60%, Frozen 40%
Blueberries: Fresh 68%, Frozen 32%
Fresh Tomatoes
Fresh Cucumbers
Sweet Corn: Fresh 33%, Frozen 36%, Canned 32%
Potatoes: Fresh 36%, Frozen 51%, Dehydrated 13%, Canned 1%
Carrots: Fresh 76%, Frozen 15%, Canned 9%
Beef
Pork
Lamb
Poultry

208,147

Per Capita Rate (lbs) Kawartha Region Consumption (lbs)
7.8
1,621,465.1
0.7
151,947.3
0.8
172,762.0
19.9
4,140,043.8
6.3
1,317,570.5
26.3
5,482,592.0
104.0
21,638,962.1
11.5
2,397,853.4
93.8
19,522,107.1
63.0
13,121,586.9
1.2
247,694.9
101.9
21,212,260.8

Online survey and stakeholder Interviews& meetings
Table 21 is a summary of the survey responses on how producers currently market their
products. Farm gate (88%) and farmers’ market (40%) represent the largest share of the market
outlets, followed by restaurants (32%) and on farm stores (28%). Six of the 32 respondents sell
100% of their product at the farm gate. It is significant to note that none of the respondents are
selling product direct to public institutions. It is difficult to accurately determine Kawartha
region producers’ current market share of the food products consumed or food dollars spent by
Kawartha region residents. Survey results indicated that the majority of the product produced
by respondents was sold direct to consumers, primarily at the farm gate or through farmers’
markets. It is assumed that additional marketing and increased accessibility through a
distribution system of local product would increase the local food share of consumption and
thus market share.
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Table 20: Producer sales by type of outlet
Percentage of Sales (number of responses)
Market Outlet

0%

1-10%

2650%
0

5175%
2

7590%
4

100%

Total

5

1125%
4

Farm Gate

1

6

22

Farmers’ Markets

3

1

0

1

2

3

0

10

Restaurant

1

5

1

0

1

0

0

8

On-farm Store

3

1

1

1

0

1

0

7

Public Auction

1

0

2

0

1

1

2

7

Grocer

2

2

0

1

0

0

0

5

CSA

3

1

0

1

0

0

0

5

Food terminal

4

0

0

0

0

0

0

4

Bakery

4

0

0

0

0

0

0

4

Processor

3

1

0

0

0

0

0

4

Public Institutions

3

0

0

0

0

0

0

3

Source: Werry CO Producer Survey 2015, 25 respondents
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Table 21: Kawartha region local food supply vs demand balance
Kawartha Region's Local Food Supply vs Demand
Balance

CKL

Peterboro Cty

Total:Ac

Cropland Acres

162,574

117,392

279,966

34
11
1

62
20
0

96
31
1

902
83
15
5
56

390
215
14
3
53

1,292
298
29
8
109

11,263
4,064
4,734

4,372
1,519
3,310

15,635
5,583
8,044

Fruits, berries and nuts
Strawberries total area - Acres
Raspberries total area - Acres
Blueberries total area - Acres

Total Yield

Consumption

5,924
2,403
3,166

lbs.
568,704
74,493
3,166

lbs.
1,621,465
151,947
172,762

-1,052,761
-77,454
-169,596

10,391
53,861
26,436
22,500

3,096,518
1,561,969
211,488
2,452,500

5,482,592
4,140,043
1,317,570
21,638,962

-2,386,074
-2,578,074
-1,106,082
-19,186,462

8
0
1

117,263
363
11,583

195,221
2,477
131,216

-77,959
-2,114
-119,633

Yield lbs/acre

Supply vs Demand

Vegetables
Total vegetables - Acres
Sweet corn - Acres
Tomatoes - Acres
Cucumbers - Acres
Potatoes

MEATS
Number of Head
Beef (Steers and heifers for slaughter)
Lamb (Market Lambs)
Pork (Market Hogs over 23kg)

Carcass wt - cwt

Sources: OMAFRA Statistics - 2013 & 2014
USDA Food Market Estimator

Based on the assumption above, the demand or consumption for some major commodities is far greater than the current Kawartha region
production or supply, indicating the potential for growth in production given increased market access. For example; an additional 180 acres of
strawberries would be required to fill the consumer consumption of strawberries in Kawartha region based on the USDA Food Market
Estimator and the Kawartha region population.

