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EXECUTIVEUMMARY

This eport describes findings from a Business Retention and Expansion (BRE) survey conducted
with 80 busiresses within Creston & Distri@iommunities between Yahk arRionde). BRE is an
actionroriented and communitypased approach to busineasd economic deslopment. It

promotes job growth by helping communities to learn about concerns of, as well as opportunities
for, local businesses and to set priorities for projects to address those needs.

KEYRESEARCHNDINGS
Select survey results are summarized below.
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American Industry ClassificatigNAICS3ystem.Regading those classified as
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stakeholder committealeliberatelyfocused on the aggultural sector for this study
and as a result, while the NAICS code is broad, participantslargely agricultural
The community was the most frequently cited reasons given for success in the
Creston area.

Most companies surveyeldave been in business for more than 20 years.
h@dSNI KIFfF 2F GKS O2YLI yASa NB WINE
Respondents reported a total of 1,711 employees.

The majority of employees are temporary.

Marketing and Bookkeeping Skills were most commonly listed as key training a
Professional Development areas.

The most critical considerations for employeethis cost of living and housing.
The majority of businesses indicated the market for their product/service is
increasing.

74% of businesses report that the majority of their sales are to customers withir
community or region.

The most fregent reason for purchasing products or services outside of the are.
that the product is not available locally.

44% of businesses indicated that they will need to access financial capital in the
1¢ 3 years.

78% of busiasses own the facility in which they operate.

Just under half of businesses plan to expand within 3 years, with the vast majol
indicating that expansion will occur within the community.

Top barriers to expansion are financing and identifying newksta.

Top rated government services include access to the US hadeess to
highway/roadsand recyclingThe lowest ratd government servicaaclude access
to airport facilities, access to suppliers, and availability of roadsrart services.
Highway infrastructure and high speed internet services are the government
services most in need of improvement.



The Canadian Rockies International Airport (Cranbrook) is the most used airpo!
local businesses.

Business The overall business climate was rated as fair by most businesses, and the maj
Climate of businesses believe that the business climate will improve over the next five y
Business climate factors that received the highest ratings include

cultural/recreatonal amenities and-K2 education.
Tourism and Agricultural value added businesses were most commonly cited a:
sectors, businesses, or industries that could be attracted to the region.
The business competitiveness factors that are most importanespondents
include improvement of business management, availability of telecommunicatic
infrastructure and services, and workplace health and safety.

Assessment | The overall health of their company was rated as good by 7486sifiesseand

and Plans excellent by 16% of businesses.

Fewer than 4% of businesses are at a high risk of closiagdoiess than 3% at risk
of downsizing.

NEXTSTEPS ANBPOTENTIAACTIONS

The results of this survey can be used to inform stemt bngterm planning. In additin, a
number of businesses would benefit from follayp support. Research findings suggest that the
following action areas have the greatest potential to improve the business climate:

Workforcec Recruitment & Retention

The businesses interviewed reportadotal of 1,711 emlopyees. The majority (41%) of employees
are temporary, followed closely by 38% full time employees. The size of the workforce appears
stable and healthy, with 53% of businesses indicating that the number of employees at their
business hs stayed the same, and 27% indicating that the number has increagpdcted
employment trends are also stable with the majority of businesses expecting the number of
casual, part timgand full time employees to stay the sametidnsthat could prove elpful
include:support and expand recruitment effortassist with coordination of casual/temporary
employee recruitmentand education/training on recrtment. Targeted actions to these areas
could be consideredR®elatd to recruitment and retentiorare the identified critical considerations
for employees which include the cost of living, housing, childcare, and transportatterestwas
expressed in establishing a farm labour pool with an aim to better link farmers and available
labour.

Youth Employnret

Findings indicate that employees under the age of 26 are in the minority, with just 7% of essential
employees under the age of 2bhe number of aging farmers is seen as indicative of the need for
succession planning, but questions remain surroundimgrithmber of youth available to take over
farms.Increasing youth employment may assist in addressing the recruitment challenges that 43%
of businesses report having. Actions on this theme could involve gaining a better understanding of
the reasons for théow youth employment rate, connecting local businesses with youth
employment programs (federally, provincially and/or through CBT), and connecting local
businesses with local schools and psstondary institutions.



