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1 Executive Summary



About the 2020 Ontario Aboriginal Business Survey

The Indigenous economy in Canada is growing at an exponential rate. As of 2016,
Indigenous Peoples contribute over $30 billion annually to Canada’s GDP. In Canada,
the Indigenous private economy alone contributes roughly $12 billion annually, and
these numbers only continue to increase." Impressive gains are being made in the areas
of entrepreneurship and individual economic achievement. Indigenous Peoples are
creating new businesses at nine times the Canadian average. The Indigenous business
community is over 50,000 strong and an estimated 12% of those are large community-
owned firms. The Indigenous population is also younger and growing faster than
Canada'’s population as a whole? — thus, questions of skills, labour and innovation are of
key importance to both Indigenous communities and the Canadian economy.

Although Indigenous businesses have seen unprecedented growth and success

in recent years, the majority face significant historical and institutional barriers to
business development, growth and expansion. The successes and challenges faced by
Indigenous business owners nationally are also a reflection of the Indigenous economy
in Ontario — a province with the largest population of Indigenous Peoples in Canada3.
Understanding the barriers and opportunities on a national and provincial level will

be key for the Government of Ontario, the Government of Canada and other leading
institutions to ensure continued positive momentum for the Indigenous economy.

This will undoubtedly require a continued, concentrated effort to support businesses
through financing, programming, and further research.

The Canadian Council for Aboriginal Business (CCAB) has worked to address a major
data gap in the profile of Indigenous business owners by developing a comprehensive
picture of their experiences and what is needed for future growth and success. The
2020 Ontario Aboriginal Business Survey (2020 ABS), conducted in partnership with the
Ontario Ministry of Indigenous Affairs (IAO), is the latest in CCAB’s on-going research
series focused on small and medium-sized enterprises.

The CCAB'’s goal is to widely communicate the findings of this research so it can be
used by Indigenous organizations, businesses, communities, governments and the

mainstream business community to develop tools, initiatives and policies that fully

realize the potential of Indigenous business in Canada.

' Gulati, Sonya and Burleton, Derek, Estimating the Size of the Aboriginal Market in Canada (Toronto: TD Economics, 2011), ccab.com/wp-content/
upoads/2016/11/TD-Economics-Estimating-the-Size-of-the-Aboriginal-Market.pdf.

2 Statistics Canada. First Nations People, Metis and Inuit in Canada: Diverse and Growing Populations. (Ottawa: Minister of Industry, 2018), www150.statcan
gc.caln1/pub/89-659-x/89-659-x2018001-eng.htm.

®  Statistics Canada. Aboriginal identity population by age and sex (2016 Census of the Population). https://www12.statcan.gc.ca/census-recensement/2016/
dp-pd/hlt-fst/abo-aut/Table.cfm?Lang=Eng&S=99&0=A&RPP=25).
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Content Note — Understanding
the Impact of the COVID-19
Pandemic (2020)

Data for the 2020 Ontario Aboriginal
Business Survey was collected between
January 20 to February 14, 2020, before
the impact of COVID-19 began to be
seen broadly in Ontario, Canada and
across the globe. The resulting report
shows growth and optimistic outlooks for
many respondents. However, given the
ongoing effects of the pandemic on the
Canadian economy and communities,

it is crucial to consider its impacts
alongside the ABS Survey data to gain a
more accurate picture of the Indigenous
business sector in Ontario. CCAB has
developed a special report on the early
impacts of COVID-19, collecting survey
data from Indigenous business owners
between March 12th and March 23rd,
2020. This preliminary research indicates
that many businesses are struggling due
to the broad impacts of the COVID-19
Pandemic, with Indigenous-owned
small and medium enterprises (SMEs) of
particular vulnerability.

A preliminary look at CCAB’s COVID-19
Special Report data shows that 5%

of businesses are in healthcare and
social assistance fields, and 4% are in
transportation and warehousing. These,
along with R&D and manufacturing are
key industries that are being targeted in
the Federal response plan.

Impacts to Indigenous Businesses, comparing
March 13 and March 23, 2020:

The special report indicates that as of
March 23rd, 2020, 0% of Indigenous
business respondents across Canada
are somewhat or very concerned that
COVID-19 will impact their business
operations, up 15% from March 13th.

Over three quarters (78%) have
experienced a moderate to high
negative impact on their business activity.

The main impacts to businesses
have been on travel (24%, down
12 percentage points), supply
chain (13%, down 8 percentage
points) labour/employment (16%,
up 9 percentage points), as well as
production (9%), and

business interruption (6%)

11% say it would take over 6 months

to restore normal business operations
after the COVID-19 pandemic subsides,
12% say it would take between 3-6
months, up 5 percentage points (7%)
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Moving Forward:

The data from the COVID-19 Special Report can help inform the results of the
Ontario 2020 ABS and assist the Government of Ontario in understanding
how to best address current and previously existing problems. The 2020 ABS
found that finding and retaining employees, accessing financing, government
policies, and internet and IT were key obstacles before the COVID-19
Pandemic was declared. These barriers will likely be exacerbated in 2020 and
further research and programming, in addition to much needed financing to
assist Indigenous businesses in Ontario will be crucial to bring Indigenous
businesses back to pre-COVID-19 levels of success. CCAB recommends

the following efforts be made by IAO and other government departments
and ministries in response to the impacts of pandemic:

1. Expand offerings and outreach for programs that will support
Indigenous business continuity. Offerings could include:

- A singular online platform for all available Ontario government grants,
allowing for ease of use by Indigenous businesses in need

- Webinars to guide access to Ontario government grants, financing
opportunities,and procurement opportunities

2. Increase opportunities for Indigenous business through scaling and
growth tools such as FedDev Ontario and FedNor;

3. Understand best practices to support Indigenous business and
key needs from Indigenous leaders, through virtual roundtables or
focus groups;

4. Increase skills and capacity for e-commerce through webinars hosted with
e-commerce global leaders such as Shopify, Amazon, etc;

5. Facilitate online connections such as mini conferences and other
avenues for business networking and professional development
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2020 ABS Research Highlights

Indigenous business owners in Ontario remain positive about what they
have achieved to date and optimistic about their future.

As in previous years, Indigenous businesses tend to be small — nearly
half are unincorporated without employees and up to a third report
sales revenues below $100,000. Nonetheless, they continue to
demonstrate great diversity in terms of the markets (local, other parts of
Canada and even internationally) and clients (consumers, private sector
and governments) they serve.

Indigenous business owners in Ontario hold increasingly positive
perceptions of their success: more than six in ten consider their
businesses to be very or extremely successful (up from over half in 2016
ABS). From a financial perspective, three in five businesses reported a
net profit for their previous fiscal year and two in five saw their revenues
increase. While most (76%) continue to focus their business goals on
stability and profitability, one in four are pursuing more aggressive
business goals for expansion.

Indigenous businesses in Ontario continue to be challenged by labour-
related issues (attracting and retaining skilled employees), lack of universal
high-speed internet and heavy reliance on personal financing (rather than
bank or government loans or funding).

Consistent with the 2014 ABS, one in three Indigenous businesses in
Ontario create jobs for others, particularly for other Indigenous people.
Difficulty retaining skilled workers is now the top obstacle to growth,
cited by two in five businesses with employees. A growing proportion
of all Indigenous businesses also struggle to attract skilled workers.
Just over a third of businesses (36%) cite government policy, rules and
regulations as an obstacle, and just under a third (32%) report access to
financing as a barrier to business growth.

The landscape of communication technologies for businesses has
transformed radically since 2014 ABS data was collected (2013), with
businesses increasingly reliant on the internet to reach and serve
clients. Unfortunately, high-speed internet access is still not universal
among Indigenous businesses: nine in ten have internet access,
although only seven in ten have a high-speed connection. On-reserve
access to Internet has significantly improved since 2013 (83%, up 20
points), but continues to trail off-reserve access.
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= As with most small businesses in Canada, Indigenous
businesses rely on support - financial and otherwise - from
a broad range of individuals and organizations. Businesses
remain most likely to credit the support of their local
community, but since 2013, are increasingly likely to feel
they received helpful support from banks and the federal
government. Positive views of the Ontario government's
involvement remain stable and continue to outweigh negative
views. From a financial perspective, businesses continue to rely
heavily on personal savings for start-up and ongoing financing.
Ontario government loans are also an important source of
ongoing financing for four in ten Indigenous businesses.

Indigenous businesses in Ontario demonstrate a level of sophistication
and capacity required to bid on and win government contracts.

® The data in this report shows positive results in terms of the
capacity of Indigenous businesses. Government programs such
as the Ontario Aboriginal Procurement Program support a
range of procurement contracts, from relatively low value to
highly complex, multi-million dollar projects, which require
significant capacity from Indigenous businesses in order to
successfully compete. Indicators in this report show that
Indigenous businesses in Ontario do have the capacity (such as
size, capital, staff, and business practices) to support
government procurement projects.
For example:

*  60% supply to businesses;

*  31% supply to the Ontario government;

e 40% export outside of Canada;

»  27% supply goods or services outside of the province;

*  63% consider their business to be very/extremely
successful; and

*  60% reported a net profit for the past fiscal year (this is
lower than previous years due in part to the inclusion of
band-owned businesses and the addition of an option
to select breaking even in the survey question).
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= Additionally, 33% are very or somewhat likely to bid on a contract
with the Ontario government in the next two years. Of these
respondents, the size of contracts is promising: 33% would
consider contracts below $100k, 22% would consider contracts
between $100k-500k, and 35% would bid on contracts of $500k.