Kawartha Region Local Food Hub Feasibility Study

55

Table 22: Potential for Kawartha region local food hub sales
Potential for Kawartha Region's Local Food Hub Sales

Cropland Acres

CKL

Peterboro Cty

Total:Ac

162,574

117,392

279,966

34
11
1

62
20
0

96
31
1

5,924
2,403
3,166

902
83
15
5
56

390
215
14
3
53

1,292
298
29
8
109

10,391
53,861
26,436
22,500

Fruits, berries and nuts
Strawberries total area - Acres
Raspberries total area - Acres
Blueberries total area - Acres

Total Yield
Yield lbs/acre

Wholesale Value $'s

Yield (lbs.) Price: $'s/lb
568,704
1.81 $
74,493
3.19 $
3,166
2.34 $

Hub Sales($)

10% of Sales
1,029,354.24 $
102,935.42
237,632.67 $
23,763.27
7,408.44 $
740.84

Commission Revenue

15% Mark-up
$
15,440.31
$
3,564.49
$
111.13

Vegetables
Total vegetables - Acres
Sweet corn - Acres
Tomatoes - Acres
Cucumbers - Acres
Potatoes

3,096,518
1,561,969
211,488
2,452,500

0.15
0.07
0.15
0.15

$
$
$
$

464,477.70
109,337.83
31,723.20
367,875.00

$
$
$
$

46,447.77
10,933.78
3,172.32
36,787.50

Sub total - Hub Revenue

$
$
$
$

6,967.17
1,640.07
475.85
5,518.13

$

33,717.14

MEATS
Number of Head
Beef (Steers and heifers for slaughter)
Lamb (Market Lambs)
Pork (Market Hogs over 23kg)

Carcass wt - cwt
11,263
4,064
4,734

4,372
1,519
3,310

15,635
5,583
8,044

$/cwt
8
0
1

117,263
363
11,583

Sub total - Hub Revenue
Total Hub Revenue to Cover Operating Expenses

118.55 $
151.94 $
86.02 $

1% of Sales
13,901,469.38 $
139,014.69
55,138.27 $
551.38
996,400.63 $
9,964.01

5% Mark-up
$
$
$
$
$

6,950.73
27.57
498.20
7,476.50
41,193.64

Source for commodity yield & price: OMAFRA Statistics - 2013 & 2014

In determining the potential for sales revenue for a local food hub, 10% of the major fruit and vegetable wholesale sales in Kawartha region
and 1% of meat sales marketed through the hub was used as an example calculation. Fifteen and five percent markup on fruit/vegetable and
meat sales respectively was used to determine potential gross sales revenue for the food hub. This does not take wastage into consideration.
Based on these very preliminary calculations, the project team feels that further research and business planning is warranted.

Kawartha Region Local Food Hub Feasibility Study

56

Table 23: Economic Impact of Local Food
Expenditures
Average Annual Household Expenditures,
Statistics Canada 2013:
2014

2015

2016

2017

2018

$3,773
1.0%

$3,811
1.0%

$3,849
1.0%

$3,888
1.0%

$3,927
1.0%

% Increase in local food
expenditures

1.0%

3.0%

5.0%

$ Share of Spend

$38.5

$116.6

$196.3

$860,105

$2,606,117

$4,386,964

$1,514,470

$4,588,843

$7,724,552

$2,374,574

$7,194,960

$12,111,516

Fruit, Fruit Preparations and Nuts
Vegetables & Vegetable Preparations
Dairy Products and Eggs
Meat
Bakery Products
Total
Inflation

