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Abstract

This thesis explores niche strategies and-istéind, targeted locally owned, small scale
manufacturing companies, and examines the pdaticopportunities and challenges of doing
business on Prince Edward Island (P.E.l.) by case studies of two island companies: Fellow
Earthlings and Island Abbey Foods Ltd. The entrepreneurs of these two companies have
maximized the opportunities and mmmized the economic challenges of doing business on the
island. The study discusses economic challenges, such as the small scale island market,
diseconomies of cale, andtransportation costdor off-island Also discussed are the
opportunities of doing usiness on Prince Edward Island, such as being adjacent to the large U.S.
market, the reduction of tariffs and duties to the U.S.A., the existing local support organizations,

the cohesive relationship among the islanders, and the high epfalify on PE.l. The results

show that Fellow Earthlings entr epreneurs found their ni ch
countries and worked towards this market, creating handmade andtorader sunglasses as
niche product s. | sl and AhceivwedtheRdeafdr & nidth¢ mpladics e n't
making dehydrated honey, for which special technologies were necessary, and when the
innovative products materialized, the company had both niche products and a unique technology.
The case studies suggest that hgitight products or reducing the weight of products whilst
manufacturing on the Island may be advantageous when crossing the Confederation Bridge and
off islanding by air.  Developing epartnerships with other companies which hauailar
socioeconomic émographic customer markets would also be a valid strategy to expand niche

markets for Island entrepreneurs.
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1. Introduction

On anordinary summer aftaoon in Charlottetown, Prince Edward Island (P.ElLlWas

on my wayback homdor the day,having finished my classeshen| noticedtwo boys witha

questionnairen front of my apartmeninterviewinga manwith a dog. | could notesistasking

the bo y snéther who was standing nearbwhat the boyswere doing. Sherepliedthat they

were doing a school project centreprenewship and were interviewingpeoplein order to

research opinions aifeir new petfood and suppliebusiness | wasimmediatey reminded of

anotherboy who had grownup on this island. HisamewasJohnRoweand he had grown up

to establishisland Abbey Foods Ltdwhich manufactures dehydrated honey candies and exports

products internationally from P.E.l John Roweand entrepeneurs like himare the reason |

came toP.E.l, in the first placeto stug the opportunities and challergyéacing small island

businesss

Canada smallest provinceRrince Edward Islands locatedin the Gulf of St Lawrence

and hasa total land area 0of5,656 squar&ilometres measuring 280 kilometres frofip to tip

(Government of Canada, 200B;E.I. Statistics Bureau, 2015a,4y.Prince Edwardsland facts,

2016 para. . The ptal population oP.E.l.was146,283 in 2014with the numberremaining

steadilyaround 136,00Grom 1996 to 2001 Snce then the population has been increasing

from 2008 to 2011lreached 144,000 in 201Mainly because ointernational migrationRK.E.I.



Statistics Bureau, 2015a, p. 4; P.E.l. Statistics Bureau, 20i58). Amongthe 146,000

population,thosewho were born andrew up on Prince Edward Islan@ffectionatelycall their

island thed | s | ainTdhée lepfeP&Imstill call themselve§ | s| ander sabécapwaghbk |

(Royle,1999,p. 253). In Chaper 3 and 4of this thesisl will discuss P.E.I. entrepreneuro

grewupon the o6l sland, 8 and &1 sraan dhda veen dhesé | ussl ea n'

chapters. ldwever, this thesis alsadiscuses other islandsin the world in order to offer

comparsors with P.E.l. and for thatreason| will usethe termsd t h e andd tamed 6i s | and «

throughout thighesisto refer to all islands and islanders, and not exclusively to P.E.I.

The rominal GDPof P.E.l.is CAN$6,003 million the lowest figure amanall Canadian

provinces(P.E.l. Statistics BureaDepartment of Financesconomics,Statistics and Federal

FiscalRelations 2015, p. 1). The latestProvince of Prince Edward Island Forirst Annual

Statistical Review 201lihdicategshatmanufacturig is one of the leading growth secon P.E.I.

(up by CAD$38.2 million (P.E.l. Statistics Bureau, Department of Finance, 2015a, p. 7).

Other statisticsshow 11,000 P.E.l. inhabitantsere engaged in wholesale and retail trade,

followed by health careand social assistance (9,900), manufacturing (6,000) and accommodation

and foal services (6,000)(Government of CanadaStatistics Canada, 2046 The

unemployment ratero P.E.I. in 2015 wad0.5%, higher thathe Canadian averagef 6.9%



(Government of @nada, Statistics Canada, 2016bjtatistics show that average weekly

earnings werehe lowest among all Canadian provinces and territories from 2011 to 2015

(Government of Canada, Statistics Canada, 2016d)e mainexport country forP.E.l. is the

U.SA. and records show that this trend has el@nged since 2005.The top six international

export products from P.E.l. were frozen food manufacturing, seafood product preparation, engine

and turbine equipment, aerospace prosluamd parts, vegetable and loe farming, and

pharmaceutical and medigaloducts(P.E.I. Statistics Bureau, Department of Finance, 2015a, p.

66).

Amongthe mostfamous agricliural and fishery productsn P.E.l.are potatoes, lobsters,

and musselgFisheries and Oceans Canada, 0Bovernment of Canada, Agriculture and

Agri-Food Canada, 2015; Llink Consulting Coep al., 2013, p. 18 During summer, both

tourists and islanderappreciateisland brandd cuisines,enjoying the smell antaste of local

potato chips oof melted buter on potatoes, mussels, and lobsterhéislandrestaurantswith

the bustle and voicesf fellow visitorsall around them For dessert, thepnayt ry t he i sl a

famousice creams, standing in long lines in front of Cows-daceam shops, where théose

assistants bake waffl e coicees edmr i wliCOmwsrnc@dwas c

Creamg 2006 p. 1). The sweet smell of freshiiyaked waffle cones fills the air and, if tourists



sit on one of the many benches, holding tiegrcream theycan enjoy the crisp smell of the sea
while they savour their treats.