Business Growth & Expansion

57% of busiesses in the region report being in a growth cycle and 30%matering however

29% are not anticipating any growth in sales over the next year, with 33% expecting moderate
sales growth between ¢ 9%. The vast majority of businesses (74%) indicatettigatajority of

their sales are to local markets, indicating there may be an opportunigxpand into surrounding
markets. 43% indicate that they are planning to expand within the next three y&etisns in this
area could include supporting existingdinesses as they plan for local expansion/growth. Support
could come in the form of assistance with navigating local regulations, identifying and securing
new sites if appropriate, exploring financing options, and connecting businesses with resources to
assist in expansion projects. These potential actions and#rersshould be designed to address
the stated barriers to expansion which include financidgntifying and accessing new markets,
and a lack of skillegtaff. It is worth noting that very fe\B2%) businesses sought assistance with
expansion efforts from an external organisation. This is an area where improvements could be
made to have local resources approach businesses proactively to understand barriers and work
collaboratively towards soligns.New opportunities exist, such as a composting or vadded
facility utilizing agricultural waste (e.g., cherry culls).

Smallto Medium Size@nd Independent Businesses

The profile of businesses surveyed indicates that businesses tend to be smetffitam in size
andindependent Tailoringsupports and services to small, independent businesses, perhaps with
specific actions directed at the agricultural sector will benefit businessgseiston & District

Natural Resources/Agriculture Focus

There ae a significant number of businesses in the agricultural, forestry, fisambhunting

sectors (29% according to the industry classificatiBlowever, it is important to note that the BRE

stakeholder committee deliberately focused on the agricultueaitar only for this studyThe

importance ofthe agriculturaindustry warrants specific and additional review to understand the

specific challenges and opportunities this sector faces. An industry based stakeholder meeting

could be convened to explore haWis sector carspecifically besupported.Interestwas

expressed in the reinstatement of a local agriculture extension offtggether with a
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offices.

Supply Sowcing and Procurement

The data indicates that 48% of supplies come from within the local region. The most common
response (70%) for the reason why supplies are sourced outside of the local area is that they are
not available locallyAgricultural supplierand packaging materials were the most frequently cited
areas for potential suppliers to the Creston aréhere is an opportunity to engage in discussions
with local area businesses to understand what opportunities mast to increase local suppiyd
actively engage existing businesses or encourage new businesses to fill that role if feasible. A
stakeholder round table discussion could be a way to begin the conversation to increase supply
options locally.

Local businessafo not appear to engage actilyewith government procurement processes, with
only 18% of businesses indicgjthat they have. Education and awareness of the opportunities



available through municipal, regional, and provincial procurement processes could be promoted
through seminars, mfiles in communication material, and promotion on relevant websites.

Training

Improving technical training andorkforce skill development is important for business
competitivenessFindings indicate that 58% of businesses have a training badge? 3%
indicated that training typically occurs locally. Areas for additional training/skill development
include marketing skills, bookkeepirand food safe. Future areas for training focused on
computer and new technology trainings well asnarketing, sociamedia and emerging
technologiesFuture initiatives could include supporting networks to help businesses identify
shared training needs, and working with local educational institutions to ensure local skill
requirements are considered in programming.

Sucession and Business Planning

Business and succession planning are critical to the health and longevity of businesses, yet only
19% of respondents indicated that they have a formal succession plan and less than half (45%)
have an ugo-date business plaiWith 49% of businesses indicating that they have been in
business for more than 20 years, succession planning is timely for many. Findings suggest that
there are opportunities to support the business community by providing succession and business
planningassistance, with some tailoring to target small, independent businesses. Any future
business planning support initiatives should be aggressively advertised to ensure uptake among
local businesses, and may indudirect outreach to those businesses idertifas part of the BRE
survey.

Financing

When financing was accessed, the most frequent type was internal (84% of businesses) in the
form of personal savings or retained earningbere is a market for businesses to access financing,
with 44% of businesseésdicating they will need to access financing in the nexBlyears for
purposes of expanding or improving equipment (78%) or making improvements to their
land/building (66%). Businesses were most frequently (43%) looking for $100,000 or more in
future capital, with 32% indicating they would need $25,000 or.[€ksre does appear the a

market and an appetite for a community model of financing, with opportunities in small loans of
$25,000 or less and larger loans of over $100,000. Further exploratbdevelopment of a
community based financingiodelor microloan program appears warranted.
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PROJECDVERVIEW

This report describes findings from a BusgBetention and Expansion (BRE) sureegducted
within the Creston & DistricareaduringWinter/Spring2016.