Only a small slice of the Ontario Indigenous business population is
experienced with government procurement and likely to bid again in
the future.

= Despite capacity, only one in four Indigenous businesses have
ever bid on a contract for either the Ontario (20%) or federal (21%)
governments; an additional one in ten have investigated these
opportunities but never bid. This leaves a substantial proportion
of Indigenous business that have neither bid nor looked into
government opportunities (61%). Moreover, intent to bid on future
Ontario (and federal) government contracts skews strongly to
those who have previously bid.

= Those unlikely to bid on a government contract (federal, 67%,
Ontario, 69%) typically do not offer products or services they
believe are relevant to supply chains (41%). However, others
identify barriers including the size of government projects (12%),
the complexity of government procurement (9%) and a lack of
experience with the process (10%). One way to overcome these
barriers is to partner with another (more experienced) company,
either Indigenous or non-Indigenous. While one in four (28%)
Indigenous businesses overall have engaged in a joint venture,
this is the case for seven in ten (70%) who have previously bid on
government contracts. This finding supports anecdotal evidence
that Indigenous companies are using joint ventures to access
government opportunities that might otherwise be too large to
pursue on their own.

= Businesses that have participated in joint ventures identify two
main challenges: finding the right partner and managing the
resulting relationship (e.g., developing mutual trust and good
communication, conflict management).

= Ultimately, relatively few Indigenous businesses feel very well-
informed about the process of bidding on government contracts,
which represents a critical barrier to entry. Moreover, there is modest
awareness of the Ontario Aboriginal Procurement Program (36%).
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Overview of Recommendations

Based on the findings of the 2020 Aboriginal Business Survey, CCAB
recommends the following actions to support Indigenous businesses
in Ontario.

Build awareness of Ontario procurement and funding
opportunities: there is clear interest for Indigenous businesses to
access government procurement opportunities, but a lack of
experience bidding on government contracts. Improving access to
these opportunities and relevance of information provided will be
an important part of the government strategy for reaching these
businesses. Expanding outreach to trusted Indigenous institutions
and organizations is a key factor in achieving this goal.

Develop Partnerships: For Indigenous entrepreneurs, building
partnerships is an important growth strategy, as it is an opportunity
to increase capacity, gain access to mentorship, provide access to
capital, and unlock crucial procurement opportunities. Different
levels of government can look to play a role in brokering or
fostering these relationships or joint ventures.

Simplify Access to Financing, Funding Opportunities:
Indigenous entrepreneurs consistently rely on their own savings for
their business. There are many previously noted barriers to
accessing financing and funding, and the results of this report

are consistent with past research. Government efforts to simplify
access to financing, as well as building out different avenues

for providing funding will likely be an impactful way to support
Indigenous businesses.

Build IT infrastructure and capacity

for e-commerce: Indigenous businesses have often faced
challenges with internet connectivity, which is becoming
increasingly necessary during the COVID-19 pandemic. Increasing
IT infrastructure and skills-building opportunities will go a long way
to helping the recovery process during 2020 and beyond.
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Methodology

See Appendix A for in-depth methodology, Notes on the data and sample:

sample framing, and respondent profile.
P J P P = The profile of the businesses surveyed

is older than in the past (meaning they

The results of the 2020 Aboriginal Business have been in business for a longer
Survey are based on a telephone survey with period of time). This is at least in part
a representative sample of 200 First Nations, a reflection of the list from which
Métis and Inuit businesses conducted businesses are drawn. Consequently,
from January 20 to February 14, 2020. In the number of participants unlikely to
comparison to surveys conducted in recent be operating five years down the road
years, CCAB has included private businesses has increased (20%), as they look to
and band-owned businesses. The margin of either sell/transfer ownership (41%) or
error for a sample of 200 is +/- 6.9 percentage close their business (44%).

points, 19 times in 20. The margin of error is

greater for results pertaining to regional or = In contrast to previous surveys, band-
other subgroups of the total sample. owned businesses were eligible to

participate in the current study (and

1 O,
The research is a collaboration between comprise 14% of the total sample).

CCAB and Environics Research, one of
Canada’s leading research firms.

The sample was sourced from a list of
Indigenous businesses provided by CCAB.
Quotas were set by Indigenous identity
group, business size and type (i.e., with/
without employees and incorporated/
unincorporated) to ensure the final sample
reflects the Indigenous self-employed
population according to Canadian Census
data (2011). However, the final sample under-
represents the smallest businesses (non-
incorporated and no employees). Weighting
was applied to bring the final sample closer
in line with Census data but was limited (max
weight of 3.6) to avoid data distortion.

In this report, results are expressed as
percentages unless otherwise noted.

All of CCAB's research reports, including this
current one, are available for download at
www.ccab.com/research/.
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Definitions

An Indigenous business is defined as a business which has at least 51
percent Indigenous (First Nations, Métis, Inuit, and mixed identities)
ownership and control.

Band-owned businesses are owned by a First Nation band or an
Indigenous community.

Aboriginal Economic Development Corporations (AEDCs) are a type

of community-owned business. They are corporate entities created by
Indigenous communities to represent their business interests in the private
market. These companies are often umbrella corporations that have
multiple businesses operating underneath them. These businesses are
often diverse; a single AEDC can have businesses in the extractive industry,
tourism, and civil engineering.

Business Size: CCAB uses definitions in line with Statistics Canada reporting
for its business size categories.

= Small businesses are businesses with 1 to 99 employees;
® Medium-sized businesses are businesses with 100 to 499 employees;

=  Small and Medium Enterprises (SMEs) are businesses with 1-499
employees

= |arge businesses are businesses with 500 employees or more.

CCAB Reports: The current report builds on a series of Ontario and Canada-
wide reports including:

= the 2011 Aboriginal Business Survey
(2011 ABS),

= the 2014 Ontario Aboriginal Business Survey (2014 ABS),
= and the 2016 Aboriginal Business Survey (2016 ABS).

= The data for the 2014 ABS was collected in 2013, so graphs will include
2013 data. Similarly, the 2016 ABS contains data from 2015.
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2 Business Characteristics



Business Type and Location

Indigenous businesses in Ontario generally remain quite small. As before,
the majority are unincorporated and have no employees — this may be due
to tax exemptions for First Nation individuals but not corporations, as well
as the difficulties accessing financing that come with barriers to education
and professional development opportunities. Nonetheless, they are evident
across the full range of industries (primary, secondary and services).

Size and corporate structure

In the 2020 ABS, most Indigenous businesses (69%) are unincorporated,
operating as either a sole proprietorship (47%) or a partnership (22%),
while one in three (31%) are incorporated under a federal or provincial
charter. Moreover, most Indigenous business owners (65%) operate
without employees.

The design of the 2020 and 2014 (collected in 2013) ABS samples were guided
by Census data on the self-employed Indigenous population. However,

the current (2020) sample slightly under-represents the smallest businesses
(unincorporated with no employees).

Business size and corporate structure

Unincorporated, no employees
: “

2013 Unincorporated, with employees
M nincorporated, o erployees

Inincorporated, with employees

Q2b. Do you have any employees other than yourself?
Q3. Is the business a sole proprietorship, partnership or corporation that is
incorporated under a federal or provincial charter?

Promise and Prosperity: The 2020 Aboriginal Business Survey @



Location

Similar to previous surveys, the majority (59%) of Indigenous businesses are
located on reserve (compared to 40% off reserve). Two-thirds (65%) of First
Nations business owners are based on reserve, compared to six percent of
Meétis businesses (Inuit businesses were not asked this question).

Business located on reserve
Base: First Nations or Métis businesses only (99%)

B onreserve - 285 40%
OFF RESERVE
2013 2015 2020
(n=327) (n=276) (n=198)

Q13. Is this business located on a First Nations reserve or not? (n=198)

Industry

Indigenous businesses are represented in all industry sectors. Nearly
two-thirds (63%) operate in the service sector (encompassing 21% in
professional, scientific, and technical services; 9% in accommodation

and food services; 5% in health care and social assistance, among
others). Nearly one quarter (23%) of businesses are defined as part of a
secondary industry (including 13% in retail trade and 4% in transportation
and warehousing). Smaller proportions are in the construction (6%) and
natural resource (7%) industries.
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Industry

Service e /4%
] 9
63% 2013
22%
Secondary E— 14%

M 2015

Construction 7%

7% | S

Natural Resources —mmmm 5%

Q5. In what industry or sector does your business operate?

Markets

Ontario Indigenous businesses have a diverse client base, with a continued focus on serving
consumers and the private sector. Their clientele remains concentrated in local communities
and in the Ontario market.

Geographical distribution of sales

As in past surveys, the majority of Indigenous business owners serve clients in the local
community (86%) or within the province (73%). A sizable proportion continue to cast their
sights further afield. In the past year, four in ten (41%) have had clients in other provinces
and territories of Canada, and over one-quarter (27%) in the United States. Indigenous
businesses reported having fewer international clients (in countries other than Canada and
the United States) in the past year (14%, down seven points since 2013).
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Location of clients in past year

Within Your Local Community 37 %
e 86 % 2013
: 7%
In Other Parts of Ontario I 7%

In Other Provinces or Territories 47% s .
o I 54
Within Canada E—— 1% 2015
29%
Inthe U.S. e 36%
e 27%
In Countries Other than Canada and the 21% . 2020
- e 19%
United States — 1Y%

Q14. In the past year, in which of the following places did your business have clients?