In Charlotetown(population 34,560 in 2014dhe capital of P.E.lnumerouscarsmay be
seenduring summemwith number plate from Nova Scéia, New Brunswick, OntarioQuebec
andother provincesacross Canada, as well as frdme U.S.A. Most ofthetouristswho cometo
P.E.l. arefrom other provinces irCanada (87.7%)yvith American visitors making up the next
largest numbe(7.7%) followed by other international tourssfrom aroum the world(4.6%)
(P.E.l. Department of Economic Developmeawtd Tourism 2014,p. 4. These touristsnay
come via Confederation Bridgehe ferry', or cruise shig, with many alsoflying in through
Charlottetown airport

Alongsidethe manyt o u r dars lbcaldvehiclesalso park on the streetwith license
plates declaring their homethe A Bi rt hpl ace @ fillust@tog Previdce nrbaitei o n
National Historic Site of Canagda historic landmark of P.E,lwherethe famous Confederation
Confereme was held in 1864Moore, 1997, p. 50Baldacchino& Spears 2007, p. 47;
Baldacchino, 201&) p. 383. Throughout the tourist seasonsorsedrawn carriage carry

guides and visitors clip-clopping around thedowntown area of theity, further enhancingthe

! There are twseasonal ferries on P.E.I. One is frévood Island, P.E.l. to CaribouNova Scotia and the other is
from Souris, P.E.I. to the Magdalen Islandsglec.



historical image of Charlottetown To promotethis image,gentlemen in top hatand ladies
wearing bustles and wiespread skirtstroll in front of Province Housén period costumeof the
mid-19th centurysome of thesso-calledi Co n f e d e re a tsnaa scenbslbafgre the steps
of Province House andill are an eyecatcling symbol o f Charl ott eTheownds
Confederation Players anlkdorsedrawn carriages arelementsof an operair museum an
external per s onsrichhstay ilnneed, B.EIL sh e nies lodgettldng i c ul
touristd d e s & in Gamdda (bBlennesseyal, 2014 p. 18, p. 2%

From Charlottetown to Cavendisbn the way to the popular tourists destinasiam
P.E.l.,such asGreen Gables Heritage Placedahe Anne of Green Gablesluseum(Devereux,
2001, p. 13)touristsbeholdred soil,lime greenfields, dark green wood$akes,and countless
ponds, streams, and riversUp and dowrthe roacs are the characteristit Ro | | isnand Hi | |
one of P.E.1.6 sompanies, Island Abbey Foodl$d., uses this characteristiamage of red soil,
green felds, and blue sks as a motif fortheir company logo(i Wel come t o | sl an
Food§! &2016 n.p). This representative landscape of rollini hcan be seen allver the
island Being surrounded bthesesplendidlandscaps can beone of theadvantags of doing
business on P.E.I.

Other excellent benefits and circumstances for establishibgsiness on P.E.l. may



include the affordable rents, the low crime raad the fresh clean aiall of which will be
discused laterin Chapter 2. In a sde environment, inhabitant&urists andentrepreneurare
doubly blessed withthe pureclean airof the island evidencedoy the clearburning redglow of
the sky at somset Fellow Earthlings, a sunglass compabgsed on P.E,Lis continually
updating thesgictures of thasland landscapes vsocial media. From themanywindows of
Fellow Earthling® new workshop views of the island extend with only a short walk to
heartwarming senes of sea, samahd clear skiewheren a t u r e Oheab thefatigues pfany
day.

After theleaveson the islandreesturnred or yellow,and withautumnin its maturity the
tourist seasorends 1,332,200tourists came to the isdnd in 2014 (P.E.l. Department of
Economic Development and@iourism, 208, personal communicatipnmost caning in the
summermontli from Canada By (July 1st) to Laboubay (first Monday in Septembér)a
very short seasor{Armstrong, 2007, p. 214 Novaczek 2015, p. 142 Becausetourism,
fishing, and agriculture industries on P.E.I. are seasonal (Carroll, 2000, qur®g the winter,
lobsterfisherscan do little bufix their nets traps, and vesse(B.E.I. Department of Agriculture,
Fisheries and Auaculture,2016 p. 2 and potato farms are ceved by snowthe s | anddés

economyhas become less dependent on fisheries and agriculture in the last decade (Service



Canada, 2014, p. 13) Yearround new industrieare necessary for the island.This isone of

the reasons whygase studies of twmanufacturingcompanieon P.E.I, Fellow Earthlings and

Island Abbey Foosl Ltd., are discussed in this paperFellow Earthlings is a hanthde

madeto-order sunglassnandacturing company which targetsche market and makes unique

eyewear Island Abbey Foodktd. is a manufacturing comparnwhich hasdeveloped ainique

technology to dehydrate honey into solid cgkend which isalso includedin the bioscience

clusteron P.E.I.(APEI Bioscience clusteruo companéso 2016, para. 8 The gvernment of

P.E.l. identified four innovative sectors as important prospective industri@sscience,

information technology, aerospace, and renewable en8agyi¢e Canada, 2014, p.)18

Despite theauspiciousatmospherend surrounding for companieon P.E.l.,one of the

challenges obperaing abusinesdereis the small size oftheislandmarket. Whether girls or

boys such as those #te beginning of this introductiotry to find business chansen PE.l., or

stucents who graduate fromigh schoolsand/oruniversities,as well asadults who are either

islanders or immigrantshould choose thentrepreneurial patbf establising a companyn the

island they will be faced wittdifficulties peculiar tomanyislands, such asiow to deal withthe

small market size of aisland

The purpose of this study is to explore hemallsize entrepreneurial companiesith



fewer than 100 employeesin P.E.l.cope with the opportunities and the particular ecaico
challengesspecific to theisland. This thesis will focus on how the two island companies,
Fellow Earthlings andsland Abbey Foods Ltd., utilizéhe opportunitiesand minimizethe
challenges that exist on the small islandl'he research presented in this thedierids to identify
the opportunities and economic challenges particaaP.E.l., and to propose suggessidiy
focusing on exportand niche sategiesas exemplified on P.E.I

Research on the nature, openings and challenges of smalllislaed busiesses, with
special attention given to the island environment as enabler or inhibitor of economic opportunity,
is still in its infancy. This thesis hopes to contribute to this research and address some of the
gaps that exist in our understanding of holandbased businesses can develop suitable niche
strategies with respect to both produ@nd markét and thus providesatisfaction to their
discerning clients, fulfilment to their founders, added value to their investors, and decent
livelihoods to their mployees.

