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KOOTENAY COUNTRY STORE COOPERATIVE

MISSION STATEMENT

To promote community involvement by cultivating a cooperative, sustainable, organic way of life through:

· Providing the highest quality, affordable natural foods and products, and wherever possible organic, in a pleasant, comfortable environment;

· Serving members effectively;

· Encouraging a healthy local economy;

· Community and member education;

· Maintaining the financial health of the Cooperative;

· Promoting community interchange of ideas;

· Providing a workplace that reflects these values.

KOOTENAY COUNTRY STORE COOPERATIVE

STATEMENT OF PRINCIPLES

The Kootenay Country Store Cooperative is an association which provides high quality, wholesome food at reasonable prices to residents of Nelson and surrounding areas.

We believe that where possible, such food should be organically produced and that local growers or processors would receive preferential treatment as suppliers.

We believe in the principles of community cooperation and further this principle through educational programs and any other means available.

We believe in building a truly democratic organization with complete member involvement, where the principle of one person, one vote will be adhered to irrespective of the number of shares held by any individual.

Introduction

From its incorporation in 1975 the Kootenay Country Store Cooperative has had an enormous impact on the economic and social well being of the Nelson area.  For the past 5 years sales growth has been approximately 8% per year and this has allowed the Co-op to support local farmers and producers, educate the community on environmental issues, create employment opportunities, and donate to many diverse local organizations.  Not only does the store have a healthy cash flow with low debt, but profit margins and net income have remained stable for several years.  This stability has allowed the Co-op to return much needed capital into the Nelson economy.  The potential for increased growth is constrained by space restrictions at the current location and possibly by competition from local grocery stores.

Methodology

Many sources were garnered in order to compile the following information.  Census information came from Revenue Canada and it is important to note that only 2001 census statistics are currently available.  The 2006 census is now underway and that information will be available in 2007 and at that time the macro audit will be amended.  The 5-year growth forecasts came from the “Economic Analysis of British Columbia” magazine, which is supplied at intervals by the Credit Union.  The Nelson profile from the 2001 census came from the Chambers of Commerce website.  Contacts were made with Mike Stolte from the Centre for Innovative and Entrepreneurial Leadership (CIEL) who directed us to the 2005 Nelson and Area New Resident survey and consequent press release.  

A strategic planning committee was formed in order to collate information and provide structure for the process.  Strategic planning meetings were organized in the store, by department, in order for staff to brainstorm and provide feedback on the Co-op’s strengths and weaknesses.  Ideas were compiled with those from other departments and submitted to the Board of Directors.  The committee then collated the information and provided staff with a draft form for further feedback. 

The Board of Directors, the General Manager, and Department Coordinators met in May 2006 to discuss the brainstorming sessions and come up with objectives and goals for the next 5 years.  The strategic planning committee then created the final draft document to be presented to staff.

In June 2006 a staff meeting was held in the Nelson Library basement while members of the strategic planning committee presented the final draft of the strategic plan and discussed the objectives, goals, and timelines that staff, management, and the board of directors have set for the Co-op.

The Audit

Economic Analysis

B.C. Economy

The economic forecast for 2006-2010 indicates that the B.C. economy will enter a fast growth phase during the next five years.  Real spending is forecasted to expand by nearly 25% over that time, yielding an average annual growth rate of 5%.  This is up from the 3.2% annual growth rate in the previous 5 years and is due to higher personal income growth and favourable interest rates.

Population growth is rising in B.C. due to higher net interprovincial migration, as job growth is higher in B.C. than in other parts of Canada.  Higher population growth contributes to more domestic spending with a direct impact on consumer spending.

Non-residential construction investment has been increasing since 1999, although it really began to speed up in 2003.  Strong growth in consumer spending and business investment is driving demand for retail, office, and industrial space.  Such investment is highly correlated with overall growth in GDP, which has accelerated over the past two to three years.  

Tourism is projected to grow at a modest rate until it increases substantially due to the 2010 Olympics.  In the meantime U.S. tourism has diminished due to the weaker American dollar.  The Co-op should be prepared closer to the Olympic timetable as Olympic athletes and observers, move through the region.