Type of client or customer

Indigenous business owners maintain a diverse customer base. Consumers are
now the top type of client, with two-thirds (66%) of businesses indicating they
provide goods or services to this group. As with the previous survey, private
sector businesses remain a top but diminishing client source, with six in ten (60%)
businesses supplying them (down 11 points since 2013). Approximately three in
ten each supply the Ontario government (31%) or municipal governments (29%).

Larger businesses (i.e., those with one or more employees and/or those with
annual revenues of $500K+) have the most diverse clientele, being more likely
than others to supply to private sector businesses and federal, Ontario and
municipal governments.

Supplying to Indigenous governments is more widespread among First Nations
businesses, while being a supplier to the federal government is more common
among Métis businesses than others.
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Types of clients in past year

Consumers N /0%
¥

Fivate ector 65 2013

psinesses I 0%

Indigenous '

Covemments I 1%

Federal Government 37% .
Departments, Agencies I 36% 2015

or Crown Corporations I 36%

Ontario Government 28%
Departments, Agencies I 35%
or Crown Corporations I 31%
. 2020

Municipal Government S 25%

Q15. In the past year, did you supply goods or services to any of the following...?

Employees

Over one third (35%) of Indigenous businesses generate predominantly full-
time employment for both Indigenous and non-Indigenous workers.

Employee type

Just over one in three (35%) Indigenous businesses have employees, most of
which hire full-time, permanent workers. Of businesses with employees, over
eight in ten (84%) currently have full-time employees (representing 30% of all
Indigenous businesses in Ontario), which is on par with 2013 data.

These businesses are also a source of part-time and casual work. Two thirds of
businesses that have employees (66%) have permanent part-time employees.
One third (33%) employ casual/temporary workers, although this proportion
has declined since 2013 (down 13 points). Indigenous employers of permanent
part-time and of casual/temporary workers represent 23 percent and 11
percent of all Indigenous businesses in Ontario, respectively.
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Types of employees
Base: Indigenous businesses with employees
(35% of total sample)

84%
74%
66%
60%
41%
‘1ii|

Full-time

Parttime /Seasonal ~ Casual/ Temporary

B 2015 B 2020

Q16. Excluding yourself, how many
employees does your business currently have
who are...? (n=133)

2013

On average, these businesses report having
twelve permanent full-time employees (which
has more than doubled from five workers

in 2013), six part-time employees and two
casual or temporary employees. While there
has been a decrease in businesses hiring
casual/temporary workers (46% in 2013
compared to 33% in 2020), the increase in
permanent full-time employees may indicate
growth in business operations and capacity.

Average number of employees
Base: Indigenous businesses with employees
(35% of total sample)

3 6 5 4
e

Part-time/Seasonal ~ Casual / Temporary

B 2015 B 200

Q16. Excluding yourself, how many
employees does your business currently have
who are...? (n=133)

12
5
-l

Full-time

2013

Indigenous employees

Almost all (89%) Indigenous businesses

with employees say they employ at least

one Indigenous person. Considered among
all Indigenous businesses in Ontario, this
represents 35% of business that have created
jobs for other Indigenous individuals.

Indigenous-owned businesses are
predominantly staffed by Indigenous people.
The average proportion of total employees
who are Indigenous at these firms is 60%.

As observed in the 2014 ABS, the average
proportion of Indigenous employees is

also higher among First Nations-owned
businesses and those located on reserves.
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Proportion of employees who are Indigenous
Base: Indigenous businesses with employees (35% of total sample)

40%
36%
20% 20%
16%

27% 25%
. = II I

None Less than Half Half to 99% All

2013 B 205 B 2o

Q17. How many of your [EMPLOYEE TYPE] are Indigenous? (n=133)
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3 Business Objectives and
Success to Date



Business stage

The majority (59%) of Indigenous entrepreneurs consider their business
established and focus on stability/profitability over growth/expansion. One
in twenty Indigenous business owners describe themselves as being in the

start-up phase.

Similar to the 2016 ABS, a majority (59%) of Indigenous business owners in Ontario
describe their business as established (are not in the process of starting up their
business), with the primary goal of stability and profitability. One in four businesses
say they are established with the goal of growth and expansion (25%), while another
seven percent are established businesses focusing on both stability and growth (up
three points). Less than one in ten (6%) consider themselves to be in the start-up
phase. The remaining three percent could not classify their business.

Although most businesses are pursuing stability and profitability, some businesses
are more aggressive in their goals. A growth focus is most evident in band-owned
businesses (53%) as well as businesses with employees (38%).

Business stage — comparison between 2016 ABS and 2020 ABS

B 2015

B >0

Start-up

21%
0,

65%
59%

25%

4% 7% 3%
° 2% o
e

e N
Growth and Expansion Keeping the Both Equally DK/NA
Company Stable
and Profitable

Q7. Do you consider this an established business or are you in the process of

starting up the business?

Q9. (IF ESTABLISHED) Which of the following best describes your main business

Promise and Prosperity: The 2020 Aboriginal Business Survey

goal right now?
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The profile of the businesses surveyed is longer established than in
the previous survey, which is likely a reflection of the list from which
businesses are drawn. Six in ten (60%) started their businesses over
15 years ago, roughly double the proportion in previous surveys.

By comparison, one-quarter (26%, down 11 from 2015) started their
business over five to 15 years ago, and one in ten (13%, down 20 from
2015) are recent (past five years) start-ups.

Business start date

37%

60% 2013

B o5

SorlessYearsAgo 6t0 15 Years Ago Over 15 Years Ago . 2020

Q8. In what year did you start or acquire this business?
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In your opinion, what is the
main reason why your
business has been successful
to date?

We have many graduated alumni who
have gone on to receive fulfilling
careers in the arts. We have shows
throughout the year. Students throw
successful shows and have many
people come.

[Some of the main reasons include...]

my entrepreneurship, my instincts, [and
my ability to] provide help to people in

the community that can't sell for
themselves.

Chief, council, representatives, staff
and management working as a team
[have all influenced the success of my
business, as well as] good community
consultation.

[We have had] good operating results.
[There has been] good support from
the Province of Ontario and support
from the Metis nation.

[We have been] keeping up with
current technology and current safety
rules and regulations.

Promise and Prosperity: The 2020 Aboriginal Business Survey

Perceptions of business success

Indigenous business owners’ confidence in
their own success continues to grow. Almost
all (96%) report having experienced some
success, and more than six in ten consider
their businesses to be very or extremely
successful (up from half in 2013).

Indigenous business owners in Ontario are
increasingly positive about their success to
date. More than six in ten (63%) say their
business has been extremely (18%) or very
(41%) successful, reflecting an 11-point
increase since 2015. One third (33%) describe
their business as being somewhat successful,
and the remaining one percent say their
business is not very or not at all successful.

Perceptions of business success

2013 2015 2020

11%

42%
42%
33%
8%
5%

1%

. EXTREMELY VERY
SUCCCESSFUL SUCCESSFUL
. SOMEWHAT . NOT VERY/
SUCCCESSFUL AT ALL
SUCCESSFUL

Q10. How successful do you feel your business
has been to date?
Note: Don’t know data ranges from 0% - 3%

(not shown)



Success is widely felt across all types of businesses. The
highest rates of success (extremely or very successful)
are reported by businesses with annual revenues over
$500K (90%) and by businesses defined as having

high financial success (i.e., have been profitable,

had increased sales in the past year, expect income
growth in the next two years, 76%). As well, younger
entrepreneurs (under 45 years of age) are more likely to
express greater optimism about their business success
than older entrepreneurs (75% vs 60%, respectively).

Perceived reasons for success

Indigenous business owners who feel their business
has been extremely or very successful (63% of total
sample) were asked to what they attribute their
success (unprompted, without being offered response
options). They are most likely to attribute their success
to the sheer amount of hard work and effort (32%).
Since 2013, entrepreneurs have also become more
confident to cite their own expertise and workmanship
as a top reason for success (24%, up 11 points). Other
factors include excellent customer service (18%), a
strong reputation (17%), a steady client base (17%),
and demand for their product or service (16%),
among others. It is notable that the top answers are
related to effort, quality, and customer service rather
than logistical options, such as location, pricing,

and product. It is sometimes noted by participants

in past research that Indigenous businesses do not
necessarily measure success in the same way as non-
Indigenous businesses. Often times, Indigenous
businesses will have a more community focused view.
Another reason may be that most of the businesses
are small or micro firms, and about a third are located
on-reserve - so putting in more effort on an individual
level would be necessary.
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Reasons for Success
Base: Feel their business is extremely or
very successful (63% of total sample)

Hard Work/Lots of Time and Effort _ 32%
Quality of Work/Expertise/Skill _ 24%
Our Customer Service _ 18%
Good Reputation/Recognition _ 17%
Good Client Base/Steady Work _ 17%
Demand for the Product/Service _ 16%
Strength of Management _ 14%
Strong marketing/communications _ 12%
Location - 7%
Great staff - 6%
Competitive pricing/cost - 5%
Innovation - 4%
Other - 9%

Don't know/No answer I 1%

Q11A. What is the main reason why your
business has been extremely/very successful
to date? (n=134)

Perceived reasons for less success

Indigenous business owners in Ontario who consider their business to be somewhat
successful (33% of the total sample) cite a mix of reasons for this. There are references to

Barriers to Success
Base: Feel their business is somewhat
successful (33% of total sample)

Quality of Work/Product

Marketing Difficulties

Poor Economy/Market

Room to Grow/Always Room
for Improvement

Management

Location

Limited Profitability/Sales Revenue

Lock/Losing Business/Customers

Training/Education

Lack of Capital/Financing

Still Very Small/Starting Up

Competition

Employees/Customer Service

Other

Don't Know/No Answer

Q11B. What is the main reason why your
business has been somewhat successful to
date? (n=60)

both positive aspects — the quality of work (17%), room for growth (11%), management (11%)
— as well as to obstacles or challenges they have faced, including marketing difficulties (12%),

a weak economy (12%), and location (10%).