This thesis will proceed as followsThe rext section Chapter 2, details theesearch
question, followed by aefinition of entrepreneurs, challenges and opportunities of doing
business on the island. Subsequent parts of Chapter 2 classifgpecific challenges and

opportunitieson P.E.I. througha literature review of several islands. Chapter 2 also gives



reasons for choosirtg undertakease studies on theo P.E.l. companies, Fellow Earthlings and

Island Abbey Foodktd., followed bya discussion of theignificance and originality of this study

and the methodology Based on definitions foChapte 2, both Chapter 3 and Chapter 4

incorporatecase studies of Fellow Earthlings and Island Abbey Fatdisrespectively. These

two chaptes explorehow the entrepreneurs dfellow Earthlings and Island Abbey Foods Ltd.

found niche markets angiche products, how they curtdl the economic challenges dbing

business on the island ahdw theyexploitedthe opportunities. Chapter 5 then>gands on a

discussion of the findings from tlvase studiedeading to concluding remarks in Chapter 6



10

2. Research QuestionsLiterature Review, and Methodology

The purpose of this chaptertis clarify thedefinition of the followingkey words inthis

thesis: entrepreneurs,challenges andopportunities for small island entrepreneurs brand

consolidation, off-island and expost niche strategies This clarification will occur in

conjunction with andthrough the literature review. He chapter will then discuss the

significanceof this researcland explainthe distinctiveness of thistudy. The last pastof this

chaptemwill discusghe methodologyof the thesis

2.1. Research Questions

The targeted companies imy case studies angexport oriented, lcally owned, small

scale manufacturing finsd ( Bal d a c ¢ Wwhicm makeprbdd@sOthat are not strongly

connectedwith or representativeof a P.E.I. brand they arenot workng brand consolidation

companies | will examinethe particular oppaunities and challenges of operatisgall

businessson P.E.l. by exploring the strategig®® entrepreneurs of my targeimpaniesfellow

Earthlings and Island Abbey Foot&l., haveadopedto utilize the opportunities and minimize

the economic challenges othe island The key to this study ishow theseentrepreneurs
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promote and seltheir producs off the islandand how they have discoveredfective niche

strategies When discussing niche strategies for conducting a successful busbossallon

P.E.L, this thesidocuseson (1) targeting niche market§2) creating niche product§3) offering

madeto-order service, ah(4) having a speciakchnology which no other company in the world

has(hameda duinique technology i n t h iFem myhsaudyend ifs findings, | also intend

to propose ertain requirements and suggestidios dealing with the specific challenges

associate with small island businesses.

2.2. Definition of Entrepreneurs

| define an entrepreneur as an innovative person who hadigtstdba companwandbr

contributed to the performance of an existing busing@gserson who as Statt (2004) nofes i s k s

his or her judgment in a search for profit fr

In additionto risk-taking important featuresof entrepreneursnclude establising companies

and/or contributingo the performance of an existing business wellas exhibitinga marked

degree ofinnovation. Pet er Drucker (1985) cl ai ms Al nno\

ent r e p rbruckern) ¥9850p. 19). One of the most widelysed definitions ofnnovation

comes from Joseph A. The Mhearypoé EcenoniicsDewelbpmens Arc b o ¢
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Inquiry into Profits, Capital, Credit, Interest, and the Business C{t@12 1961). Hedefines

innovation(originally called new combinatigras follows (Schumpeter, 1961, p. 66):

The introduction of a new product

The introduction of a new method of production

The opening of a new market

The development of a new source and supply of ratenias
The implementation of a new organization

a s v

The details willbe discussedn later chaptes; but each of the fourels of Fellow
Earthlings andsland Abbey Foods Ltdcreated new products in the world and also opening a

new market and that is theason | calthem entrepreneurs in this study

2.3 Challenges andOpportunities of Small Islands
This section attempt® clarify the nature of these challenges and opportunitiassmall
island settingthrough aliterature scanof past and present stedi and analyses.There are
several academic articles argpresentative books about island entreprenedrke frst part of
this section analyzethe latter, beginning witla classic book orisland entreprenesr Island
Entrepreneurs: Problems and Perfoances in the PacififFairbairn,1988), which | discusgo

clarify the peculiarchallenges and opportunitiesy P.E.l in comparisa with Pacific Islands
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Following this discussiorReal Stories of SmalluBinessSuccessinsights from Five European

Island Regions(Baldacchino & Bonnici2005)is examined in relation tthe sectiondealing with

expors. Then,a morerecent bookEntreprenewship in Small Island States anceffitories

(Baldacchino2015)is surveyedn relation to related niche strategies

2.3.1.Challenges and Opportunities ofDoing Business on the Island: Similarities and
Dissimilarities between Pacific Islands and P.E.I.

Island Entrepreneurs: Problems andeformances in the Pacifieedited byFairbairn

discussesif acs§ contri buting to success or failure

1988, p. 11). This bookonducts dull scalefield research o$maltscale indigenous business

on Pacific islandsincludingFiji, the Cook IslandsSamoathe Marshalllslands, the Kingdom of

Tonga, and Papua New Guinea Later in this section| discuss theconsiderabledifferences

betwesn Pacific Islands and P.E.which includethe differences between developing countries

anddeveloped countries, remote islaragl peripheraislands(McFerran & Royle, 2007, p. 187;

MacDonald, 2000, p. 132as well aghe time frames obefore 1988 andhe present. Despite

these disparitiesBaldacchino points out th@tt he i nvestigation of extr

scenarioscamafc i | it ate a betteri ng Balddcehms 20@hpd93n g o f

in addition,the research ithis bookis valuablebecausdsland Entrepreneurs the startingpoint
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for studying about island entreprenewnsd the purpose of this seoti is to extractfactors

contributing to the challenges and opportunities inherenisland businessy comparing

fiextreme and opposite case scenavissch as thabetweerP.E.l. and the Pacific islands.

In considering this researchisdimilarities béween P.E.land the Pacific islandarethe

following. Frstly, Island Entrepreneursocuses on devdoping countriesand thisis different

from P.E.l.,which isa povince ina developed countryand a subnational island jurisdiction

(SNI1J) (Baldacching 2006, p.867;Baldacchino & Milne, 2006, p. 49@. 492 Randall, 2015, p.

114). Seconty, the geographical remotess from largenarkets differs most of the Pacific

islands ardocatedaway from largenarketswhereasP.E.l. isclose to the large).S. marketand

connected to@ther povinces by a bridgeg(discuss beloyv  Thirdly, certainpeculiaritiesspecific

to the Pacific islandsaarementioredin this book which includesit he tr adi ti onal

clan in Fijian Sd5),thelang systeaddtiaditiengl chielsta®iBSamoa .

the Marshall Islandsand TongdCroulet, 1988, p. 79-80; Carroll, 1988, p. 114117, Ritterbush,

1988, p. 142, andthe Pacific islandhierarchystatusbased on birth and traditional land syste

(Ritterbush, 1988p. 156) and none of these conditions exasin P.E.I Fourthly,theb o o k 6 s

field research, which includes widely conducted intensive interviews with the various above

mentioned island entreprenewnsd government officersvas starté in 1984, before the impact
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and extensive influence of thaternet. The influence of thenternet on business will be

discussed in Chapters 3 to 5 of this thesislthough, research on the Pacific islands reveals a

lack inresearch and developmentisgities (Fairbairn, 1988, p. 9) aradackin business advisory

assistance (Croulet, 1988, p. 81; Carroll, 1988, p.,1B8%e conditions are presem PE.I. and

theywill be discussethter in this chapter

Despitethe dissimilarities, significant similarities also existbetween P.E.l.the Pacific

islands and other small islands These include¢he small domestic marke{@&airbairn, 1988p.