Economic development discussions in 2015 between Creston & District stakeholdeaseidc

need to complete an kuepth Business Retention drexpansion (BRE) study for the region. Little
in-depth or updated business community information was available for guiding future economic
development strategies. In a collaborative effort Kootenay Employment SendieeSotvn of

Creston, Regional Digtt of Central Kootengynd Columbia Basin Truinded theCommunity
Business PulsgCreston & District BRE study. Other local stakeholders guiding and helping to
implement this initiative are the Creston Valley Chamber of Commerce, Kootenay Lake Chamber
of Commerce, Community Futures Central Kooteaad the College of the Rockies.

Before a community can assist existing businesses it finssidentify the businesses' needs,
concerns, and growth opportunities. Through t@@emmunity Business Pulséiative,atrained
researcher vist localbusinesses and gathginformation. This information is compiled into a
report which assists thical stakeholders partnering in this project to address il issues
and opportunities for community economi@delopment in Creston & District.

The Columbi®asin Rural Development Institute (RDI) provided training, data anagsiseport
writing support.

THEBRECONCEPT

BRE is an actieoriented and communitypased approach to business and economic

developmen. It promotes job growth by helping communities to learn about the concerns of, as

well as opportunities for, local businesses and to set priorities for projects to address those needs.
Ultimately, communities will have greater success in attracting nesinesses if existing

businesses are content with local economic conditions and community support. Business

development and job creation are key factors in fostering healthy and vibrant commanities
RSLISYRAY3 2y (GKS OKL Nécddantydwhere\from 40% 1o 90% n@ Y Y dzy A U & ¢
jobs come from existing businesses.

PROJECOBJECTIVES
Objectives specific to th€reston & Distri€® BRE project were as follows:

1. Identify the needs, concerns, and opportunities of existing local businesses in
order that, where appropriate, local action can be taken to respond to the
0dzaAySaasSaQ ySSRa 2NJ RS@St2LIySyd 2 LILJ2 NI dzy

! Short and Long BRE surveys can be downloaded frim//cbrdi.ca/researchareas/applied
research/businessetention-expansion/



http://cbrdi.ca/research-areas/applied-research/business-retention-expansion/
http://cbrdi.ca/research-areas/applied-research/business-retention-expansion/
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expansion, relocation and /or retentipand followup where asstance can be
provided,;

3.585Y2yal0NY (S (K Susidessyalfitmé andl deReaiop ddective
means of communication with local businesses;

4, 9y O2dzN)} 3S (GKS odzaAiySaa O2YYdzyAdeQa | OGABS
development.

RESEARCEONSIDERATIONS

THEBRESURVEY

The RDI has a licence agreement with the Economic Development Associatittistoi®Iumbia
(BC)or BC Business Counts, a program that provides access to an online BRE survey, contact
management, and reporting system called ExecutivePulse. Degamted in this report were
collected as part of a comprehensive BRE survey that is aligned with surveys conducted by other
participants in the BC Business Counts program across the province of BC. Survey data can
therefore be analyzed at a community, stégional, regionaland provincial level.

The base survey, consisting of 94 questions, includes modules for company information, the local
workforce, sales, facilities and equipment, and future plans for growth or succession. Based on
feedback from a BRiggional advisory groyghirteenregionspecific questions were appended to
the base BRE survelhe Labour Market specific questions were added to the base survey in order
to identify and address labour market supply and demand, uncover some emerging laarket
trends, as well as determine barriers to labour retention within Creston & District.

Creston & Districstakeholdersalso appended seven financing specific questions to determine if
businesses were planning to access financing for expansiornsefind how they plan to raise
capital.

THEDATASET

The Town of Creston, Regional District of the Central Kootenag Aré&aand C, and Lower

Kootenay Band made up the geographic scope of the study area. A master list of Creston & District
businesses as compiled by consolidating chamber listings, business licences, Link2Creston

listings and an online search through Google and Yellow Pages. The total business count reached
963 within Creston & District.

Creston & District businesswere sorted into 2 sectors taken from the North American Industry
Classification Syste@AICS) Accommodation, Food & Beverage; Agriculture & Farming; Arts,
Entertainment & Recreation; Construction; Forestry & Mining; Health Care & Social Assistance;
Manufacturing; OtheServices; Professional Services; Real Estate/Rental Leasing; Retail; and
Transportation & Warehousing. These businesses were then sorted into their respective
geographic areas: Town of Creston, RDCKs&geB, C, and Lower Kootenay Band.