Promise and Prosperity: The 2020 Aboriginal Business Survey
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Expectations for the future

Most (61%) Indigenous business owners in Ontario believe they will continue
to operate their business in five years. One in five say this is unlikely, either
because they are planning to close the business or sell/transfer ownership.

Indigenous business owners are largely confident they will be running their
business in five years time, although the degree of confidence is lower than in
previous surveys. Six in ten (61%) say it is very likely they will be running their
business in five years time (down 14 points since 2013); another fifteen percent
say it is somewhat likely. One in five (20%, up 13 points since 2013) now say it
is unlikely they will be operating five years from now. Nearly two thirds (63%)
of businesses surveyed were established 15 years or more ago. Of these, one
quarter (25%) of business owners do not expect to be running their business in
five years (compared to 7% of businesses established more recently). Similarly,
older business owners (55+) are more likely (26%) to indicate they are unlikely
to continue running the business than their younger counterparts (6%).

Thus, the sizeable proportions of mature businesses and owners in the sample
is contributing to the overall decline in the proportion who expect to be
running their business in five years time.

Likelihood of continuing to run the business in five years

[ R sOMEwHAT ] NOTVeErY ] NOT AT I conT know,
LIKELY LIKELY LIKELY ALL LIKELY NO ANSWER

8% 4% X3

Q12. Thinking ahead, how likely is it that in five years time you will still be
running this business? Is it...?
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Plans for business succession

Business owners who are unlikely to continue running their business in five
years (20% of total sample) were asked why their management is unlikely to
continue. The most common reason is that they plan to close the business
(44%, representing 8% of total sample). Approximately one third will
continue to operate under new ownership, either by sale (12%) or by transfer
without sale (19%). Smaller proportions described other plans (15%) or do
not yet have a plan of succession or closure (10%).

Plans for business in five years

Likely to still be running business in 5 years
80%

Not Likely to still be running business in 5 years

20%
Closing the Business Selling the Business  Don't Know/No Answer
44% 12% 10%
(9% of total) (2% of total) (2% of total)
Transferring Business Without Sale Other
19% 15%
(4% of total) (3% of total)

Q12a. Do you plan on...? Asked among those not likely to be running
business in five years (n=31); shows total sample
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4 Business Profitability
and Growth



Profitability

In the months following the
data collection in January 2020,
the COVID-19 Pandemic has
had a significant impact on

the Indigenous and broader
Canadian economy. As further
research is completed in the
upcoming months, the figures
in this report can be used as a
benchmark for where Ontario
Indigenous business profitability
and growth in the recovery
period following the pandemic.

Promise and Prosperity: The 2020 Aboriginal Business Survey

Six in ten Indigenous business owners in
Ontario reported a net profit for their previous
fiscal year.

Indigenous businesses are five times more
likely to report a net profit than a net loss
based on their most recent fiscal year. Down
from 76% in the 2016 ABS, six in ten (60%) say
their business experienced a net profit, while
one in ten (12%) reported had a net loss. A
further one in four (25%) indicated they broke
even. Four percent could not say or declined to
provide this information.

A net profit is more commonly reported by
organizations with higher annual revenues (over
$100k), and by non-band-owned businesses.

Two changes to the 2020 ABS may explain the
drop from the results in the 2016 ABS. Band-
owned businesses were included in the survey
for the first time in 2020. The data demonstrates
that band-owned businesses were significantly
less likely to report a profit at only 17%
compared to 67% of private businesses. Band-
owned businesses are substantially more likely
to report obstacles like government policy,
rules and regulations (54% compared to 33%
of private businesses); access to financing
(51% compared to 29%); and attracting
qualified employees (50% compared to 23%)
as significant obstacles, so this may be what is
impacting their profitability.

Additionally, in previous years respondents were
only able to choose between a net profit and a
net loss, while in 2020 they could indicate that
they broke even.



Revenue Growth

Two in five Indigenous businesses in Ontario saw their revenues increase
from 2018 to 2019. Most (68%) are optimistic for growth in sales revenue in
the next two years.

Indigenous business owners had mixed results in terms of the change in
gross sales revenues (i.e., the total amount of money received for goods
sold or services provided) between 2018 and 2019. Four in ten (39%)

report increased revenues for the past year, with a similar proportion (42%)
who say revenues stayed the same. Comparatively, just over one in ten
businesses reported decreasing revenues over the past year. The remaining
five percent could not say or declined to provide this information.

Revenue increases were most likely to be reported by higher revenue
businesses (over $100K) (61%), with revenue decreases most common among
lower revenue businesses (under $100K) (26%).

Net profit or net loss for most recent year

Total 60% 12% 4%

. NET BREAK . NET . DON'T KNOW/
PROFIT EVEN LOSS NO ANSWER

Q26. For your most recent fiscal year, did your business experience a net
profit or a net loss?
Answer categories were revised from previous surveys, therefore trend data
from 2015 and 2013 is not available
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Change in gross sales revenues for the Expect gross sales revenues to grow
past year within next two years

2013 2015 2020 2013 2015 2020

45°% 40 9%
o
75% i o8

15% 21% 14%
[ ]

—— - 3%
2% 5%
STAY THE NO DO NOT
B INcReAsE e B occrease B ves FORECAST/
PROJECT
INTO FUTURE
Q23. In the past year, did your business’s Q24. Do you expect your business’s gross
gross sales revenues...? sales revenues to grow within the next two
Note: Responses of “don’t know” excluded years?
from graph (ranging from 0-6%) Note: Responses of “don’t know” excluded

from graph (ranging from 0-7%)

Expectations of future growth

A majority of Indigenous business owners expect revenue growth over the next two years, but
this optimism of growth has decreased since 2013. Two-thirds (68%) expect sales revenues to
grow within the next two years (down seven points since 2013). Only two in ten (22%) do not
expect revenue growth in the next couple of years.

The subgroups most optimistic about future gross sales revenues are: incorporated businesses
with employees (86%); business owners under 45 years of age (90%); and businesses with
higher sales revenue between 2018 and 2019 (90%).
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Obstacles to Growth

Retaining valued employees and government regulations are now seen as top barriers to the
future growth of Indigenous business in Ontario. Concerns have also grown about access to
reliable Internet and attracting skilled employees.

Indigenous firms in Ontario are increasingly
concerned about a number of growth
hurdles. From a list of 14 potential
concerns, two hurdles have risen in
prominence since 2015, becoming top
obstacles: retaining employees (38% of
those with employees rate it “4"” or “5”

out of “5”, up 9 points since 2015) and
government policy (36%, up 4 points since
2015). There have also been significant
increases in concern about reliable Internet
access (30%, up 8 points since 2015)

and attracting employees with the right
qualifications (27%, up 6 points since 2015).

Close to three in ten Indigenous business
owners anticipate growth will be impacted
by each of the following: access to financing
(32%), access to equity or capital (29%), and
overall economic conditions (29%). Between
two and three in ten also expect difficulties
related to capital costs (27%), competition
(25%), infrastructure other than IT (e.g.
electricity) (25%), geographic location (24%),
and access to other markets (24%) and
supply chains (21%). Of least concern to
Indigenous businesses in Ontario is access
to support for employee training (19% of
those with employees).

Obstacles to growing business over next two years (Rated 4 or 5 out of 5)

Retaining valued employees*
Government policy, rules and regulations

Access to financing

Reliable Internet access, telephone and other IT technologies

Access to equity or capital

Overall economic conditions

Attracting employees with the right skills or qualifications

Capital costs

Competition

Other infrastructure (e.g. electricity, water, roads)
Geographic location of the business

Access to other markets either provincial or international

Access to supply chains

Access to support for employee training & skills development*

2020 2015 Change
38% 29% +9%
36% 32% +4%
32% 30% +2%
30% 22% +8%
29% 31% -2%
29% 31% -2%
27% 21% +6%
27% 23% +4%
25% 22% +3%
25% 20% +5%
24% n/a n/a
24% n/a n/a
21% n/a n/a
19% 21% -2%

Q25. To what extent do any of the following present obstacles in growing your business
over the next two years? Please use a scale from 1 to 5, where 1 means “not at all” and 5
means “a great deal.”

* Asked of businesses with employees
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Businesses of different sizes are challenged
by different hurdles:

= Access to equity/capital is nearly four
times more likely to be a hurdle for
small businesses (with revenue below
$100k) (37%) than large businesses
(revenue exceeding $500k) (10%)

= Access to larger markets is significantly
more difficult for companies without
employees (30%) than those with
employees (12%)

= Half (50%) of large businesses (revenue
exceeding $500k and/or incorporated
businesses with employees) struggle
to attract qualified employees.

Band-owned businesses are also confronted
by a unique set of obstacles to their growth,
which are primarily access to financing
(51%), attracting qualified employees (50%),
community infrastructure (e.g. electricity,
water, and roads) (47%), and geographic
location (45%). The majority of challenges
listed below appear to be felt more widely
by band-owned businesses when compared
to non band-owned businesses.