Nelson Economy

Nelson has a population of 9784 (2004 stats) and an additional 60,000 in the surrounding trading area.  In 2004 the Chamber of Commerce in Nelson reported over 419 members.  Over the years Nelson has seen the most growth in small to medium sized businesses and continues to attract entrepreneurs with the dream of self-employment.  

Tourism and relocation have become strong driving factors in the Nelson economy.  The economy has been historically resource-based but with Nelson’s stunning scenery and geographical location, tourism has become a growing sector.  Nelson attracts tourists who are typically health conscious as they ski, hike, bike, and travel through the unspoiled wilderness.  

Large community oriented construction projects such as the new recreation centre and event stadium have brought renewed life to the town and are key instruments in maintaining a vibrant, thriving community.  Current projects include waterfront development in the form of several lakefront condos, a new museum and art gallery, and glacier ski resort proposals.

Arts and culture abound in Nelson and also give rise to an alternative type of lifestyle that concerns itself with the environment, alternative education, and health and well-being.  There are numerous alternative medicine opportunities in Nelson, which thrive as Nelson residents seek to balance conventional practices with alternative approaches.  This tendency to embrace alternative medicine, education, and environmental concerns extends to food production as residents seek out local, organic foods and products.  The Kootenay Co-op strives to fulfill these needs by supporting local businesses, sustainable practices, and organic farming methods.  The Co-op has been at the forefront of building a sustainable community in Nelson as people buy the product that is closest to all our hearts and minds – food.

Nelson Profile – 2001 Census Statistics Canada from Chamber of Commerce Website

	Demographics
	
	
	
	

	Age Group
	 
	 
	Population
	 
	% Distribution

	Under 18 years
	
	2100
	
	22.60%

	18 - 34 years
	
	2020
	
	21.70%

	35 - 54 years
	
	2965
	
	31.90%

	55 - 74 years
	
	1430
	
	15.40%

	75 years and over
	
	780
	
	8.40%

	Total - Age Groups
	
	9295
	
	100%

	% Change 1996-2001
	
	-1.40%
	
	

	Median Age
	
	39.1
	
	

	
	
	
	
	

	Household Income (2001)
	 
	 
	 

	Number of Households in 2001
	4075
	
	

	Median Household Income 2001
	$52,488.00
	
	

	
	
	
	
	
	

	Household Income Group
	 
	 
	 

	
	
	
	Number
	
	% Distribution

	Under - $35,000 CDN
	
	1895
	
	46.40%

	$35,000 - $49,000 CDN
	
	580
	
	14.20%

	$50,000 - $74999 CDN
	
	920
	
	22.50%

	$75000 - CDN - Above
	
	685
	
	16.80%


	New Resident Survey (Nelson and Area)

	For The Year Ended May 31, 2006

	How did you first find out about the Kootenays?
	 
	Where did you relocate from?

	Vacationed here or drove through
	57
	
	 
	
	B.C.
	
	
	96

	Job Opportunity
	
	
	21
	
	 
	
	Alberta
	
	
	35

	Family/Friends
	
	
	86
	
	 
	
	Ontario
	
	
	14

	Lived Here Before
	
	
	22
	
	 
	
	USA
	
	
	12

	Lived Nearby
	
	
	25
	
	 
	
	Saskatchewan
	
	6

	Came to Seek Employment
	
	0
	
	 
	
	Manitoba
	
	
	2

	Media
	
	
	
	2
	
	 
	
	New Brunswick
	
	2

	Other
	
	
	
	25
	
	 
	
	NorthWest Territories
	4

	
	
	
	
	
	
	 
	
	Quebec
	
	
	6

	Why did you decide to move to the Nelson area?
	
	Nova Scotia
	
	1

	To retire/semi-retire
	
	9
	
	 
	
	Newfoundland
	
	1

	Job Opportunity or Transfer
	
	70
	
	 
	
	Yukon
	
	
	1

	Lifestyle Change
	
	
	94
	
	 
	
	Overseas
	
	9

	To be near family
	
	
	31
	
	 
	
	
	
	
	

	To attend school
	
	
	24
	
	 
	
	Has the Central Kootenays 

	Seek Employment
	
	
	15
	
	 
	
	lived up to your expectations?