City of Kawartha Lakes
Census Families

2013
$719
$658
$759
$1,072
$528
$3,736

22,345

$ Spend on Local Food Consumption
Peterborough County
Census Families

39,345

$ Spend on Local Food Consumption
Total
Census Families

61,690

$ Spend on Local Food Consumption
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Calculations in Table 20 on the previous page indicate that if each family in Kawartha region
spent $38.50 (1%) of their food expenditures on local product, it would generate an additional
$1,514,470 into the local economy. Research shows that increasing expenditures in Kawartha
region on local food would have a significant economic impact. According to Schmit et al
(2013), they estimate that for every additional dollar of demand for food hub products, an
additional $0.82 is generated in related industrial sectors.

6.3 Education and Training
Education and training will be an important component for all industry stakeholders in the
proposed local food system. Producers & processors should have access to training, particularly
in the area of GAP’s and GMP’s. It is important that producers and processors selling through
the marketing system meet the brand criteria/attributes. Brand criteria should be developed in
consultation with industry stakeholders. The following are brand attributes that may be
considered:






6.3.1






Safe Food
Quality
Production practices as promoted in their messaging
Consistency of supply & quality
Integrity and authenticity

Tools
Growing Forward 2 Food Safety Assessments
Growing Forward 2 Funding for Food Safety Audit
Canada GAP – food safety for fresh fruits and vegetables
Organic Certification
Georgian College Food Entrepreneur Workshop

6.4 Conclusion and Next Steps
The purpose of this study was to determine if a regional local food hub would be feasible for
the Kawartha region which encompasses the County of Peterborough and the City of Kawartha
Lakes. The Local Food Hub was defined as an enterprise that actively manages the aggregation,
distribution and marketing of source-identified produce and other food products, primarily
from local and regional producers. The study focused on the economic impact to the
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agricultural sector recognizing that there can also be significant social and environmental
benefits.

6.4.1

Conclusion

Supply:
The southern half of the Kawartha region contains good quality Class 1 to 3 agricultural land,
with Corn Heat Units in the 2300-2700+ range, while the northern half is on the Canadian Shield
with limited areas of prime land but allows for a concentration of livestock production. The
agricultural sector offers diversity in the products grown, livestock raised and the food
produced. This is an important consideration for the success of a local food system. There is a
range of production practices and standards but for the most part are not verifiable. There is an
extensive list of participants in the meat sector supply chain- 8 abattoirs with a number of them
doing further processing either for their own retail operations or for the farmer as well as 4 free
standing plants in the Kawartha region (Appendix G)
Demand:
Currently, there are a number of access points for consumers to purchase local food i.e.
farmers’ markets, country markets, CSA’s, farm gate, restaurants etc. A number of farm
operations have successfully built buyer relationships and sell a significant portion of their
production direct to the end user. In the survey and during interviews, potential buyers
reported several barriers to purchasing local food; one of most significance is the fact that they
had limited knowledge of product availability and access to adequate quantities. There also
appears to be reluctance on the part of farmers to enter into the wholesale market place.
Based on the US Food Estimator data, the consumer consumption in Kawartha region exceeds
the current production.
Marketing:
There is currently an extensive network of producers and buyers (both wholesale & retail)
within Kawartha region & beyond. The relationship that producers have formed with buyers
and/or consumers is important to maintain. It will require a concentrated marketing effort to
create new opportunities for sales. Awareness of the availability of local food was a barrier for
buyers, as well as a lack of post- harvest handling & distribution. A dedicated marketing person
will be required to successfully stimulate new sales and greater market access. Offering a
complete line of product to include meats, produce, dairy, eggs, honey, and maple syrup will
enable the food hub to operate year-round.
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Infrastructure:
Though there are adequate processing facilities for the meat sector, there seems to be a lack of
facilities for processing fruits and vegetables. The new Ontario Agri-Food Venture Centre in
Colborne, Ontario will provide opportunities for fruit and vegetable value-added products i.e.
flash freezing, cider press, processing, packaging and storage. Not only will this allow for
producers to create unique products but also help to provide product year round. Many
producers have freezer storage primarily in the meat sector and there are a limited number of
on-farm cold storage facilities identified through the research. A cost effective, efficient
distribution system could be established with centralized aggregation of product. There appears
to be empty trucks going into the Food Terminal which may provide an opportunity for getting
product into the Greater Toronto Area as well as private courier services that have been utilized
for meat delivery. On-farm post-harvest handling facilities are limited and this is an area that
should be addressed so that quality can be retained & shelf life extended.
Business Structure:
It will be important to establish a model that has the ability to finance and manage a local food
system for long term competitive success. Various governance models are being used in
established local food hubs. Some of the more commonly used models include; producer
cooperatives, non-profit organizations and private for profit entities. It is recommended that
the governance structure be a for profit entity. Timely payment for products is a key
consideration for producers.