Theaim was tosurvey approximately 10% of the businesses within Creston & District, with a focus
on the Agriculture & Farming Sector and representation in each of the five geographical
boundaries. A survey tool was created fioe research consultant to follovallocatnga target

number of surveys per sector, based reflective percentage totals of the mastéusiness listing

Businesses were chosen at random from the master business listing, and received an initial phone
call fromthe research consultant or adminisiive assistant. If there was interest on behalf of the
business, @roject description and confirmation alurveytime and datewas sent by email.

In total, 80 businesses took part in a ofm-one interview withthe research consultant.
Responsesvere entered into a confidential database

DATAGOLLECTION

Confidential interviews were arranged between the participating businessethanmdsearch

consultant. A ondo-one in person survey was conducted either at the business or in a private

office at Kootengt EmploymenServices. Each structured interview took an average of two hours

to complete with an additionahour spent toenter the responses to a secured database. In total

80OAY i SNWBASsaA 6SNB O2YLX Si %W exdduivkdirecdzdA y Saad 26y SNA .
participating businesses.

DATAINPUT ANALYSIS ANBEPORTING

BRE project coordinator (Eden Yesh), research consultant (Erika Woker), administrative assistant
(Teryl Hemmelgarniand business followap coordinator (Alison Bjorkman) signed confidafity

forms with theRDlIprior to embarking on this initiative. Respect of confidentiality during this

project is very important and all information collected has been done so in a secure manner.

Theresearch consultant has stored business informatioreshand accompanying surveys
separately, using numerical identifiers. This information was then forwarded in two separate
emails to our research assistant, who entered interview responses into the Executive Pulse
Database. The information from Executivddewasthen analysed by staff at tHeDito create
the following report. No individual business identifiers are published in this report.

Businesses requiring immediate assistance completed a falfpform with the research

coordinator and a consent teelease information for the purposes of a follayp. Project

coordinator (Eden Yesh) and local Community Futures representative (Alison Bjorkman)

recommended business support agencies, programs and training respéclive 1t KS 0 dza Ay S&aaSa
concerns The follav-up was completed in person or by phone, with a summanyext steps for

the business to aatpon. Eight businesses received immediate foHoprassistance from the local

Community Futures representative.

Quantitative datavasanalysed using descriptiwtatistics and qualitative dataasanalysed using
the grounded theory method of generating key coding themes. Based on the results of data
analysis activities, an initial draft was generatedhm®/RDI and then reviewed witthe project

lead, Kootenay Enipyment Serviceszindings and related recommendations were assembled into
this report by RDI researchers.



RESEARCHNDINGS

COMPANYINFORMATION

Type of Product/Service Offered

Businesses interviewed represeatdiverse crossection of industries. Mostommonare
Agriculture, Forestry, Fishing and Hunting%®26r23 respondents)Retail and Wholesale Trade

(18%o0r 14 respondenty, andManufacturing(10% or &espondents).

Figurel: Industry classification
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Note: 80respondents

The majority of respondents (8bor 65respondent$ indicatal that their facilityacts as the
headquartersOther primaryfunctions includeégervice§)70%or 56 respondent$ and
WistributionQ(53%/ 42 respondent3. Fewer respondents dlicated that their facility servesn

engineering/research andeselopment function

2 Some questions allow multiple responses, which can result in more responses than number of

respondents.



Figure2: Facility function(s)
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Thevast majority of competition (8%00r 64 responses) reportedras coming fom within the

regional ared

Figure3: Location of primary competitors
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Figured: Key words and responses respondents' discussions of the factors that make themessful in

management
committed

_many Kootenays incredibly
certified " reputation marketing
ricin aging established . atmosphere
PrieiNg = climate __art MErS yniqueness
demand suppor}llve ch duct flexible |
high years sma
team |ocation P okl e e

sharadmje oW friendly ra_]raer% bUSineSS sales

large referrals well use i Serv'ce population
3 cherries
ahouth base “‘quality e

make & name franchise
g possble Creston |ocal peongple

tust food |ong -

Lo meiet COMMUNITY

best Word strong Staff \work out charity
enough provide care d
family (?ustomer VaIIey gOO
gives travel . still support lots within

3‘°’Ysew:js growing P roducts

want positive excellent demographics
willing competitive » govemment

working
arena poqice

this region

When asked what factors made their
company successful in this region, the
highest number of respondentstedthe
supportive community (2% or 2
businesses), witlocation (226 orl7
businesses)andexcellent staf{15%or 12
businessekalso discusseftequently.