8; Carroll, 1988, p. 122p. 133 Ritterbush, 1988, p. 13&nd thesmall size of suchdomestic

markets causelimitations in domestic competition(Armstrong & Read, 1998, p. 56/}the

particular difficulty of bulk purchasing for small business ownéksailey, 1988, p.47)and

limited natural resourceCarroll, 1988, p. 133Rittterbush, 1988, p. 148IcFerran &Royle,

2007, p. 18y. Other similarities between entrepreneurs are the numb@rsoma | | in si z:

fami |l y bas gkhitairn, 1388, p. d)sssiceessful entrepreneurs being involvedria

than one business or economic actifegirbairn, 88, p 62, p. 74; Croulet, 198%. 80), and

that many successful entrepreneurs badrseas experiencéaving worked overseabaving

studied abroad, or having world travel experiences (Fairbairn, 1988, p. 64; Croulet, 1988, p. 86;

Ritterbush, 1988, p. 154).Transportation issuesclude limitations in regular overseas shipping
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and flight, and high freight ratg&airbairn, 1988, p. §7. 74 p. 272 Haddow, 201pandthe

inadequate infrastructure (Carroll, 1988, p. 122)ith regards tdransportation isses on small

islands, scholars point ousland transportation problems ascluding the unsatisfactory,

infrequent and unreliable shipping and transportatemnices (Sejersen, 2007, p. 2Ghd how

high transportation costs cause high price of produktsakis, 2010, p. 438) From the

research on commoditgrice differences between the Isle of Man and the United Kingdom,

Armstrong et al. (1993point out how island transportatiomeed extra costs for packing,

insurance, and damage in transit betweeridlamd and the mainland (p. 315) aheése matter

led to a higheprice on the island; they claimsland transportatioissues ashigher stockholding

costs, failure to exploit economies of scadmd restricted competition (p. 317)Particular

transport#ion issues on P.E.I. wibeaddressdlater in this section (2.3.3.)

The following section will discuss how entrepreneurs on P.E.l. deakkéithallenges of

a small domestic market and the lack of economies of sealevell asdefining the naturef

these challenges.

2.3.2. Economic Vulnerabilities or Economic Challenges

In this thesis, | useeconomicochal | enged not 0 leecaase same c

v ul
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island entrepreneunsidependentlyovercome drawback#/hen they manage businesn an

islandandare able t@avoiddifficulties or minimizethemthrough theirefforts. | will discussthe

detailslater in this sectioandwhen discussinthe case studies

Literature suggests severacademic terms of difficulty of doing business istands

Streeten (1993p. 197 addresssthe difficulties of doing business on islands what he calls

6drawbacks®d osrd  Hriguglis adefwnes nthese g @ifficulte s as 6econor

vulnerabilitie®and thisterm appearsn his 1995article i S ma | | Devedopireg rbthtes and

Their Economic Vulnerabilities,andis currentlywidely in use withisland scholars. Briguglio

detailssmall island developing states s pe ci al s a$ ecoromiv \windrabilgiesased

upon (1) small size, (2) insularity andemoteness, (3) proneness to natural disasters, (4)

environmental factors, and (5) other facimsch ashigh degreeof dependence oremittance

and donor countries, brain drain, and social uphe@aguglio, 1995, pp. 161:4618. Like

Island Entrepeneurs (Fairbairn, 1988),Briguglio also targets his study on small island

0devel oping6 stamalkiss.| anBés ausszeaBliguglioatlant ghati n

small islams haveimited natural resourcedijfficulties exploiing the advantage afconomies of

scale and because smaikss insize does not support a large number of firms producing a similar
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product, industries are occupied by oligopolfstiz monopolistic companies, institutisnor
organizatios (Briguglio, 1995, p. 16161617).

Briguglioods smahy ssbhbhads deee ity cands ad v an
remoteress. Remoteness is not distanitem other land massés.g., P.E.I. tdNew Brunswick)
butthe accessible and practichstance from largenarkes (e.g., P.E.I. tdNew York) (Briguglio,
1995, p. 162 and the kibmete distance from marginalistricts to the major export
hubs/market (Gries etal., 2009 p.521). P.E.l, however, is notemotefrom but ratheradjacent
to largemarkes, which isan advantage fothe island (see next section, 2.3.3)Despite this
characteristicBriguglio pointstot he ef f ect s of an islandds i ns.i
uncertainteof suppl vy, such as Atime delays and wunr
1995, p. 1&7) also appliedo thewinter season oR.E.l Di f f erent from Bri gu:
researchon islands wherethe transportation isnainly by air or sea, P.E.l. is connected ttoe
mainland by &ridge; aspite thishowever,Confederation Bridge can lmosed due tstrong
winds, heavy snow, or storms which caudelays or stogs in delivery and transportation

Thereforetime delays andeasonablenreiability in transport service dalsoapply to P.E.lat

2 An oligopolistic market is defined as a market or industry dominated by a smathenwf manufactures and retail

stores
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some poird in the year

Br i g u gild and fosrth factas characterizing economic vulnerabilities gr®neness

to natural disasters and environmental fact@i® explainedby the factthat small island

developing states are more vulneratiien larger state® natural disasters, such as hzanes,

typhoons, earthquakes, landsgs, erosionge.g., Day, 2010;Farbotko, 2018, 2010b Gillian,

1997 Mimura & Pelesikoti, 1997Richardson, 1983. 8 p. 173 Singh et al., 2001Srinivasan,

1986 p. 212). Unlike on tropical islandsyphoonsdo not happeron P.E.|, although P.E.I. is

vulnerable tosuch natual disasters as$wurricanes,erosion along the coastlinestorns, and

flooding(R Envi r onment : S hlaodingd201b,@are® osi on and f

The purpose oBr i g u gfudywasdte create comparative standard of vulnerability

among small island developing sta{&DS) and the resulis avulnerability index via which he

tried to measure thdegreeto whicheachsmall island developing stais vulnerable to risks and

economic shock&riguglio & Kisanga, 2004

The reason | donot usethe term Geconomic vulnerability in this thesis is that

vulnerability suggestsid e eées s nes s, insecurity and exposu

(Chambers, 2006, p. 38Vhelan et al.2006, p. 98 | concedethat most countries and small

islands are vulnerableo natural disasters as well &s externaleconomicchanges, such as
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fluctuatiors of currency(Armstrong &Read, 2002 p. 8. However| use the term challgyes,
not economic vulnerabilitis becausesland entrepreneursiake independent, not defensive,
decisiors and actiors. Island entrepreneurs cavercome minimize, and/or avoidspecific
difficulties throughtheir own efforts They are neither passive nor defenselessnessalat
active businesspersen For these reasons) this thesis| will refer to the disadvantages that
they face as drawbacks and teeonomic vulnerabilities of small island a s 6chall en
(Baldacchino & Pleijel, 2010, p. 8@ndwill provide concrete instansghrough the examination
of specific P.E.Icase studies