Obstacles to growing business over next two
years, by ownership type
(Rated 4 or 5 out of 5)

. BAND-OWNED
(N=49)

Government Policy, Rules
and Regulations

Access to financing

Attracting Employees with the Right
Skills or Qualifications

Other Infrastructure such as
Electricity, Water and Roads

Retaining Valued Employees*

Geographic Location of the Business
Access to Equity or Capital

Reliable Internet Access, Telephone
and Other [T Technologies

Overall Economic Conditions

Access to Support for Employee
Training and Skills Development*

Capital Costs

Access to Supply Chains

Access to Other Markets, Either
Provincial or International

Competition

. NOT BAND-OWNED
(N=151)

I, 5%
I 3%

I 51
I 9%

I, 50°
I 23

I, 7%
I 2%

I, 6%
I, 34

I, /5%
I 2%

I, £2%
I 27

I, /1
I 25

I, 39°
I, 277

I 32
I 15%

I 30%
I 2%

I 29
I 20

I 25
I 23

I 3%
I 25

Q25. To what extent do any of the following
present obstacles in growing your business
over the next two years? Please use a scale
from 1 to 5, where 1 means “not at all” and
5 means “a great deal.”
* Asked of businesses with employees

®
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Growth Factors for
Indigenous Business



Financing

Personal savings remains the most heavily
relied on source for both business start-up
and ongoing financing. Federal and Ontario
government loans are also important sources
of ongoing financing for four in ten
Indigenous businesses.

Start-up Financing

Indigenous businesses continue to rely
heavily on personal savings rather than

on loans, equity or debt to start up their
business, although this reliance appears to be
decreasing over time. More than half (56%)
say they relied on personal savings to start

up their business, down from seven in ten
(71%) in 2013. In turn, there have been small
increases in the use of personal loans/lines of
credit (14%) and grants/loans from the federal
government (11%). Small proportions used
business loans/lines of credit (11%), grants/
loans from the Ontario government (5%) or
Indigenous lending agencies (6%).

Personal savings remains, by far, the most
widely used source of start-up funding
across the Indigenous business population
but is particularly common for businesses
without employees and older business
owners (55 years or older). Compared to
older entrepreneurs, younger people (under
45) are less likely to use personal savings
and more apt to use personal or business
loans for start-up.

Meanwhile, reported use of federal
government funding for start-up is higher
among businesses with employees and
First Nations entrepreneurs; their Métis
counterparts are much more likely to rely
on personal loans/lines of credit. Use of
Ontario government funding does not vary
significantly by business type.




Indigenous women-owned businesses face
heightened challenges when it comes to
financing: 33% of women and 30% of men
report access to financing as an obstacle.
Additionally, 37% of women report access
to equity and capital as an obstacle,
compared to 23% of men. Strategies

to improve supports for this aspect of
Indigenous business should continue to
take gender into account during research
and program planning.

Sources of financing used to start up
business (unprompted)

Personal Savings | 5°

Personal Loans or Lines of Credit [l 4%

Business LoansorLinesof Credit ~ [Jl| 8%

Federal Government Grants or Loans B 5%

Ontario Government Grantsor Loans | 1%

|
Indigenous Lending Agencies or u
Capital Corporations ]

Retained Earnings || 2%

Other | 2%
I 10%

Don'tKnow/No Answer [l 6%

I 1%

2013 B 205 B 2o

Q28. What was the main source of financing
you used to start up your business?
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Current sources of financing

When asked how important various financial sources are to their business at
the present time, retained earnings (66%) and personal savings (64%) remain
the top sources cited as very or somewhat important to current financing.
Financial institutions form a second tier of importance, including both
personal (52%) and business (46%) loans or lines of credit, followed by loans
and grants through the federal government (43%) and Ontario government
(41%) grants or loans. Financing through Indigenous lending agencies and

capital corporations remains of importance to one in three (33%) businesses.

The perceived importance of these various sources is consistent with 2015.

Provincial and federal loans are more important sources of financing for
businesses not yet profitable (compared to those that are profitable);
findings are otherwise largely consistent by business type. Indigenous
lending agencies or capital corporations lag behind other lending options
(33%) — this may be due to their relative capacity compared to larger
financial institutions or government funds. CCAB understands that AFl’s
largest reported challenge is access to capital, so these lenders sometimes
do not have the resources available to provide larger business loans®.

Importance of current sources of financing (Very important or
Somewhat important)

2020 2015 Change

Retained earnings 66% 73% -7%
Personal savings 64% 70% -6%
F.’ersopal'loarls or lines of credit from 529 51% 1%
financial institutions

B.»usmgss.loal_'ms or lines of credit from 47% 50% 3%
financial institutions

Federal government grants or loans 43% 38% +5%
Ontario government grants or loans 42% 36% +6%
Indigenous lending agencies or capital corporations 33% 36% -3%

Q29. Please tell me whether each of the following sources of financing
is very important, somewhat important, not very important, or not at all
important to your business at the present time?

“ NACCA(Ottawa:2017) https://www.ourcommons.ca/Content/Committee/42 1/FINA/Brief/BR9073612/br-external/NationalAboriginal
CapitalCorporationsAssociation-e.pdf
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Innovation

Indigenous businesses continue to
embrace various forms of innovation.
They are more than twice as likely to
be optimistic as pessimistic about the
opportunities presented by technology
such as Al (artificial intelligence).

Indigenous businesses recognize the
importance of being innovative, with
more than six in ten businesses (63%) who
introduced new innovations in the past
three years, on par with previous surveys.
However, this consistency masks a change
in the underlying trends, with fewer
businesses than before introducing new
products or services (50%, down 7 points
since 2015) or new processes (35%, down
11 points since 2015). These declines are
offset by the introduction of new
technology (43%; a new item in the 2020
survey), resulting in a similar overall level
of innovation compared to past years.

Innovation introduced within businesses in
the past three years

2013 . 2015

NET: Any Innovation

57%

New Products or Services

B 2o

New Technology

44%

New Processes

Q18. In the past three years, did your
business introduce any...?
Note: “New technology” was not asked in
2013 or 2015



Technological advancements in
automated tasks

Business owners were asked how they
feel about technological advancements
in artificial intelligence, technology and
machine learning as it relates to task
automation. While there is no consensus,
Indigenous business owners are more
than twice as likely to feel excited

and energized by these technological
advancements (44%) as to feel anxious and
worried (19%). The remainder are neutral
(29%) or undecided (8%).

Optimism about these changes is higher
among businesses with revenues over
$500k (74%), compared to smaller revenue
businesses (40%). Other segments more
likely to be excited for these changes are
businesses that have demonstrated high
financial success (55%), are in the service
industry (51%), or where business owners
are under 45 years of age (63%).

Attitude towards technological
advancements in automated tasks

@ cxcITED AND @ ~\xious AND

ENGERGIZED WORRIED
44% 19%
DON'T KNOW/NA @ NEUTRAL
8% 29%

Q19. In the past few years, significant
advancements have been made in Atrtificial
Intelligence, technology and machine
learning, to automate tasks and free up
time for people to do more creative work.
Thinking about your business, do these
types of technological advancements make
you feel...?




Internet Connectivity

There is widespread, but not universal,
access to high-speed internet among
Indigenous businesses in Ontario.
Moreover, most — but not all - perceive
their connection to be adequate for their
business needs.

Virtually all (91%) of Indigenous owners have
an Internet connection, a steady increase of
nine points since 2013. One in ten (9%) do
not have Internet.

New to the survey in 2020, business owners
with internet were asked what type of
connection they had. Most businesses are
connected to high speed internet (70%), with
a minority connected to internet that is not
high speed (17%) (an additional three percent
are unsure of what type of internet they have).

The proportion of on-reserve businesses
with an internet connection has increased
since 2013 (83%, up 20 points), but
continues to trail off-reserve businesses
(96%). Internet connectivity by year

B 205 B 200

2013

Internet Connection No Internet

Q20. Does your business have an Internet
connection?
Base: Total sample

Internet connectivity and type

91%

17% 3%
. _0 9%
Internet High-Speed Not
Connection High-Speed

Not Sure of
Internet Type

No Internet

Q20. Does your business have an internet
connection? Base: Total sample

Q21. Is it a high-speed internet connection,
such as through cable, DSL or fiber optic, or
not? Shows total sample
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Internet quality

The majority (81%) of businesses with an internet connection say the
connection is adequate to conduct business-related tasks (representing 74%
of all businesses), which is on par with 2013.

Lack of affordable and dependable
broadband means Indigenous
people and businesses cannot
connect to the digital economy. Only
about 24 percent of households

in Indigenous communities have
access to 50 Mbps connectivity, and
in Northern Ontario, only about 15
percent of the population has access
to long-term speeds above 50 Mbps,
with several First Nations still reliant
on antiquated end-of-life satellite
technology. Limited connectivity has
proven to be a real and significant
challenge for Indigenous businesses,
especially those on reserve, since
they require the same access to
technology services as those in
urban centres (e.g. processing cloud-
based software or a credit-card sale),
but with the additional challenge of
attracting skilled labour.

Those most likely to report not
having an adequate internet
connection are female business
owners (25% vs. 7% of men). This
difference may be a symptom of the
heightened financial barriers that
women often face. Women are less
likely to report a net profit, at 55%
compared to 63% and report that
accessing financing (33%) and capital
(37%) to be significant obstacles.
17% of women run band-owned
businesses, compared to 12% of
men — these are less likely to turn a
profit as well.