3 Multiple competitors were listed by respondents resulting in more responses than euaflsespondents.



XAYONBRAOGE &8 adzZlLl2NILIAGS O2YYdzyAle 6KAOK adSvya
make a difference in the community, strong community development piece.
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X £ 2 O - anthauyaway from any competitic.

a..extremely hard working employees and owner/operators.
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market value added pductsé

ChoosingCreston

Respondents frequently cited the appeal of the community for raising a family, their long standing

ties to the community, the quality of the landnd the overall growing conditions for agricultural
related purposes.

Other Locabns

Figure5: Other Locations

14% of respondents @respondentsjndicated
that their company has other locations.

Note: 80respondents
No 86%

- /.

82% of thoseother locations(9 respondent$ are inother areas of the provincé5% (5
respondent3are n other parts of Canada

Figure6: Location ofOther Locations
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94% (7dusinesses) of respondents reported that their headquarterd@rated in British
Columbiaand the remaining 6%5 businesses) indicated that they are headdeeed in other
parts ofCanada

Figure7: Location of headquarters

94%
Elsewhere in nation 6%

0% 20% 40% 60% 80% 100%

Note: 79respondents

Age and Lif&ycle Stage

Over half ofall respondents $7%or 45 respondentsyeported that ther business is in the

W3 NE 4 A VI8 Sagd. AndtiseBO® @4businessesindicated that their business is in the

WY I { dziddepdly@% GhiisinesegA Y RA O G SR G KISk SINES & IhieBniGA A SEK S
additional 86 6 businesses) indicatethey were declining

Figure8: Life cycle stage

Maturing 30%
Growing 57%
Emerging 69
Declining 69
0% 10% 20% 30% 40% 50% 60%

Note:80respondents

Most businesses (3@spondentsor 49%) reported that they have been in &iness for more than
20 yearsA significant number reported that they have been irsimesgor 10- 19years {1
respondents 0A4%) 5 ¢ 9 years (15espondents 019%) and 1¢ 4 years (14 respondents or
18%)

Figure9: Length of time in business

>20 Years
10-19 Years
5-9 Years
1-4 Years
<1 Year

49%

0% 10% 20% 30% 40% 50% 60%

Note:80respondents



Ownership and Management

93% of all corpaniesare privately owned, with just% publicly ownedMost respondents41
respondents 064%) indicated that their business is classified as a corporation, 26#te@0
respondent3indicated that they are a sole proprietorship. The remainder of lassias are
registered as gartnership(11% or8 respondent$, non-profit (7% or5 respondent$, or other
type of business3% or2 respondents).

Figurel0: Type of business

Other

Corporation
Sole proprietorship
Partnership
Non-profit

54%

0% 10% 20% 30% 40% 50% 60%

Note:80respondents

Figurell: Ownership and management changes in last 5 years

78%o0f businesse$61 businesseshave not gen a managemendr ownershipchange in the last 5
years,while 2% of businesse4d 7 businesses) have
changedmanagement and/or ownershipver that
same periof time. Just4% ofbusinesses3) are
expecting an ownefdp change in the near futur®©f
the 17 respondents that have seen changes in
management and or ownershig1% (2businesses)
report thatthe change had a positive impact.

78% Note: 80respondents
Suwcession and Business Plans

Of the 3 businesse$4%)that responded and reported
a pending ownership change,(336)expect the changwill happen in a year or lest (33%)
expect the process to takeyars and 336 or 1businessanticipatesit taking 3or more years.

Figurel2: Anticipated timeline for ownership change

3 years or more 38%
2 years 38%
1 year or less 38%

0% 5% 10% 15% 20% 25% 30% 35%

Note:3 respondents



33%of respondentg1 respondenj expectthat the current owner will exit the business by selling
it to another company while 33% (1 respordent) expect it to be sold/transferred tefamily
member.33% (1 business) expect teturn shares to the cop for resale.

Figurel3: Anticipated exit strategy

Sell/transfer to a non-family membe
Sell to another company

Not
applicable_____
3%

3%
3%
3%

T T T T

15% 20% 25% 30% 35%

Note: 3respondents

Figurel4: Existene of formal succession plan

Only19% (15espondent$ of businesses
reported that they have éormal succession
plan in place, and just 26% have identified a
sucessor for theibusinessOf those that
completed a succession plan,%5eceived
assistance iiits preparation.