	For the scenery/weather
	
	61
	
	 
	
	Yes
	
	
	176

	Other
	
	
	
	31
	
	 
	
	Undecided
	
	0

	To buy a business
	
	
	1
	
	 
	
	No
	
	
	3

	To start a business
	
	9
	
	 
	
	Left Blank
	
	4


Mike Stolte of the Centre for Innovative & Entrepreneurial Leadership (CIEL) summarizes the significance of the results:

In the past year, fewer families relocated to Nelson and area than in previous years, suggests results from the Nelson and area new resident survey.  According to Nelson’s 2006 New Resident Survey, only 189 households moved to the Nelson area, representing 417 new residents in the year ending May 31, 2006 – a figure that dropped 25% from last year’s 251 families surveyed, and is almost 30% lower than the average over the eleven years on record for the survey.  However, Frances Welwood of Nelson’s Welcome Wagon, the survey distributor, cautions that the lower numbers could be caused by a number of factors.

Welwood cites a growing number of factors that make their job of tracking down and interviewing new residents more difficult.  “More people are concerned about their privacy, have unlisted numbers, live communally, use only cell phones, and may be less responsive to the Welcome Wagon concept than in previous years,” says Welwood.

The Welcome Wagon uses the City of Nelson’s electrical hook-ups, word of mouth, ads in papers and monthly calls to area apartments and trailer parks to track new residents.

Among the survey findings, B.C. remains the largest source of new Nelson residents, attracting 51% of the new residents for 2006.  However, this figure dropped significantly from its high of 71% in 2001.  The top communities of origin from within B.C. were Vancouver (17 families), and Victoria (8).  In terms of B.C. regions, a quarter of the 96 new families relocated from the lower mainland (Vancouver & area) while another quarter moved from other West Kootenay communities.   Nineteen percent relocated from the Thompson Okanagan, 14% from Vancouver Island and the Gulf Islands, 9% from the East Kootenay, and 8% from Northern B.C.  

Nelson attracted more Albertans than last year (35 new households, 19% of new residents), with Calgary (7 families), Edmonton (7), and Canmore (6) leading the way.  Over the last 11 years Alberta has accounted for 12% of new residents.

Last year Toronto was the third largest community of origin for new residents, but this year it dropped down to seventh place (source of 4 new Nelson families). Overall, 20 fewer families moved to the Nelson area from Ontario in 2006 (total of 14 new households, down from 14% to 7%).

In the past decade, Nelson has continued to be a settling point for the international traveler. This year, new residents relocated to Nelson from England, Germany, Scotland, Holland, Korea, Switzerland, and China – the latter being the first Chinese household recorded as a source since 1996. 

The New Resident Survey is sponsored by Community Futures of Central Kootenay and distributed by the Nelson & District Welcome Wagon Committee for more than 10 years.  People who move into the Nelson area (includes Proctor, Balfour, 10 miles south of Nelson, and South Slocan) each year are contacted. The results of these surveys are compiled yearly by Community Futures and circulated to other agencies and municipal and regional governments.

For more information contact Mike Stolte of the Centre for Innovative & Entrepreneurial Leadership (CIEL) at (250) 352-1933 or e-mail mstolte@theCIEL.com. 
Food and Agriculture Trends

There are many trends and changes on a national and international level that are impacting agriculture and the food industry as well as consumer awareness and choice.

Here in Canada we are about to have a mandatory national organic standard and program.  This standard and regulatory program is the result of two years of extensive consultation with the organic industry across the country, during which British Columbia has been heavily involved as one of the provincial leaders in organics.  Unlike our neighbours to the south, there appears to be a commitment from both the industry and from government to present a strong and credible standard.  The implications for consumers and for producers is that once the regulation is in place, planned for the autumn of 2006, the use of the word “organic” will be restricted to products that are certified in compliance with the national standard.  Imported products will have to prove equivalency.  There may be an increase in the costs and bureaucracy associated with certification for producers but for BC producers it looks like the federal agencies involved have the intention of perpetuating much of the system in BC.  This will include making use of local certification bodies but there may be a requirement to use only inspectors associated with the Canadian Food Inspection Agency (CFIA).