Despitethesechallenges, small islands also have opportuniti&aldacchinopoints out
that #Avulnerabilities are not necessarily han
spectacl a r growt ho (Baldacchino, 2000, p . 67) .
have the same range of per capita incomes as
concl ude, ismall states areodo evetnhainr ilcdhrege amto
(Easterly &Kraay, 2000, pp. 2032015). Armstrong et al. emphasizbat small size $ not a
systematic disadvantage economic performance (Armstrong et al., 1998, p; &dvrhstrong &
Read, 2006, p. §3 While Fairbairnattemptsto addressopportunitiesin Island Entrepreneurs

by researchingeveral successful companiestive Pacific islandshe doesnot provide clearly
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indicatorsof opportunities orsmall islandsonly describinggeneral characteristics of sucdess

entrepreneutrssuch asthose who arehighly motivated, well educated, with family financial

support,close connected community, and haviowgrseas experiencéSairbairn, 1988, pp.-8,

p. 279. This thesis intenslto clarify the opportunitiesthat existon P.E.l.and both these

opportunitiesand the challengewediscusgdin successiveectiors andthrough casstudies and

discussios (Chapter 3 to b

2.3.3.Challengesand Opportunities on P.E.I.

Beforethis discussionit is necessary testablisha workingdefinition of islanchessand

smallness Baldacchino defines an islandasibi ophysi c al body of | and

that makes it naturally and visually distinct from any other lardsge s 6 ( Bal dacchi no

57). Smalldoes not refer tan islad dand areat he pr i mary me gizeimthis of ar

studyis its population, and a secondary measure is GNP (Srinivasan, 1986, p. PO&yeason

for usingthe population of amall island is that population@ii nsi ght fihd]s proxy f

ofa f d @ere.dot a l l abour f & Read @003, A 10D)sThertaiatsige of a

population whichmay bedefinad assmadl is one million (TheUnited Nations, 2000)r up to1.5

million (CommonwealthSecretarigt 1998 p. 2. Taking these conditions and figures into
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consideration | will define a small island ashavingless thanone million populationbecause

A[t] he most c o mmo n nthppulatiom afrnkt mores thaa onmmikiomnd d e

(Baldacchino, 1998, p. 27@aldacchino, 201& p. 1) and P.E.l. falls intathis small island

category

P.E.l faces several challengesdning business on thelasdwhich arecommon tasmall

islands in general In this thesid focuson the small market size anithe diseconomies of scale

which areamong themost notableommon factorghallengingsmall islandswhether or not they

are developing or developg@atisdictions | will now elaborate in more detail ohéchallenges

common to small islandsshich also apply to P.E:I.

Challenges ofDoing Business on P.E.I.

1. Small-Scaleand Limited M arkets

Small domestic market size is the most common economic challenge for small islands

(Armstrong & Read, 2000, p. 28Tamara, 2006, p. 395Becausethe definition of what

constitutessmall islandsis based on populatiofit, seems logicathat the market size of small

islands issmallscaleandfi i mi (Ba&lacchino &Fairbairn, 2006, p. 331and this isapplied to

P.E.l.(Randall, 2015, p. 131
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The limitation of small islands markets is an sdecause small market size does not

allow for many companies in the same industries on P.E.l. | offer two personal observations,

having lived on P.E.I. for almost three years in an apartment where halfthleitantsare

immigrants When | came to P.E.in 2013 | was surprised to see several empty and derelict

Chinese restaurants on the street. Chinese immigrants came to P.E.l. with dreams of new

opportunities, and most dfie new immigrant tenants in my apaent were very excited when

theyarrived on P.E.Il. Some of them opened shops or restaurants; however, the small population

on P.E.I was unable to suppotbo manyethnic restaurants. Their lack of success was mainly

due to the modest population on the island, but it is also necessary tatatitetprices on the

menus of Chinese restaurants on P.E.l. are high compared to those in China; therefore, Chinese

immigrants choose not to go to restaurants frequently, and, insteackcddookthemselves.

Furthermore, the Canadian population, in gelnel@es not tend to favour frequenting Chinese

restaurants, and, with the market size on the island being small, if several Chinese restaurants

exist, this willcause arexcess of supply over demand, and through a process of survival of the

fittest, some @Ginese restaurantdose downand others survive. Several Chinese immigrants

havechosen other wayof survival: exemplifiedby a new orgait natural foodsa Chinaware

shop, andh Chinesé shildren bookreadingspace opened at the corner of Universiweue and
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Connolly Street in 2016.

Another example of small markets on P.E.Il. is in the number of Asian grocery stores.
According to an observation by a B&B owner in Charlottetown, there were two Asian grocery
stores in Charlottetown until 2011 (AppR011). Then, several successors entered this business
in the city and, from a personal count, there were five Asian grocery stores By 20iGen the
newest large Asian grocery store opened in 2015 just in front of Holland College, most of the
customersvere the same people who shopped at the other four Asias sall Asian stores tried
commoditydifferentiation; howevermostsell the same itemgoming from Toronto. Despite
the number of Chinese immigrants having increased, there is a risk thatntier of grocery
stores (supply) may eclipse the number of customers (demand) on the small island. In addition,
it is necessary to add that when one pioneer achieves success in an area of business, then others
follow to enter into the same category afstmess (Beamish, 1991, p. 3)This can cause over

competition within a smakcale island market.

2. Diseconomiesf Scale

3 These are five Chineggocery stores in Charlottetown in 2016Theseare Chinese Grocery Store, Global
Supermarket, Asian Food Store in CharlottetpRilippines & South Asian Food & Grocery Inc., and Top Fresh
Asian Food Market.
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Economi es of scal e 1is defined as fifeconomicC

process (such as production or sales)andorn a | a

fithe advantages resulting from a large, as opposed small, scat of operation in an

organization. They include lower unit costs,greater purchasing power by buying lulk,

opportunities f orStattt 2084, m i44).in sunnedonosnies ob scale iy a

condition by which mass purchasingf raw materials massproduction, andnassmarketing

(volume sales)andprice of productdend to bemore profitable than small scalgroduction and

sales

On small islands, thisnass sellingin the domestic market isiot easydue to small

population size For example the population of P.E.lwas about 140,006n 2014 (P.E.I