Note: 77 respondents

Figurel5: Existence of current business plan

Less than halbf all respondents45% or35
respondent3 indicated that theyhave a
business plan in place.

Note: 78respondents
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LOCAMORKFORCE

Size of Workforce
The80 businesses interviewed reported atél of1,711employees36 % or B of the businesses

surveyedndicated that they ha® less than five employees ajst 6%o0r 5 of the businesses
indicated that they have over 100 enagkes.

Figurel6: Total number of employees

Over 100
50-99
20-49
10-19

5-9
Less than 5

36%

T

0% 50 10% 15% 20% 25% 30% 35% 40%

Note: 80 respondents

full-time and21%(360) are part-time.

Figurel7: Nature of employment

Tempora 41%
P . v I ’
Part Time 21%
Full Time 38%
0% 10% 20% 30% 40% 50%

Note:80 respondents
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53%of respondentg42 businessesindicated that the number of employees at théusineshas
stayed the samaistorically While 2®6(21 businessesindicated that the size dheir workforce
has incrased.20%(16 businessesindicated a decrase

Figure18: HistoricalEmployment trend
Increasing 27%

Staying the same 53%
Declining 20%

0% 10% 20% 30% 40% 50% 60%

Note: 79respondents

The lastthree yearshasgenerallyseenstability in the size athe full-time workforce with 88% of
businesse$52 respondent$ reportingthat the number of emplgeeshas stayed the same, and
23% (17 respondent3 reporting thatfull-time employment over that three year time peridds
increased Interestingly the employment trend for fidiime, parttime, and casual empyment
wasconsistent over the previous three years.

Figurel9: Empbyment trend over last 3 years

Decreased 13%

O Casual
Stayed the same .
E part time

= full time
Increased

0% 20% 40% 60% 80%

Note:#of respondentvaries

4 The question considered a 10 year historical trend.



Trends for full time, part time and casual employment were consis&9% of businesse$3
respondents interviewed expect the size of their fulme workforcewill stay the sameverthe
next 3 yearswith 65% indicating their casual work force will stay the same.

Figure20: Employment trend over next 3 years

Decreased

% o Casual
Stayed the same

69% @ Part Time
@ Full Time

Increased

0% 10% 20% 30% 40% 50% 60% 70% 80%

Note:#of respondentvaries

Workforce Demographics

3% (28 respordents) indicated thatthe majority of their essential employees aveer 50years
old. 31% @2respondents) of businesses indicated tkiair workforce isbetween 35 and 49and
just @6 & businesss) have a workforce under the age of 25.

Figure21: Age of the majority of essential employees

50 or older 39%
35-49 31%
26 -34 24%
Less than 25 79
0% 10% 20% 30% 40% 50%

Note:72respondents

Wages

When reporting on average wages forlleld or professional worker the majority of responses
indicated hey paybetween £0and £9 per hour(32% or 16 businesses) and between &h8
$19 per hour (32 orl6 businesses)The most commonly reporteaveragehourlywage for semi
skilled workers31%or 12 businesseswasbetween$15and $19 and the most commopl
reported averagavage for entrylevel workers (6%oor 25 businessesf respondents) was



between$10 and $12 46%o0f respondentq28 respondent3 reported that their wage scale is
similar toother businesses in the regian

Figure22: Wages in relation to other businesses in the region

Greater than 39%
Same as 469
Lower than 15%
0% 10% 20% 30% 40% 50%

Note:61respondents

Recruitment and Retention
Of those businesses that responde®98(61 respondent3indicated that the number of unfilled
positions at their company would remain constant.

Figure 23: Trend in unfilled positions

Increasing 11%
Decreasing 7%
Stable 82%
0% 20% 40% 60% 80% 100%

Note: 74respondents

Thevast majority of respondents $860r 63respondents) reported that they primarily recruit
employees from local labour markets%®({ respondents) recruiprovincially while 5% @
respondents) report that they recruét the national levelinternational recruitment was not
identified by the respondents.

Figure24: Location of workforce recruitment

Locally 85%
Provincially 9%
Nationally 5%
0% 20% 40% 60% 80% 100%

Note: 74respondents

5 Detailed vage data is found in Appendix A.
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Of the80respondents43% (34 respondent$ indicated that they have experienced recruitment
challenges an@1% (16 respondent$ indicated that they have experienced retention challenges.