 Around the world, food localism is gaining support and critical mass, including in British Columbia.  The “hundred mile diet” journal kept by two Lower Mainland residents and documented on The Tyee.ca has garnered a great deal of attention across the continent and been replicated by other individuals and organizations.  The reasons for this are various: environmental awareness (global warming) of the implications of moving so much food around the continent and across the world; an increasing awareness of the connection between health and fresh food; romantic nostalgia about farms and farm-fresh product; and a growing understanding of the monopolies that are controlling much of the global food systems, from seeds, through production and processing and on to the retail level.  It is worth noting that many people are seeking “more than organic” – they have learned that organic production does not necessarily mean small-scale and local and that many of the big corporations now own large tracts of land under organic management in addition to owning some of the pioneer processors in the whole foods industry.

Government policy is frequently counter-productive to this trend, such as the new BC meat regulation that will shut down all local processors who are not able to meet the provincial standard.  There is a coalition of people and organizations across the province who have been working to educate the various ministries who are involved in this regulation with the goal of changing the regulation sufficiently to enable small-scale processors to produce safe meat while still being economically viable.

While there are still many consumers that fully support the conventional food industry and big box stores, there are also many consumers who are becoming more informed and politically savvy about the food industry.  There continues to be growing awareness about genetically engineered crops and their presence on Canadian soils and in many food products. The vast majority of Canadian consumers is opposed to genetically engineered crops and wants to see labeling indicating whether or not products contain ingredients from genetically engineered crops.  However, the Canadian governments, at both the provincial and national level continue to actively support the proponents of biotechnology and engage in various negotiations and legal battles in support of GE crops.  This includes the recent ruling by the World Trade Organization that found in favour of the suit brought by the USA, Argentina and Canada against the European Union’s ban of GE foods. Canada has been very active in trying to undermine the current ban on release and commercialization of the so-called Terminator Technology, which is a form of genetic engineering that causes plants to produce sterile seeds.   

Those who are concerned about the environmental and health implications of genetic engineering of our food supply are seeking out safe alternatives and venues such as our Co-op.  There are now many sources of information that examine the various factors involved in food and agriculture, in various media. Our local co-op radio recently launched a series entitled “Deconstructing Dinner” that attempts to report on current issues throughout the world of food, with a primary focus on local, regional and provincial issues.

A final factor that is undoubtedly having an impact on current and potential Co-op customers is food safety issues.  The recent incident of Avian Flu in the Lower Mainland wiped out the entire poultry population in the Fraser Valley, whether or not there was evidence of the flu in the flock, all in the name of protecting humans.  Food safety scares around the world have led to stricter regulations that tend to work only for large-scale producers, shutting down cottage and small-scale processors in many countries.  While it is important that we support a safe food system, there is ample data that demonstrates that large-scale producers do not necessarily produce a safer product.  There is much left to do to ensure that government policy supports the local food systems but the increasing demand and awareness among the consumers seeking local foods will undoubtedly contribute in this effort.

Grocery Industry Trends

2004 grocery industry sales increased approximately 2.9%, mostly fuelled by supercenters and chain stores.  Conventional grocery sales were flat in 2004.

The top five retailers’ (e.g. Walmart) share of the grocery market is at 48%, up from 26% in 1995.  By 2007 Wal-Mart plans to have 2000 supercenters nationwide and expects to capture 35% of all grocery sales.

Organic Grocery Industry Trends

Natural foods is the fastest growing segment of the grocery industry.  Natural product stores averaged 4.8% growth for 2004.  Sales for food co-ops are growing at a higher rate of about 8%.  According to the 2004 results from the Common Cooperative Financial Statements (CoCoFiSt) survey, sales for food co-ops show positive growth nearly across the board with 90% of stores reporting sales increases.

According to a new study by the Canadian Health Food Association (CHFA) sales of natural health products in Canada exceed $2.5 billion annually and the natural health products sector employs close to 25,000 people.  There are approximately 2,700 health food retailers and 650 stores carrying natural foods products as part of their regular stock (CNHR, Jan 2006).

New segments of consumers are becoming regular purchasers of organic foods, including aging baby boomers, university students, and others who perceive organic food as a healthy, tasty or chic alternative to conventional foods.  In reality those who purchase organic food are not that different from the Canadian population as a whole.  It now cuts across all demographics.

From an October 2000 Environics International survey: 

· 18% of Canadians purchased organic food regularly and 22% purchased organic food several times annually.  