Statistic Bureau, 2013, 25; P.E.l. Statistics Bureau, 204.5p.4), which means thaeven if a

company on P.E.l. manufactures 140,000dpcts per day, the company magt sell enough

goodson the islandto warrant the cost of making these productBo make comodities,

business owners mugay fixed costs (e.g., rent, g@s, and electricity that thgay regardless of

sales volumeas well asvariable costsvhich are influenced bghe salesvolume(e.g.,the cost of

materials)(Polese &Shearmur, 2002, p. 25 If the demand for thenumber of poducts is not

sufficient the revenue and profit will be insufficient to méetfixed and variable cost
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Massproductioneffectivelycompensatefor fixed and variable costs, hiéithe volume of

production is lesgshe manufacturers must stilaythese costand this meankess profitper item

soldthanin mass productiommeaning that economies of scale aot effective As Armstrong

and Red state in small market economies, tied o me st i ¢ demand i s i nsuf

mi ni mum scale necessandthisimeaneffhatentheownpat ¢

production of many goods and (Amstrong &Read, 2008, hi gh

p. 103) In other worg, thefi hi glunpér cost s o fuglip,rle08, p.cc08m N o6 ( B

islandsis caused by diseconomies of scale wbempared tanassproduced goods

Thesesmall marketsituatiors arecharactristic of ineffective economie®f scale an

Aabsence of economies of ,acdlen {(iBhédmekcat nhoe

economies of scabe(Baldacchino, 201§ p. 62, also referred to aa fidiseconomies of scate

(Fischer &Encontre, 1998, ¥2)orwherefif ew economi es ®(Royls t989, @ ar e

242). Although many scholarsefer toineffective economies of scali different terms| will

usethe termidiseconomies of scale

In sum diseconomies of scale indicate less buyiaggr forraw materialsdifficulties of

mass production and ass marketing, and a tendency fogh price commodities. To solve

diseconomies of scal@,solution @uld beto avoid the option ofselling cheap mass production
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products,and tofocus onsmal volume productionwith unique featureghat compensate fdahe

relatively high price Theseniche product and market suggestiont be discussetlurtherin a

later part of this Chapter

3. Industries andOrganizations are Monopdies or Oligopolies

Briguglio points outhat because small sizzconomies do not support a large number of

firms producing asimilar productmany industries or organizations small developing islands

hawe atendency toward monopolies ofigopolies (Briguglio, 1995, p1617) Regardless of

whet her the economy i s istaidgurisdictibn othat of @ deeelopegh i ng ¢

countrymonopolies and/or oligopoliga an industry cause less competiti

OnP.E.l., several industriege monopolistic or oligopolistic Examples of monopolistic

industrieson P.E.l. arethe city bus service(T3 Transi}, the electricity company(Maritime

Electric) the bridge (Confederation Bridge)and the liquor staes (P.E.l. Liquor Control

Commission)for whichno competitiorcurrentlyexists  Internet service@Bell Aliant, Eastlink,

and Rogers)supermarketsjrug stores distilleries,andwineriesare examples obligopolieson

P.E.l, industrieswhich areocaupiedby only a few companies
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The important points thatthe transpotation infrastructure, such as tbedge, andhe

internetinfrastructure, such amternet access, are monopolistic or oligopolistic industries on

P.E.I., and this results in no dimited competition with prices and service initiative being

controlled exclusivelypy these companies

4. Transportation Cost

Armstrong and Read claim thatonopolisticconditionscause lack of competition in off

island transpaotation (Armstronget al., 1993, p. 316)and wheretransportatioron islandg and

landlocked microstates monopoistic, this resultsn high transport costs, compromised transport

reliability, diseconomies in loangs routings, and return shipments to the island (Armstr&n

Read, 2000, p. 288).

Islandtransportation isometimex al | ed a fAtri pl e probdnem, 0 i

price (Baldacchino,2006, p. 857 Baldacchino,2006b, p. 53 Baldacchino &Pleijel, 2010, p.

106). In P.E.l.theonly type of landpublic transportation ishe bus(although there arseveral

shuttle andaxi servicescompaniey and Charlottetowi® sircular bus haveen monopolized by

only one bus company (choi¢ky less frequencytime), andby relatively costly ticketgprice).

Smadl but steadymprovementsn Charlottetow® bus servicareoccurring;for exampe,
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the changes tbus route number onevhich rurs from downtown to Charlottetown Malfthis

route runs througkhe high street in the town) In September 201% @atNews!!! [sic6 wa s

announcedwhich wasposted insidebuses and bus stops.The announcementleclared that

instead of having no bus service at all on Sunpdayunday bus would rumwice perhourfrom

11:00 to 17:00Qin addition, from Monday to Saturday, addital bugs would rurfrom 19:00 to

22:30 which meanghatthe frequency obne bus imprved twice during thisime. This wasa

great improvement and excitimgewsfor Charlottetowneven if the frequency does not compare

to bus frequency in other worldties

Baldacchinoet al. conductedresearchon P.E.l immigrants who came from other

Canadian provinee and from foreign countries In their study,27 responderout of 320

immigrant interviewees stat¢he i lasence, inconvenience or high relativetsosf transport,

particularly for crossing the Confederation Bridge and using air transport in/from Charlottetown

ai r paeprablémgBaldacchino et al 2006, p. 4R

One of the characteristicand advantagesf P.E.l. transportations that the ishnd is

connected to thenainlandby a bridge, the 13 km lonGonfederation Bridgewhich opened to

traffic in 1997,andisfit he | ongest Dbridge in theonnecongl d ov

P.E.Il. and New Brunswick only 10 to 15minutes by vehiclever the Northumberland Strait
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(Royle, 1999, p. 251 i We st Royalty Par k: Despiccoatoowersial 2014
arguments &veen supporters and those opposecbtustructing a bridgéMacDonald, 2007pp.
34-44; Royle, 2007, pp. 4547), a fixedlink was built After the completion of Confederation
Bridge, P.E.l.potato chips and friesP.E.l. seafood(lobster, mussels, crab, and fish), and
aerospaceelated productbavebeen crossing the bridgeesulting in asurgingof expors, and
thetrucking businessasthrived (Baldacchino &Spears, 200pp. 53-54).

Neverthelessthe Confederation Bridge has two drawbackise closing of the bridge
during storns, especially during winter, anthe high toll fees for outgoing trafficfrom P.E.I.
When \ehiclesenter P.E.l.the toll is frege but forvehicles exing P.E.l via Confederabn Bridge,
the cost depenglon the number of axte For 2 axled vehiclg the charges CAN$45.50, and
for each additional axles a furtherCAN$7.50 6 To | | ,02016; gams3. Indeed, P.E.Il is
the only Canadian province that people have to pay to leave (Baldacchind2606| p. 58and
a toll fee onCorfederation Bridge is a burddar manufacturing firms on P.E\vhich transport
their products across theidige by truck. How two P.E.I. firms overcane this problem will be

illustrated in Chapter 3and4.
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Opportunities of Doing Business on P.E.I.