Promise and Prosperity: The 2020 Aboriginal Business Survey

These financial burdens are paired
with the fact that women are less
likely to use high-speed internet
(65% compared to 74% of men).
They are more likely to report
obstacles like internet and IT
infrastructure than men (38%, 23%);
other infrastructure like electricity,
water, and roads (30%, 21%), and
geographic location (35%, 16%).
This combination of factors may be
increasing women entrepreneurs’
heightened difficulty with their
internet connections.

Adequate quality of internet for
business needs
Subsample: Businesses with internet
(91% of total sample)

2013 2020

Q22. Is the internet connection
adequate to do everything
you want to do related to your
business? (n=186)



Institutional Supports

When asked about what organizations have helped or hindered their business,
respondents remain most likely to credit their local community. Since 2013,
they are increasingly likely to feel they received helpful support from banks
and the federal government. Positive views of the Ontario government’s
involvement remain stable and continue to outweigh negative views.

Owning a business can be challenging, financially and otherwise, so who do
Indigenous business owners rely on for support?

Indigenous business owners were asked which of a range of organizations

or groups encouraged, impeded or were irrelevant to the performance

of their business. As in 2013, a majority (54%) continue to view their local
community as most encouraging to their business. Banks follow closely and
are increasingly viewed as helpful to Indigenous businesses: nearly half (49%)
indicate that banks have played a role that helped their performance (up 13
points since 2013).

Role in supporting business

B Heleen B NOT RELEVANT HINDERED

Your Local Community 54% 37%
Banks 49% 43%
Indigenous Governments 38% 56%
The Federal Government 30% 52%

The Ontario Government 23% 64%

Credit Unions 14% 83%

Q30. For each of the following organizations or groups, please tell me whether you feel it has
helped or hindered the performance of your business, or is not relevant to the performance
of your business?

Promise and Prosperity: The 2020 Aboriginal Business Survey



For the remaining groups and organizations (Indigenous,
Federal and Ontario governments, credit unions), business
owners most commonly view these organizations as irrelevant—
suggesting that many Indigenous business owners have not
taken advantage of existing programs or services, perhaps due
to a lack of awareness of what is available.

Relatively few Indigenous business owners indicate that
any of these organizations are barriers to their business
(ranging from 1% to 17%). Moreover, for each organization,
positive involvement is seen to outweigh the negative. In
fact, positive views of Federal government involvement
have grown (30%, up 9 points since 2013) and remained
stable for the Ontario government’s involvement (23%).
While positive answers are more common, government
support is most often seen as not relevant to businesses.
Ontario in particular is lagging behind federal and
Indigenous governments in this regard — indicating a need
for improved programming that is more accessible and in-
line with Indigenous needs, or better and more widespread
outreach through channels that will reach the appropriate
business owners.
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Government
Procurement



Why are you not more
likely to bid on an Ontario
government contract in the
next two years?

[I'm not likely to bid on an Ontario
government contract] because of
the timing. Last time | was delayed,
and | did not meet the deadline.
The amount of information they
needed was not relevant to my
business model and it also took a
lot of time to gather the
information.

Other common answers:

e | don't provide the goods or
services they need/not relevant

e | don't need to/no interest

e |tis not within our mandate/
business model

e |t takes too much time and
effort/don't get paid on time

e Retiring soon/old age/closing
business soon

Promise and Prosperity: The 2020 Aboriginal Business Survey

Knowledge of Process

Relatively few Indigenous businesses
feel very well-informed of how to bid on
government contracts.

When asked to rate their level of knowledge
about how to bid on government contracts,
one in five (20%) consider themselves

very knowledgeable, with a similar
proportion (19%) who feel somewhat
knowledgeable. The majority (55%) say they
are not knowledgeable about government
procurement. Five percent did not know or
declined to answer.

Level of knowledge of
government procurement

Very Somewhat Not Very Not AtAll
Knowledgeable ~ Knowledgeable ~Knowledgeable Knowledgeable

Don't Know/
No Answer

Q31. How knowledgeable would you say
your company is about how to bid on
government contracts, which is also known
as government procurement?

Knowledge (either very or somewhat
knowledgeable) about government
procurement is higher among businesses
with annual revenues above $500k and
among incorporated businesses.



Experience in government procurement

One-quarter of Indigenous businesses have bid on either a federal or
Ontario government contract; an additional one in ten have investigated
these opportunities but never bid.

Over one in four (26%) Indigenous business owners have ever bid on
a contract either for the Ontario government (20%) or for the federal
government (21%).

Previous experience with government procurement is higher among
incorporated businesses, those with annual revenues over $100K, and those
operating off reserve. These differences are consistent overall and for both
levels of government (federal and Ontario).

As one would expect, businesses that have previously bid on government
contracts feel more knowledgeable about the government procurement
process (77% very/somewhat knowledgeable, compared to 23% of those who
have not previously bid on a government contract).

Ever bid on a government contract

B e NO
i
The Federal Government
The Ontario Government

Q32. Has your company ever bid, either alone or jointly with another
company, on a contract for...?
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Investigation of bidding process

Indigenous business owners in Ontario who have never bid on a government
contract (74% of the total sample) were asked if they have ever looked into
it. Only one in five have ever investigated the process (18%, or 13% of total
sample). That leaves a substantial proportion of Indigenous businesses that
have neither bid nor looked into bidding on government opportunities (61%).

Ever investigated bidding on government contracts
Subsample: Businesses who have not bid on
government contracts (72% of total sample)

@ o @ DON'T KNOW/NA
81% 1%

Q33. Has your company ever looked into bidding on government contracts?
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Likelihood of Bidding in the
Next Two Years

About one in six Indigenous businesses are Likelihood to bid in next two years
very likely to bid on an Ontario government
contract, and express interest in a range of Federal Government Ontario Government

different contract sizes from small (under

$25K) to very large ($1 million or more).

Those less likely to bid typically do not 18%
offer services or products relevant to a

government contract.

15%
There is a healthy proportion of the
Indigenous business population in Ontario
that plans to bid on government projects
in the next two years. Close to one in six
say they are very likely to bid on federal
government (18%) or Ontario government
(16%) contracts, which is the most accurate
measure of true intent. Similar proportions
are somewhat likely to bid on each (federal,
15%; Ontario, 14%), while two-thirds are

unlikely to do so (federal, 67%; Ontario, 69%). o

As one would expect, future bids are also
considerably more likely among those who have
bid on government contracts in the past.

For instance, half of previous Ontario bidders
(51%) say they are very likely to bid on future
Ontario government contracts, compared

to only seven percent who have no previous B vEry B SOMEWHAT NOT B NOT
: ('th dat imilar for fed | LIKELY LIKELY VERY AT ALL
experience (the data are very similar for federa LIKELY LIKELY

government opportunities).

Q34. In the next two years, how likely are you

‘ ?
Strong likelihood (i.e., very likely) to bid on to bid on government contracts for the...:

future government contracts, either federal or
provincial, is also higher among businesses with
revenues over $500K, Métis businesses and
businesses with male leadership.

Promise and Prosperity: The 2020 Aboriginal Business Survey



Barriers to bidding on Ontario
government contracts

Businesses that are not very likely to bid on an
Ontario government contract were asked the
reasons why not. The most common barrier is
relevance: four in ten (41%) Indigenous business
owners (34% of total sample) do not think they
offer the products or services that would be the
subject of an Ontario government contract. This
perceived lack of relevance is expressed most
strongly by band-owned businesses (60%).

Smaller proportions of business owners view other
barriers to bidding, including that the scope of
projects is too big (12%), a lack of knowledge/
experience with government contracts (10%), and/
or government procurement is too complex (9%).
Additional reasons mentioned (by 8% or less of
business owners not very likely to bid) include that
they lack capacity, lack knowledge of how to find
opportunities or distrust the procurement process.
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Reasons for being not very likely to
bid on Ontario government contract
in next two years

Subsample: Not “very” likely to bid on

Ontario government contracts
(83% of total sample)

Not Relevant/Do Not Provide
That Type of Product/Service

Size/Scope of Project is
Too Big for Us

Lack Knowledge/Experience/
Don't Know How to Bid (General)

Government Procurement is
too Complex/Time-Consuming

Retiring/Closing the Business
Lack Capacity/Staff to Fulfill
a Government Contract

Don't Know Where to Find What
Opportunities are Available

Distrust Procurement/
Not Fair/Transparent

Lack Knowledge/Capacity to
Prepare the Bid/Proposal

Too Much Competition

Prefer to Deal with First Nations
Government/Organizations

Negative Views/Stereotypes of
Indigenous Peoples

Other

Don't Know/No Answer

Q35. Why are you not more likely to bid
on an Ontario government contract in
the next two years? (n=167)



Typical Contract Value Considered

Indigenous-owned businesses are interested in a range of contract values. Of
those likely to bid on Ontario government contracts, approximately one third
(33%) are interested in smaller contracts (valued below $100k), one fifth (22%)

for medium contract values (between $100k and $500k), and just over a third
(35%) are interested in taking on large contracts (valued $500k or more). The
remaining nine percent did not know or declined to answer. The data indicates an
uptake in interest to bid on larger-scale project ($500,000+), demonstrating the
readiness and capacity of Indigenous firms in Ontario to take on medium to large
government projects.