· Heavy (regular) buyers (the 18%) are fairly representative of the Canadian population with a few interesting demographic differences:

· 60% are female

· They are under-represented in the $60-80 K income range

· They are more likely to be from BC, and less likely to be from Sask. or AB.

· They are slightly more likely to be in the 25 – 34 age group than in the over-55 age group.

An American researcher identified three specific triggers for purchasing organic food: children, allergies, and a healthy lifestyle. Beyond these specific drivers, there are mainstream influences affecting the organic industry. Convenience is a huge influence.  In fact, 7-eleven convenience stores in the US are now offering organic snacks and plan to increase the number of items they carry.

The organic market is dominated by sales of:

· Fruit and vegetables – 41%

· Beverages – 14% 

· Breads & Grains – 14%   

· Packaged/Prepared Foods – 12%

· Dairy – 10%

· Snack Foods – 3%

· Condiments – 2% 

· Meat, Fish & Poultry – 1%

According to many industry observers, Meats will be the greatest growth area for the organic industry with sales increasing 30% a year, outpacing the organic category as a whole – which is growing at approx 7-8 %.

2006 Strategic Plan

The following is an outline of the objectives and goals that have been identified by the Board of Directors, management and staff of the cooperative.  Although the need for physical expansion of the store has been identified as a pressing urgency, this strategic plan is not an expansion plan.  Most of the objectives and goals will be attainable in our current location.  

It is also important to note that the objectives and goals are ideals that we plan and expect to be able to meet.  However, there will be uncontrollable outside influences such as sales, budgets and personnel issues that may limit our ability to meet all of these ideals.  

Community

Mission Statement:  To promote community involvement by cultivating a cooperative, sustainable, organic way of life through: Serving members effectively; Community and member outreach; Promoting community interchange of ideas; Providing a workplace that reflects these values.

Objective:  
To continue to increase our profile within the community through outreach and educational initiatives.

Goals:  

2006 / 2007 Financial Year:

· Refine the community donations program.

2 – 3 Years:

· Increase staff within the marketing department.

· Develop a Co-op Community Fund.

4 – 5 Years:

· Remunerate staff for volunteer hours with food related non-profit organizations.

Ongoing:

· Increase the profile of our shopping and delivery service to seniors and others in need of such services.

· Increase our presence and involvement in community events.

· Expand regular media presence to address food issues – sustainability, local, fair trade, organic, real cost of real food, etc.

· Develop member feedback processes (ie: “conversations with members”).

· Initiate and support food and health related activism.

· Increase outreach and education programs:

· Cooking classes

· Elementary school garden project

· High school hygiene, make-up and foods classes (allow discounts to foods teachers for classroom products)

· Nutrition on tight budgets – seniors and families

· Store tours

Staff

Mission Statement:  To promote community involvement by cultivating a cooperative, sustainable, organic way of life through:  Providing a workplace that reflects these values.

Objective:  
To foster and maintain a healthy, happy, learning, caring, helpful and service-oriented workplace culture.

Goals:

2006 / 2007 Financial Year & Ongoing:

· Continue to observe, strategize and implement changes around organizational structure, wages and benefits.

· Create a high performance recruitment, retention and scheduling strategy.

· Continue to develop a complete staff training structure.

· Continue to develop ways to improve staff communications and connections.

· Continue to develop the Co-op’s health and safety program including wellness and employee assistance programs.

· Develop ongoing staff feedback programs including employee surveys.

· Create an education and reporting program for staff profit share.

Product

Mission Statement:  To promote community involvement by cultivating a cooperative, sustainable, organic way of life through:  Providing the highest quality, affordable natural foods and products, and wherever possible organic, in a pleasant, comfortable environment; Encouraging a healthy local economy.

Objective:  
To ensure all products meet or exceed the guidelines set out in the Co-op’s buying policies.

Goals:

2006 / 2007 Financial Year:

· Undertake an assessment of the percentage of bridge products in the store and determine an appropriate level.  Educate customers and staff about the purpose of bridge products.

2 – 3 Years:

· Clearly define the buying guidelines for the Personal Care and Deli departments; create a product assessment program to ensure all products meet the guidelines.