Opportunities on P.E.I. include beiagjacent talargemarket andadvantage oéxisting

support institutionsthe comparative closeness among islanddrish makes it relatively easy to

get information andhigh quality-of-life characterized by tranquil and beautiful surroundisugg

by low crime rats.

1. BeingAdjacent to Large Markets

Remoteness is one of thypical disadvantage®r many smalislands neverthelesshis

might be not relevantto P.E.I, andits peripherallocation (MacDonald, 2000, p. 132s an

opportunity for the islandompare to remote islands, such #s Pacific islands

An advartage of P.E.I. igts relativeclosenessto largemarketsin the U.S.A. and Europe

The following are some examplesa$tancs from P.E.I. tovarious largemarkes. Toronto

(1,736km), Boston (;D26km), New York (1354km), London (&611km), and Paris (4799km)

( & PEI advantage2016, para. B It is noteworthy that distance from P.E.l. dastcoast

American markets, New York arBloston is shorterthanthe distancego Toronto. In addition

time differenes are noan enormous issue fét.E.l.,being only one hour ahead of thestern

area othe U.S.A. (Eastern Daylight Time)ndfour hours behind London time
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2. Reducing Tariffs and Duties to the U.S.A.

In addition, although not peculiar to the island advantage, laumt opportunity inthe

Canadianeconomyin general is the North American Free Trade Agreement (NAFTAThis

agreementeducedariffs and dutiedor exportng and imporing productsdrom and tothe U.S.A.

as well asvexico andis an advantage for P.E.I. expgog and imporing. Indeed, one ofP.E.I0 s

companiec | ai ms t hat ANAFTAS6s tariff removal i s

Besidesthe CanadaEuropean Union: Comprehensive Economic and Trade Agreement (CETA

This agreementoncludel a treaty in 2014, and willyt a treaty into effect in 2016) ivibe a

notableadvantage foagriculture, fisheriesand manufacturing firmsn P.E.I The EU countries

arethei s ecloanrdgest tradi ng par fonREl asd@EA vlxgreatly t

contribute to P.El. expors because od andi relenthaticgi tariff barrier®

(ACanadaEuropean Unio 2014, para. 1)1

3. Existing Support Institutions

The «istence of several support institutions on P.E.l.such asBIO|FOODTECH,

BioAlliance, CharlottetownResearchand Development Centrare advantagefor the food,

an

des
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beverage, and fishery industries well agor bioscience

Among these institutions, BIBOODTECH has contributed tooneent r epr eneur ¢
business idea by developing a means of materializing prodndtthisconcete examplevill be
illustrated in Chapter 41sland Abbey Foodktd. The specific detasl andcontent ofthe support
thatBIO|FOODTECH provide to each entrepreneurdsnfidential(fiAbout BIO|FOOD|TECH)
2016 para. 1) however, BIJQFOODTECH?G s h o me p a gtee followinge fadtss
BIO|FOODTECH, former name was Food Technology Centre (Mackinnon, 1998, p. i&8),
been assistingeoplewho want to materializéheir idea by providingBIO|[FOODTECH staff
and by allowing the use of theistitute facilities,andby offering supportwhen people want to
move from small scaleo large scale food productionOne example whichllustrateswell the
role of BIOFOOD|TECH is the development of the process for makingttimatebased sauce
of Aldanel Authentic Products Inc.A CEO of this company waatl to makeseveral tomato
sauce which wereinspired by her grad mo t h e r Gisldanel eAatheptte TonfateBased
Sauces) 2013, paral). BIOJFOODTECH suppored the realization of her idea anthdeit
possible forlarge scale productigrand now customers can buy hglass bottled sauces in
supermarkets on P.E.I.

BIO|FOODTECH also occasionallyassiss in finding financial solutionsfor companies
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For examplewith Deep Roots Distillery, one dhe appleorchard owners and alsoHolland

College computer and Englighachemwas thinking ofstaring adistillery after heretired from

teachng. Interested inincreasing the profitability of the orchartie wanied to attend a

workshop on making altm in Washington State(fiDeep Roots Distillery Product

Launcho 2014 para. 3 i0ur Roots) 2015 para.1-3). However thewest coast ofhe U.S.A.

wastoo far away for himandheme nt i oned t hi s \basual dibcessi@wWita nc e d ¢

an executive idector of BIO[FOODTECH (fiOur Roots) 2015 para.3). BIO|FOODTECH

thencoordinated withthe Artisan Craft Distilling Institutewhich is based in Washington State,

aboutfermentationand distillery seminarand practice so thatthe Deep Roots Distillg owner

could participatein the workshop not in the U.S.Abut on P.E.l. Noteworthy is that

BIO|FOODTECH called for other participants who wadto start orwere already engaged in

the distillery businessfor other entrepreneurs, fruit growers andopessors, and farmets

participate in this workshop which was also announced in thecal newspaper(fiArtisan

Distillation Workslop for Craft Spirits) 2015, p. 1A Bi oFoodTech to off el

ferment at i omR0l4vm CX s hiowosr ,kosdn dan. 28l dn fefmentation and

distillation, 0 2 P.1AH). The workslop for distillation which was started in 2013

(ABIO|FOODTECH to offer distillation, fermentation workspgo 2014 para. § continued in
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2014 and 2015 This explairs why existing wineries and new distillery companies have
recentlyexpandedheir variety of fruitliquors as well asseveral kinds ohew alcoholic drinks
thatare displayed on the shelves of P.E.I. liquor shaigdy.

BIO|FOODITECH provides a great opportunity for island consumersand tourists
expanahg the variety oflocal commoditiesand assistingentrepreneurs who hawe chance to
materializeideas into productswith the support of the nst i t uti onds faciliti
institution has assisted in creatiropttles of berry juice dairy products fermening techniques
andseafoodproductsin glassbottles. With recyclingin mind, using glass is atcfriendly and
reasonable choice.However,related to transportation costs from the islafod manufactures
who bottlel heavyproductsand intend toexport or offisland their products, glass bottles are
fragile and heavyand causea burden inshippingcosts a lighter commodity would bemore
advantageus for off island transporting, wheonsideringheseshpping coss.