6.4.2

Next Steps

Based on the findings from the research, the Project Team is recommending the following steps
for the City of Kawartha Lakes Economic Development Department:


Form a Steering Committee involving representatives from all components of the valuechain. The project will need a “champion”.



Create a database that maps all value chain members and their respective needs (the
base of which has been developed as part of this study)



Develop a 5 year business & marketing plan to provide a road map to a phased
approach of reaching the goal of a Kawartha region local food hub that is an
“economically, self-sustaining aggregating and storage facility that would enable
farmers to access wholesale and/or retail buyers in the Kawartha region and beyond,
allowing partners or organizations to store, pack and deliver food orders”.
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Areas of consideration for the 5-year business plan include:


Selecting an online software platform – potentially pilot Provender system
(Appendix H) (they recommend 5 sellers and 5 buyers as a pilot) or add more
features to the Farms at Work platform as well as a software program for inventory
control and traceability.



Hiring a part-time staff person with marketing expertise



Providing producer training for on-farm food safety protocols i.e. Canada GAP
and/or OMAFRA I-GAP series (Regulatory requirements can be found in Appendix I).



Surveying consumers to determine the brand recognition & consumer perception
for Kawartha Choice. Develop brand and brand attributes.



Investigating the possibility of existing businesses within the Kawartha region to
partner and/or expand their business i.e. RJ’s Fresh Produce (Wholesale), Grassroots
Organics Distribution, Fowlers Corner Country Fresh Market (retail), Clarence
Brubacher’s storage. Also, Mariposa Dairy’s St David Street facility’s cold storage
(Appendix J) may be an option in a year or two.



Determining the cost and regulatory challenges to renovate the Sunny Acres Market
building in Bobcaygeon to be a retail/wholesale distribution hub, a Federal egggrading station & commercial kitchen.



Formalizing a for-profit governance model with recommendations for the make-up
for the board of directors and/or advisory committee.



Implementing a marketing campaign



Developing partnerships with Good Food box programs and school nutrition & fund
raising programs. Investigate the potential for expanding the food box program to
include residential homes, office buildings and post-secondary education campuses.



Determining the certifications required to supply public institutions i.e. hospitals,
nursing homes, colleges/university i.e. pilot project with Fleming College,
Peterborough, Lindsay and Haliburton Campuses & Aramark (Michael Wood).



Investigating the feasibility of a mobile local food delivery service.



Compiling a list of timely equipment purchases that would complement services
available at the Ontario Agri-food Venture Centre i.e. potato washer, scales
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Giving consideration to member benefits i.e. buyers group (seed,
containers/packaging, fertilizer etc.)



Allowing for a local food system that incorporates a broad range of production
practices that ensure food safety, traceability, good stewardship & animal welfare.



Recommending applicable funding opportunities i.e. Trillium ); Local Food (pending
review); Rural Economic Development Program (pending review); Growing Forward
2 (open). For example, based on the data from the US Food Estimator, it was noted
that the percentage of berries eaten frozen is quite high; an investment by several
berry growers in IQF equipment might prove to be a good investment. A Growing
Forward 2 collaborative application might be considered.
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