· Create mechanisms for more effective sharing of information between buyers, staff and members regarding product selection.

Ongoing:

· Continue to maintain our high product standards.

Equipment & Physical Space

Mission Statement:  To promote community involvement by cultivating a cooperative, sustainable, organic way of life through:  Providing a workplace that reflects these values.  

Objectives:  
Secure a larger location for the Co-op within the next 2 – 5 years.

Explore short-term solutions for the relief of key pressure areas in the store.

Goals:

2006 / 2007 Financial Year:

· Install heating system at front entrance doors.

· Install new checkout counters.

Ongoing:

· Continue to create interim solutions for our current space issues.

· Continue the current high level of equipment maintenance and replacement.

· Continue to develop and deliver staff health and safety education and training.

· Continue the activities and provide appropriate input to the Building Committee.

Finance

Mission Statement:  To promote community involvement by cultivating a cooperative, sustainable, organic way of life through: Encouraging a healthy local economy; Maintaining the financial health of the Cooperative.

Objective:  
Ensure the ongoing financial viability of the Co-op.

Goals:

2006 / 2007 Financial Year:

· Undertake an assessment of the payroll software and systems and implement upgraded systems as required.

Ongoing:

· Provide regular and ongoing financial training for department coordinators.  

· Continue to monitor the effectiveness and affordability of the staff benefits package.

Customer Service

Mission Statement:  To promote community involvement by cultivating a cooperative, sustainable, organic way of life through:  Serving members effectively; Community and member education.

Objective:  
To develop an easily accessible, fully staffed customer service centre to meet staff and customer needs.

Goals:

2006 / 2007 Financial Year:

· Full time customer service staff.

· Reorganize the physical space of the customer service area.

· Develop an email marketing program.

· Provide a computer kiosk for customer self-help.

4 – 5 Years:

· Increase the physical space of the customer service area.

Ongoing:

· Increase customer service training for all staff.

· Expand reference libraries, specifically in-house productions.

· Eliminate false expectations of customers through education about the real costs of real food.

· Continue to ensure a high level of staff approachability for customer service needs.

Environmental Issues

Mission Statement:  To promote community involvement by cultivating a cooperative, sustainable, organic way of life.

Objective:  
To strive to reduce the ecological footprint of the Cooperative.

Goals:

Ongoing:

· Continue to support the efforts of the Waste Reduction Committee.

· Continue to promote the reduction of product packaging.

· Continue to seek out alternative biodegradable packaging.

· Lobby for plastic recycling facilities in our area.

· Continue to increase community awareness of the need to reduce, reuse and recycle.
Stakeholders Analysis

Members:  owners of the cooperative.  They buy shares with the knowledge that they will maintain democratic control and that the Co-op will be driven by its mission and the cooperative values.


At stake:  Financial success for continued service.

Board Members:  representatives of the membership.  Their jobs are to look out for the interests of the members and to oversee management.

At stake:  The Co-op’s community image, success as measured by financial security, member, customer and staff satisfaction.

Management:  responsible to the Board of Directors; responsible to the membership through the Board; responsible to the staff for their working conditions; responsible to the shoppers for the product selection.  Management’s job is to operate the organization in line with the values of the cooperative principles and meet the needs of the membership.

At stake:  Competent loyal staff, product availability, customer and member satisfaction.

Staff:  responsible through their work ethic to their peers; responsible through their service to the members and customers.


At stake:  Job security, job satisfaction and pride in the Co-op’s image.

Shoppers:  members or not, their continued preference for what the Co-op has to offer is key to the Co-op’s success.  They do not all know or care to understand the Co-op’s values.  They expect quality, quantity, customer service and reasonable prices.  

Landlords:  maintenance; financial success.

Accountant:  inventory control; reliability of financial information

Vendors:  Co-op’s reputation, continued support and promotion of their products.  Local vendors have a special interest in promoting and encouraging sustainable local economy.  They can expect fair treatment and timely payment.

Support Services (Custodians, trades people, etc.):  Employment, prompt payment, clear contract agreements whether verbal or written, long-term or short-term.

Competitors and Other Businesses:  Co-op keeps its focus in terms of product selection.  

Nelson & Area Residents:  Co-op’s image; building maintenance; compliance to city by-laws.   
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