Typical contract value considered for bidding
Subsample: Very or somewhat likely to bid on Ontario government contracts

(30% of total sample)
18%

Less than $25,000 $25,000 to Less $100,000 to Less $500,000 to Less $1 Million or More Don't Know/
than $100,000 than $500,000 than $1 Million No Answer

Q36. Which of the following best describes the typical dollar value for a contract
you would consider bidding on? (n=59)
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Collaboration on Contracts

One in four Indigenous businesses have
pursued joint ventures, most of whom
have previous experience with government
procurement. The main challenges involve
finding the right partner and managing the
relationship.

Indigenous business owners were asked if
they had ever entered a joint venture with
another company (whether Indigenous or non-
Indigenous). Overall, more than one in four
(28%) businesses have pursued joint ventures
either to provide one part of a larger contract
(24%) or to bid jointly on a contract (16%).

Joint ventures, of either variety, are more likely
to have been pursued by larger businesses
(i.e., incorporated with employees; those with
annual revenues above $500,000).
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There is also a relationship between the

use of joint ventures and government
procurement experience: the rate of joint
ventures is significantly higher among those
who have previously bid on government
contracts (70%, vs. 13% who have not had
previous exposure to government bids). This
provides further evidence that Indigenous
companies use joint ventures to help them
access government opportunities that might
otherwise be too large for them to pursue on
their own.

Challenges of joint ventures

According to businesses that have pursued
joint ventures (28% of total sample), the

top challenges are finding the right partner
(judging good fit, 28%; locating potential
partners; 5%) and managing the relationship
(the time invested, 26%; developing

mutual trust, 18%; conflict management,
17%; maintaining good communication,
7%). Fewer mention challenges related

to finding the right opportunities (17%)

or pricing the project appropriately (8%).
There are also mentions of the difficulty
building joint ventures when there is a lack of
understanding of Indigenous culture (7%).

Given that joint ventures appear to help
Indigenous companies better access
government procurement opportunities,
there would be value in governments helping

businesses address some of these challenges.

Ever participated in joint venture with
another company

ToBidona
Government or
Other Large
Corporate Contract

Any Joint To Provide One
Venture Part of a Larger Contract

Q39. Has your company ever entered into a
joint venture with another company, either
Indigenous or non-Indigenous...?

Ever participated in joint venture with
another company, by experience with
government procurement

5%
—

ToBidona
Government or
Other Large
Corporate Contract

Any Joint To Provide One
Venture Part of a Larger Contract

PREVIOUSLY BID
ON GOVERNMENT
CONTRACTS

. NEVER BID ON
GOVERNMENT
CONTRACTS

Q39. Has your company ever entered into a
joint venture with another company, either
Indigenous or non-Indigenous...?
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Challenges of joint ventures
Subsample: Ever entered into a joint venture
(28% of total sample)

How to Judge if Potential

Partner s a Good Fit 28%

Time/Effort Required to

0
Manage Partnership 26%

Developing/Building Trust
in Your Partner

18%

Finding Right Opportunities o
to Bid on Together 7%
Ensuring Partnership 0
Benefits Both Partners 17%
Solving Challenges/
Conflicts That Arise

17%

How to Price Project/
Getting Paid

©
X

Lack of Understanding of 0
Indigenous Culture 7%
. !\/Iaintamin.g Qpen 7%
Ongoing Communications
Locating/Finding
Potential Partners

(33}
xR

Other 11%

18%

Don't Know/No Answer

Q40. In your experience, what are the
main challenges involved in these types of
partnerships with other companies? (n=56)
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In your experience, what
are the main challenges
involved in these types of
partnerships with other
companies?

Government agendas are a
problem. Not honoring the
intentions of set asides and not
advocating for indigenous owned
companies... [Similarly,] mainstream
firms looking to partner with
Indigenous businesses, but not
having inventory or understanding
of indigenous companies. Financial
institutions are not willing to back
indigenous companies, due to the
lack of collateral mechanisms.

It's a David and Goliath relationship.
There is an unequal balance of
power when it comes to bigger
organizations, especially [when

working with] larger corporations.

[One of the main challenges is]
having a voice as an Indigenous
business owner [within the
partnership] and not just being a
token. [We want to] be an active
partner and not a fulfillment of the
bid or a requirement.



Ontario Aboriginal Procurement Program

Close to four in ten Indigenous businesses have heard of the
Ontario’ Aboriginal Procurement Program.

Over one third (36%) of Indigenous businesses in Ontario are aware
of the Ontario Aboriginal Procurement Program and one percent
have been awarded a contract through the Program.

Awareness is higher among businesses in the service industry (39%)
and natural resource/construction industries (52%) than those in

the secondary industries (16%). Awareness is also higher among
businesses most knowledgeable about government contracts (66%).

Despite some awareness of the APP, only 1% of Ontario
Indigenous businesses surveyed have been awarded a contract
through this program.

Awareness of and participation in Ontario’s Aboriginal
Procurement Program

AWARE OF @ unAWARE OF
PROGRAM PROGRAM
36% 64%

Q37. Before today, had you heard of Ontario’s Aboriginal
Procurement Program?
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Recommendations




The 2020 ABS report provides substantial insight into the progress that has
been made in Ontario’s Indigenous economy in recent years. As of January

2020, Indigenous businesses had a positive outlook and were optimistic about
the future. As in other years, attracting and retaining skilled employees,
access to universal high-speed internet, and reliance on personal financing has

remained a challenge. There appears to be sufficient capacity for Indigenous
businesses to compete for government contracts, although challenges related
to awareness and access are apparent. These findings must be considered
alongside the recent impacts of COVID-19 which will likely exacerbate current
challenges for Indigenous businesses. From the 2020 ABS findings, CCAB

recommends the following:

Build Awareness of
government opportunities

Given that Indigenous business capacity
appears to be present and growing in
Ontario, there are key points to address
for governments when working to support
Indigenous businesses. In particular,
government procurement opportunities -
where to find them, how to bid, and how to
meet the necessary requirements — remain
obstacles for Indigenous businesses. A
substantial proportion (61%) of Indigenous
businesses have never bid or looked into
bidding on government opportunities.
Additionally, government support at all
levels is most often seen as not relevant
to Indigenous businesses (federal 52%,
Ontario 64%). The findings in this report
indicate that improved communication

is needed and could greatly increase

the impact of government procurement
opportunities and programming.

Improving access, relevance, and connectivity
will be crucial to improving Indigenous
business participation in government supply
chains. Bringing together Indigenous
businesses, governments and the private
sector in local or regional networks would
be a useful first step in making this type

of information more widely available For
existing Indigenous procurement initiatives
such as the Ontario Aboriginal Procurement
Program, consider building a targeted
awareness and eligibility campaign to
improve awareness and participation.

This could include building internal
capacity through hiring for marketing and
communications, designating resources

for training and promotional materials, and
conducting market research to understand
avenues for communication as well as

the needs of Indigenous business in the
immediate future.

Promise and Prosperity: The 2020 Aboriginal Business Survey



All levels of government can work to improve
outreach to businesses on reserve. One
strategy could be to build relationships with
Chief and Council, Band Administration,
Economic Development Officers, Aboriginal
Economic Development Corporations and
other community leaders to disseminate

and publicize information for Indigenous
small businesses. Co-development is crucial.
Indigenous leaders and organizations

need to be involved in the creation and
dissemination of outreach tools, as they can
provide contextual guidance and support for
Indigenous procurement needs.

Develop Partnerships

Building bridges with other larger, successful
ventures (Indigenous or non-Indigenous)

is a key growth strategy for Indigenous
entrepreneurs. Not only can this provide
access to much-needed capital, but it is an
opportunity to take advantage of other forms
of collateral that can flow from partnerships,
such as training and experience, mentoring
and advice, equipment, physical location or
a skilled workforce. Joint ventures and other
partnerships also appear to help Indigenous
companies better access government
procurement opportunities: 70% of
companies that bid on government contracts
had participated in joint ventures, compared
to only 13% who hadn't bid.

With these benefits in mind, there would
be value in governments emphasizing
the value of joint ventures; brokering
relationships with other businesses
(Indigenous or not); and providing
resources to help curate and maintain
successful partnerships. Creating a better
understanding with both Indigenous

and non-Indigenous business on the
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benefits of joint ventures, such as through
presentations, promotional materials, or
webinars could help improve uptake. These
could also be used as opportunities to
provide resources on maintaining these
partnerships. Holding events or workshops
that focus on government procurement
and joint ventures could provide valuable
opportunities for Indigenous and non-
Indigenous businesses to network. These
could be industry-specific or contract-
opportunity based events.

CCAB's research and experience has shown that
Indigenous business owners value professional
—but not impersonal — relationships. Direct and
proactive engagement could serve to even the
playing field for Indigenous businesses who are
unfamiliar with IAQ's procurement processes.
Past research has shown that Indigenous
businesses prefer meeting in person or over the
phone, so events (in person or virtual) will likely
lead to better outcomes than email campaigns.

Events such as open houses and networking
opportunities may be an effective way

of soliciting tenders from Indigenous
businesses and fostering positive, long-
term commercial relationships. In person
events can provide IAO procurement staff
with opportunities to meet Indigenous
businesses directly, discuss potential
opportunities, explain the procurement
process, and create an environment for
dialogue between government, Indigenous
businesses, and industry partners.

IAO can consider inviting key stakeholders
and partners to facilitate partnerships, joint
ventures, and sub-contracting opportunities
for smaller Indigenous firms.