Figure25: Recruitment and retention challenges
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43%
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Note: # ofrespndentsvaries

When asked what efforttheir business hasndertaken to retain employeed9 businesses
responded. ie most frequent response regarding action takesere competitive wages (24% or

12 respondents) and treating employees well (24% or 12 medgats). Training (12% or 6
respondents) and finding additional work for staff during slow times (12% or 6 respondents) was

also frequently cited.

Figure26: Key wordsand responsen respondents' discussion of retention efforts
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When asked whagfforts businesses have undertaken to recruit employéesefforts that
emerged most often wergvord of mouth(20% or13 respondent$, social medig19% or 12
respondents)internet (16% or D respondents)and advertisind16% or D respondents),.
Resmwndents also cited using wide variety of other means, includingntact with Kootenay
Employment Services (KES), contact with the College, and networking.

Figure27: Recruitment Activities
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9%

Word of mouth
Social Media
Internet
Advertising
Contact with KES

16%
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Note: 64respondents

Of the34 companies that indicated they were experiencing recruitment challendesateas

currently being recruited foamong surveyed businesses incluatgiculture/farming related24%

or 8 respondents)sales/retail professional/technical, machine operators, anddébeverage

service(cited by 9% or3 respondenty. The respod Sa A y Of dzR Sdategbriés chat&dl W2 G K S N
below are detailed in Appendix A



Figure28: Current recruitment areas
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46% of respondentq35 bushessesanticipatefuture recruitmentdifficulties The most commualy
anticipated recruitment areas which may prove challengimdudeagriculture/farming (14% or 5
respondents) anghrofessional/other(11%or 4 respondents).

Figure29: Futureareas where recruitment may be challenging

Other 94%
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Professional/Technical@ 3%
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37% of respondent§25respondent$ indicated that they believed that there westrategiesthat
could be undertakend address employee recruitmeri24% @ respadents) belieed that



advertising could be effective, while %6(4 respondents) suggestedining, and another 166 (4
respondents) suggested subsidizing wages.

Figure30: Strategiesto overcomeemployee recruitment challenges

No 8%
Yes 42%

T T T T T T 1
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Note: 67 responeknts

Skills and Training

The majority ofespondents 47%) indicated thatover half oftheir workforce is comprised of
skilled or professional worker&4% indicated that their workforce is mainly seskilled workers
and 16% indicated that entryyevel workers make up the majority of their workforce.

Figure31: Skill level of majority of workforce

Entry-level 16%
Semi-skilled 14%
Skilled/Professional 47%
0% 10% 20% 30% 40% 50%

Note: # of respondents varies

Figure32: Training Budget

58% (4@usinesses) indicated that there israihing
budget to upgrade employee skilB6% 68 businesses)
indicated that their compangffers inhouse training
and 4%% (3 businesses) use contracted training.

Note: 79respondents
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57% of respondentsA6 businesses) indicated that they wereare of trends, technologies, and
other significant changes that will be occurring in their industry that will require new skills.

Figure33: Awareness of any anticipated trends, technologies, significant changes that will beraogpin
your industry that will require new skills

No 43%
Yes 57%

0% 10% 20% 30% 40% 50% 60%

Note: 79respondents

65%o0r 52 respondentsndicated that there are areas of trainitg professional development that
would be of benefitMost commonly listed among these areas werarketing skik (14%or 7
businessel bookkeeping14% or7 businesseskandfood safe(12% or6 businesses)



Figure34: Training or professional development needs
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Note:51 respondents

Columbia Basin Business Retention and Expansion Project: RefiZnésion & District Businesses 19



Whenaskedwhat new training might need to be considergdthe next five yearghe most
commonly cited responsewerein the area of computer skills (25% or 18 businesses),
marketing/social media (13% or 9 businessarjl emerging technologies (10% or 7 businesses).

Figure35: Areasfor new Training in next five years
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54%of respondentg42 businessesitated thatthey prefer trainingwvhen itis delivered through
individual coaching and/or a classroom settindpile 40% (31businesses) preferreah
online/webinar format.

Figure36: Preferred modes of training

Other %
Individual coaching 549
Classroom 549

Online/ Webinar training 40%

0% 10% 20% 30% 40% 50%  60%

Note: 78respondents



73%o0f respondentg53businessesiypically seek training opportunities thare offered locally,
and 2%%(18 businessesiravel to other areas ithe provincefor their training.Fewer training
opportunities are sought elsewhere in tihegion country, or in the United States.

Figure37: Usual training locations

Local 73%
British Columbia
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Rest of Canada
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Note: 73respondents

Unions
11businesse$14%)reported that theyhave union status.

