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Introduction:

Dream Street Enterprises was commissioned to conduct a survey of chefs in high-end restaurants on Vancouver Island with regard to their practice and demand for local food and food products.

The survey was conducted through telephone interviews with results posted to the Survey Monkey to assist in analysis of the results. The interviews were conducted during the month of September, 2007.  100 interviews were conducted with chefs. 

Size of Market:

The 762,000 (2006 census) people on Vancouver Island spent $4,903,866,200 on food in 2006.

· “The highest spending per week [by individuals] on restaurant foods occurred in British Columbia where $43.22 was spent per week.” PowerPoint presentation by Brent Warner BCMAL NAFDMA [Restaurant foods are sold in the Hospital, Restaurant and Institutional market channels.]

· Each BC resident would then spend $2,247.44 a year in restaurants. With 762,000 [2006 census] people living on Vancouver Island the restaurant market share on Vancouver Island totals $1.7Billion. 

· “The total number of establishments classified as restaurants sits at 860, 60% of which is franchise and fast food oriented. Around 350 remain over Vancouver Island that could be classified as “using” local product or “able to” use local product. Resorts, cafes and lounges are not included in these numbers.” 

· The sample survey of 100 restaurants that “buy local food” on Vancouver Island spend between $3.7Million to $7Million on local food, and to extend that to 350 local friendly restaurants on Vancouver Island they spend, or intend to spend, from $13Million to $24Million on local food. The existing “local friendly” market share percentage of the total restaurant purchases of $1.7Billion is 1.4%. 
Added to this is the impact of tourism that sees visitors with a substantial proportion of these visitors seeking gourmet experiences.  Foodservice products preserved with a longer shelf life can be inventoried for the 2010 Olympics. The Culinary Tourism and Agri-Tourism movements that are growing in BC target this high-end market. 

The Survey:

1. Is selling Vancouver Island (or local food) and beverages part of your marketing strategy?
2. Do you provide information to customers about the farmers that you buy food or beverages from?
3. What is your TOTAL annual food and beverage budget?
4. What was your approximate annual budget last year related to LOCAL FOOD AND BEVERAGES PURCHASES?
5. Please estimate the percentage of the above answer your restaurant spent last year in each of the following food groups. The total must equal 100
6. What are your restaurant's desired 'special attributes' for purchasing in each food group?
7. Where did you access the local food you bought last year?
8. Would any of the following services improve your local food purchasing experience?
9. What regional district(s) do you serve?
10. Would you be interested in buying from a foodservice company featuring Vancouver and Gulf islands' food that would allow you to access special attribute foods and beverages from local farms, and provide marketing materials from the farms?
11. If you would like to be part of the next steps working with farmers to develop a strong supply side that can produce consistent specific attributes with industry standard case sizes, what e-mail address would you like us to use?
Results, Overview:

Chefs responded with a lot of interest.  There is a strong demand for local food by restaurant customers willing to pay premium prices. Chefs are eager to use these products but are experiencing difficulties increasing their use of products due to difficulties in dealing with many individual suppliers who individually cannot provide a consistent, high quality supply.  The need for a distribution service that consolidates production from many small suppliers was underlined as of critical importance if increased purchasing could be possible.  The success of high demand can work against the distributor if items listed are sold out and some chefs do not receive what they ordered, so strategic product placement and branding of the family farms for specific restaurants for different products will help reduce shorted products. The overwhelming majority of chefs interviewed were very interested in working to help increase local production through a variety of means.  The results of the survey were very specific in terms of the design of the distribution service that would meet their needs.  Other issues emerged of interest for the business plan of Heritage Foodservice in terms of the labour issues facing the restaurant sector. This shows the need for pre-prepped ingredients that can reduce the restaurant labour costs.

Results from survey questions above in detail: 

1. 100 chefs answered, and 60% say local food is part of their marketing.
2. 98 chefs answered, and 45% say they provide information about the farmer.
3. The percentages of the 88 chefs that answered the total food budget question are shown and how they represent the different sized restaurants:
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4. The percentages for the 78 chefs that answered what their local food purchases are:
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5. The percentages bought from different food groups are:
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6. Of the 55 chefs that answered (multiple answers allowed): 49% use the Ocean Wise for fish and Certified Organic as special attributes. 57% use Certified Organics and 15% use Natural and 15% of the Heritage Farm as special attributes for fruits and vegetables. Grains, dairy and other must have Certification for Organics or to have Natural special attributes.
7. Of the 92 chefs that answered (multiple answers allowed): 59% bought meat and protein from a foodservice distributor, and 26% also bought direct from a farmer. 50% bought fruit and vegetables from a foodservice distributor, and 34% also bought direct from a farmer. 65% of grains were purchased from a foodservice distributor and 26% (or 12 of the chefs) bought grain directly from a farmer.
8. 89 chefs answered (multiple answers allowed) that they would be interested in the services HFC may decide to offer and are:
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9. The 97 chefs that answered represented by regional district are:
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Dream street Comments:

· We heard that demand was very high for local (food) from the restaurants, but they were waiting for infrastructure to be in place before increasing their local representation on their menu.

· Value added will be a stronger market as the labour shortage worsens

· Chef turnover is high, so to keep with current standards and consistency, infrastructure needs to be in place to allow for local food to remain on the menus once a new chef comes in

· Chefs that are already doing local are doing it on a fairly small scale due to factors of time and availability. All are looking to expand their local product offering, but need it to be simple.

· A Chef needs to trust that his interests are first and foremost. Aftercare is critical. Problems with quality, returns, invoicing, price and supply must be addressed quickly and to his/ her full satisfaction.

· The customer service aspect must include a level of culinary background to facilitate menu development with the chef. This is to the benefit of both parties. 

· The restaurant service staff are the prime sales people! They need the majority of the “local food info”. Currently, no literature is engineered with the service staff in mind. The creation of notes and info for the front staff will help promote and more professionally represent the local product. This results in added value for the customer.

· Delivery must be a minimum of three days a week. Many kitchens do not have the room for once a week deliveries and need replenishing almost daily.

· Promotion of a Premium price for local food must be marketed directly to the consumer to support the restaurants decision to ‘go local ‘. With strong competition in the commodity food markets, consumers will pressure the businesses for cheaper prices and force the business to pursue cheaper imports. When the consumer has already decided to buy local before they enter the premises…the ethical purchase that results does not force the restaurant to lean on the producer to lower his prices and as a result; his margins.
Conclusions:

There is a strong demand for local, high end food and value-added food products especially when merchandising focuses upon telling the food producer’s story.  Responding to this demand must be carried out in a professional manner providing service to chefs that meet their expectations for consistency, reliability, support information and trust. The labour crunch felt in restaurants points to a growing demand for prepared ingredients: products that have been washed, cut, chopped, or prepared, etc. and are ready to add to menu items.
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