Simplify Access to Financing,
Funding Opportunities

Indigenous businesses continue to rely heavily
on personal savings (56%) rather than on

loans, equity or debt to start up their business,
although this reliance appears to be decreasing
over time. There appears to be an uptake in
federal loans/grants since 2013 (11%), but the
use of Ontario grants/loans has remained the
same, if not slightly declined over time from 6%
in 2013 to 5% in 2020.

Similar to past research, the data
demonstrates that Indigenous business
owners face several barriers, including
locating financing, government grants/
loans and funding opportunities, meeting
the lending requirements and knowing how
to properly complete difficult and complex
application forms. Efforts need to be made
by governments to ensure the standards
required to access funding are relevant
and achievable for Indigenous businesses,
and to support business owners with the
application process. This could include
reviewing and streamlining application
processes, providing a customer support
line, hosting workshops or webinars to
review programming.

Another way of improving access would be

to work with Indigenous organizations like
Economic Development Corporations and
financial institutions (including Aboriginal
Financial Institutions (AFls) and chartered
banks). These organizations often have
increased insight into the needs and capacity of
Indigenous businesses and could help connect
their clients or subsidiaries to appropriate
opportunities, or assist with applications.

Improving access to financing will be crucial

in levelling the playing field for Indigenous
businesses. At this point, there is limited data on
why businesses choose one form of financing
over another (i.e. chartered banks over AFls).
One option for the Government of Ontario
to support could include a collaborative
approach where there is support for the
options considered most important to
Indigenous businesses (personal (52%)

and business (47%) loans or lines of credit
from financial institutions), and brokering
connections between Indigenous businesses
and AFl’s or other less common sources.
Further research into financing Indigenous
businesses will be an important next step

in this process — understanding what
opportunities exist, which work best, and why
others are being underutilized.

Build IT infrastructure and capacity
for e-commerce

Infrastructure, particularly for IT and
communications, appears to be an important
factor in the results of this survey. 9% of
Indigenous businesses do not have internet,
and among businesses that do have internet,
19% say it is not adequate for their business
needs. Furthermore, a higher proportion of
Indigenous women (25%) report inadequate
internet, compared to men (7%). Given the
fact that many Indigenous businesses are
located on-reserve or in remote areas may
indicate an increased need for connectivity
to maintain and grow their business. These
needs will only increase from the impacts of
COVID-19, where working remotely and using
online services are becoming necessities

to maintaining daily business operations.
Indigenous businesses will likely suffer

more if they are unable to make the shift

to these new best-practices due to lack of
infrastructure or e-commerce skills.
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All levels of government can work to

improve internet access to more remote
communities or reserves. Finding ways to
create connections between communications
companies and Indigenous communities, or
to provide financial support IT infrastructure
projects in those regions would go a long
way to improving Indigenous business
prospects in the short- and long-term.

Additionally, finding other ways to assist
Indigenous businesses in adjusting to
working online will be an important factor.
Providing educational opportunities such as
webinars or workshops on e-commerce or
web design could go a long way in keeping
Indigenous businesses afloat during the worst
of the COVID-19 pandemic and are important
skills to build in the long term.

When approaching programming and funding, consider the
unique challenges of women-owned and band-owned businesses

Further government strategies should take into account the heightened
challenges faced by certain demographics within the Indigenous business
sector. Namely, women-owned and band-owned businesses. The 2020 ABS
data demonstrates clear differences in the obstacles and impact that these

types of organizations face.

This study indicates that women-owned businesses are less likely to turn

a profit than men-owned businesses (55% of women, compared to 63% of
men). They also rate access to financing (33%), access to equity and capital
(37%), internet and IT infrastructure (38%), other infrastructure (30%), and
geographic location (35%) as barriers more than men, showing that there are
significant challenges in terms of infrastructure and financing.

Band-owned businesses are also less likely than private businesses to
indicate a net profit in the past year (17%, compared to 67%), and much

more likely to break even (55%, compared to 20%). Their top obstacles are
reported at much higher rates than privately owned businesses - at least
50% of band-owned businesses rate government policy, access to financing,
and attracting employees as obstacles to growth. This may be due to a
much higher proportion of band-owned businesses being located on-reserve
(74%) compared to private businesses (35%).

Due to these findings, CCAB recommends that governments consider
strategic approaches to reduce inequalities between men- and women- owned
businesses, as well as band-owned and private businesses. This could come in
the form of further research to understand the intricacies of these difficulties,
or targeted programs that assist different types of businesses in the most
impactful ways.
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Appendix A: Methodology

These results are based on a telephone survey with 200 First Nations,

Inuit and Métis business owners in Ontario, conducted from January 20

to February 14, 2020. The margin of error for a sample of 200 is +/- 6.9
percentage points, 19 times in 20. The margin of error is greater for results
pertaining to subgroups of the total sample (e.g., business size or type).

Sample design

The primary methodological challenge in conducting this survey was
defining and locating a representative sample of Indigenous business
owners in Ontario. No single list exists with a record of all Indigenous
businesses in Ontario. The source of the sample was CCAB’s list of
Indigenous businesses. The list was initially developed in 2010 by
identifying and mining existing databases and/or lists for contact
information for Indigenous businesses and by networking with a range of
organizations to locate willing, qualified respondents; the list has been
regularly updated since that time.

Within this sample frame, businesses were screened to ensure they are
Indigenous-owned (i.e., 51% or more Indigenous ownership or control).
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To ensure the final sample is as representative of possible of the Indigenous
business population, 2011 National Household Survey (NHS) data were to
construct an ideal profile of this population based on Indigenous identity,
business type and size. Quotas were established for these characteristics and
interviewing was conducted with random selection from CCAB'’s sample list,
with the goal of “populating” all these cells until quotas were full. Ultimately,
however, the final sample under-represents the smallest Indigenous
businesses (i.e., unincorporated with no employees). Weighting was applied
to bring the sample closer in line with NHS data but was limited (maximum
weight of 3.6) to avoid data distortion.

It should also be noted that, in contrast to previous surveys, band-owned
businesses were eligible to participate in the current study (and comprise 14
percent of the total sample).

Questionnaire design

The questionnaire for this research was based on previous CCAB studies,
with some questions repeated and others added to properly address the
current research objectives. The questionnaire was designed to include both
structured questions, to obtain quantifiable information, and open-ended
questions, to capture greater depth and unprompted response to certain
types of questions. Input on the questionnaire design was solicited from the
Ontario government, although CCAB and Environics made the final decisions
about content.

Prior to the launch of the survey, the questionnaire was pilot tested with “live”
respondents. The pilot test consisted of interviews with a small sample of
participants, conducted in the same manner as for the full survey. No changes
to the questionnaire were required based on feedback from the pilot test.
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Data collection

Interviews were conducted by telephone from
central facilities in Ottawa using Computer-
Assisted Telephone Interviewing (CATI)
technology. Field supervisors were present

at all times to ensure accurate interviewing
and recording of responses. A minimum of

10 percent of each interviewer's work was
unobtrusively monitored for quality control.

All interviews were conducted in the
respondent’s official language of choice.

The average length of the interview was 17.5
minutes. A minimum of five calls were made to
each business selected into the sample before
classifying it as a “no answer.”

The survey was conducted in accordance

with the professional standards established

by the Canadian Research Insights Council,

as well as applicable federal legislation
(Personal Information Protection and Electronic
Documents Act, or PIPEDA). The survey

was registered under the CRIC's Research
Registration System, which permits the public to
verify a survey call, inform themselves about the
industry and/or register a complaint.

Completion results

The effective response rate for the survey is 17
percent. The response rate is calculated as the
number of responding participants (completed
interviews, disqualifications and over-quota
participants — 939), divided by unresolved
numbers (busy, no answer — 1,424) plus non-
responding households or individuals (refusals,
language barrier, missed call backs — 1,234) plus
responding participants (457) [R/(U+IS+R)]. The
disposition of all dialled sample is presented in
the following table.

Total Sample Dialled 3647
Unresolved Numbers (U) 939
Busy 12
No Answer 167
Answering Machine/Voicemail 760
Resolved Numbers (Total Minus Unresolved) 2708
Out Of Scope (Invalid/Non-Eligible) 1017
Non-Business 188
Not-In-Service 774
Fax/Modem 55
In Scope Non-Responding (Is) 1234
Refusals — Other Than Respondent (E.g., 391
Gatekeeper)

Refusals — Respondent 319
Language Barrier 4
Callback Missed/Respondent Not Available 243
Break-Offs (Interview Not Completed) 277
In Scope Responding (R) 457
Disqualified 156
Quota Filled 101
Completed 200
RESPONSE RATE [R/ (U + IS + R)] 17%
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Respondent profile

The table below presents a profile of the final weighted
sample of Indigenous business owners, by both personal
and business characteristics.

%

%

IDENTITY TYPE OF BUSINESS

Métis 58 Sole proprietorship 50
First Nations 42 Corporation "
Inuit 0 Partnership 31

Other 7

GENDER SIZE OF BUSINESS

Male 57 No employees 65
Female 43 Employees 35
AGE SECTOR

Under 45 12 Service 63
45-54 20 Secondary 23
55 or over 62 Construction 6
Refused/no answer 6 Primary 7
ANNUAL SALES REVENUES YEAR ESTABLISHED

Less than $25,000 16 Over 15 years (prior to 2005) 60
$25,000 — less than $100,000 20 6-15 years (2005 - 2014) 26
$100,000 - less than $500,000 14 Past 5 years (2015 - 2020) 13
$500,000 or more 17

Refused/no answer 33
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