Employees

Themost frequently citectritical issues for employees aitee cost of living (8%or 61 businesses)
andhousing (58600r 42 businesses)Child Care (4@or 29 businesses) andansportation 87%or
27 businesses) issues weditso cited For a list of factors included in tlietheré category charted
below,refer to Appendix A.

Figure38: Critical considerations for employees
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Note: 73respondents

92%of businesse$72 businessesinterviewed reportel thatover 75% otheir employees live
within the community, & (1 business)ndicated that75% of the employedsve elsewlere in the
region and 2@ (2 businesss) indicated thattheir workforcelives outside of the region.



SALES

Market Size and Sha

Thehighest umber of respondents @businessesr 29%) reported annual sales between
$100,000and $499,000 The second highest numbef @spondents (1éusinessesr 25%)
reported anmual saleof between & million and $4.9 millionThe lowest numbe¢l businessor
2%) reported sales odver $50 million

Figure39: Annual sales
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The majority of businesses interviewegB¥oor 50 businesselsindicated that thesize of the
market for their product or serge isincreasingAnother 284 @1 businessek reported that the
market isstable

Figure40: Status of market for product/service
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T
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Note: 80respondents



55% (37 businesses)f respondents indicated that their share of the meairkor their productin
comparison with their competitoris stable while 34% (23 businessesindicated that it is
increasing A small number of respondentsQoor 7 businessegindicated that their market share

is decreasing.

Figure41: Market Share in Comparison to Competitors

Increasing
Decreasing
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0% 10% 20% 30% 40% 50% 60%

Note: 67respondents

Growth
33%of respondentg24 businessesgxpect to sedow growth insales in the realm of 4 9%.

Moderate growth in sales of 4% over the next yeas projected byl8%of regpondents (3
businesses)A combined 1% (total of 1 businesses) expect strong sales growth of over Z%%.
(21 businesses)f respondents expect their salest®main stagnantwhile afurther 5% @

businesss) expectsales to decline.

Figure42: Projected sales growtin the next year

Over 100%
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Note: 73respondents

Themajority ofresponses (@oor 49 businesses) indicated thaales at their business have
increased over time24% (18 businessesindicated that sales hawemained redtively stableand

11%(8 businessesieported that sales havdeclined.

31% or Shusinesseseported that sales at their parent company hehistorically increased% (1
businessyeported that they havestayed the sameand 6% (1 businessgported a cedine. It is
worth noting that only 16 respondents answered this question, and of tho%eféénd the

question not applicable.
Dataindicats KI &G GKS al fSa GNBYR ¢AlKhasmonElasedz y RSy GaQ |
followed the sales trend reporteat the location rather than the parent compar8%percent of



respadents(42businesses)ieported that sales within their industry have been increasing while
19% (4 businessesieported that they have been decreasjrand an additional 19% (14
busineses) indicated sales in their industry are declining

Of the 14 businesses that reported expog to international markets,% (5 businesses) indicated
that their export silles have been increasing%7® businesses) indicated that they have been
stable and 8% @ businesses) resported export sales are in decline.

Figure43: Historic sales trend
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Source of Sales
The customer base amotiiyestonbusinessesppearso befairly reliant on adiversecusomer

base, withthe largest percentagef responents (3%or 14 businesseksindicating thatlO ¢ 25%
of their sales are generated by their tthree customers.There does appear to be somaiance
on a corecustomer as indicated by thé/® of respondent§4 businesses) that indicated that
between 76¢ 100% otheir sales are generated by their tdpree customers.

Figure44: Saleggenerated by topthree customers

76 - 100% %
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26 - 50% %
10 - 25% 31%
1-9% 9%
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Note: 45respondents



Amajority of respondents (@) indicated hat over 50% of their sales are to customers within the
localcommunity or region5%indicated that over 50% of their sales arehiit the povinceand

5% indicated the majority of sales to a national market. Fewer respondatitated that the
majority of their sales are to US or internanal market§0%and4%respectively. Additionally,
when asked whether they supply products or services to any company in the comn@adigy(51
respondents) indicated that they did.

Figured5: Geographic source of majority of sales
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28 respondents §5%) indicated that they import goswr servces from other countries ant4
respondent (186) indicated that they export goods or services to other countsig%of
respondentgdid notfind the question applied to them, or responded that they had no
international trade status.

Figure46: International trade status
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Procurement
Figure47: Enggement with government
procurement processes

Only 18%