One of the P.E.I. distillery companibasdeviseal a solutionto reduceheweight ofglass
bottles. The Myriad View Artisan Distillery Incuses750ml fi e -driendly ultra-lightweight
gl ass (bioMyrl iesd Vi,02016, parad)tfor thdir eim, whiskey and Moonshine
(see below)with the product nameStrait Shine and Strait Lighting. Using light bottle reduce

fuel andshippingcosts(the bottles @ae imported from Europe) anmdinimizes therisk of injury to
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people who handleéhe product while stocking shelvé&en Mill, personal communication
(e-mail correspondenceMay 17, 2016)
BIO|FOODITECH hasalso contributd in assisting companies in lightening the weight of

products. Onexample isin changingliquid honey into sotl honey cubesgor Island Abbey

Foods Ltd. Another example is without detraahg from colour and nutrition,
BIO|FOODTECH (at that time, theinstitutiond sname wasthe Food Technology Centre)
dehydrated purple, red, and yellow potatoes into powdgriculture and AgriFood Canada,

2011, p.2sA Research on potat h Lghtwedht prodscts mape éné df , par
the meandor island business offsethigh transportation costnd insuccessivearts of this
section(2.4 Effective Solutions br Economic Challengeghe advantages of lightight products

will be discussedh more detalil

4. Cohesive Relationship amonglslanders

Relationships among islanders are relatively clebEh means less cost acquiring and
sharinginformation necessany promote busineg&\rmstrong et al., 1998, p. 64Armstrong &
Read, 2002 p. 795. Buker points outiit h e i sl and o0 size pneourggedhe | S ma

dominance of personal and personatite | at ed r el ati onshi pemopls( Buker
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of this issueapply in the case o€avendish Figurines Ltdand Cows (Ice Cream) When
JeannettéArsenaultand Don Maxfied had theidea aboutmaking figurines of Anne d Green
Gables, they did not kmohow to estabsh a company. However, they knéhat the Mimster
of Industry grew upin their community,so Arsenault andiaxfield called him onenight for
adviceand he introducethem to the appropriate official who helped thenestablisnCavendish
Figurines Ltd. Lynch, 1996,pp. 159160). The relationshiphat Cows (Ice Cream)haswith
Amalgamated Dairies Limited (ADL)J daily processing company on P.Ealsoindicatesthe
cohesive relationship betwedocal people and companiesADL makesthe mix for the ice
cream for Cowsand Cods CEO st aemsybobhéatenwWhom a small er g

to get to talk to people and get your product :

5. Quality-of-Life and Beautiful Landscapes

P.E.l. dwellers enjoy fresh clean air, beg surrounded bythe sea and a good
quality-of-life. Opportunities and beneficial circumstances for establishugjness on P.E.I.
includeaffordable rent@ndthe low crime rate. The average rent for a-tvedroom apartment
on P.E.I. is not the cheapesit of all provinces in Caada; however, it is lower than the average

rental fee in CanaddfiAverage rent for twdbedroom apartments, Canada Provinces and
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metropolitan areas, 1992014 (dollarsp 2015). Data on the average retail price for household

heating @iel in major urban cdresshows that Charlottetown enjoys the second cheapest heating

fuelof citesi n Canada, n &lewfoundland &d Labrati@P.E.h Statistics Bureau,

2015, p. 88). Comparedo otherprovinces, P.E.I. is a safe place with statistical datanf 2008

to 2013 showing that the number of homicides was only four during those six years (P.E.I.

Statistics Bureau, 2045p. 93), with the number of robberies, breaking and enterings, theft of

motor vehicles, and all violaths being the lowest amond ptovinces in Canada3overnment

of CanadaStatistics Canad2015).

Baldacchinoaddressgthat based on 2005 researehth the support of the Population

Secretariat of the P.E.l. Provincial Government gnedUniversity of Prince Edward Islan®.E.L

i mmi grant r e s giobed thenattractivé guahqy-lifesticat living on P.E.I. provides

as the main r eason (Baldacchinp@OO&, p.gl09t dcFertae &Rioydel a n d o

claim that qualityof-l i f e Af act or s sngcsbcialanfastucturetandraddlanogd o u n ¢

environment are as important as an economic base and may indeed attract ecorelopmeev

pr oj e P.B.Io(McFerran & Royle, 2007, p. 195). There are several definitienof

quality-of-life (QOL); however, Idefer to Andrews (2001and hisdefiniton asia f eel i ng

well-being, fulfillment, or satisfaction on the part of residents of or visttoos t h a p.20i)l ac e O
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Randall et ab sesearchrevealsthat over 69 % of Canadian born inhabtea and 64% of

immigrants claim arexcellent/verygood qualityof-life and nearly 80% ofooth Canadian born

and immigrantsexpressed aatisfied sense of belonging to local communitybag very

strong/somewhat strong in Charlottetown (Randall et al., 2014, p33851L

Despitethe opportunities of.E.Il. of being adjacent tthe large markets of the U.S.A.,

thereductionof tariffs and duties by NAFTAthe cohesive relationship amoistanders, anthe

good qualityof-life, challenges for entrepreneurstbrs smallislanddo exist. These challenges

are a smalbcale and limited market, diseconomies of scale, monopolstioligopolistic

industries(especiallytransportation anchternet acce$3sandtransportation costs from the island

How should P.E.I. entrepremes compensate for these challenges’he next section discusses

whatwould be appropriate solutianfor P.E.I6 manufacturing entrepreneurs.

2.4 Effective Solutions for Economic Challenges

Counteing economic challengesn small islandé generaincludebuying local products,

multi-functionality,a consideration aécononies of scopeanda combination ofexport anchiche

strategies Becausemy research targetsanufacturingcompanieswhich aredifferent from

primary industry and daily necessity commuel, buyinglocal products would nogffectively
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compensatéor the small domestic market witthesemanufactures. Multi-functionality which

Is commonly observed in many islandsusefulfor businesspersons avoidng risks, however,

multi-functiondity is not an effective solution fomanufacturing companies on P.Edr reasons

I will explain a little later in this chapter.Among the possible solutions| believe thata

combination of offisland/exportand niche strategids hiche prodicts, targehg niche markets,

unique technologyand/or madeto-order producfts are he most practicakolutions for the

economic challenges on P.E.IIn addition,keepn g ¢ o0 mmo d weight®rshavind theg h t

means to transport them onesg@fg., manufacturing sipis) would be highy advantageus for

exportingfrom an island To compensatdor small market size, ofland or/and export is an

adequate solutiomand niche products are \alid resolutionfor diseconomies of scalelus

lightweight commodities would ffer an advantagéor minimizing transportation cost This

section elaborate on the reasons for thes#aims. | will first discusslocal produts and

multi-functionality before turning te@exports andiiche strategies

2.4.1 Buying Local Products

Buying local products on small islands exemplified inthe agricultural and fisheries

industrieson P.E.l, also in the wineries and distillerieson the islandas well asbeing an
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especially useful strategy for perishable goods and souyéoitis for isand dwellers and for
tourists. In this section, | will firstconsider thduyingof local products foand bythe islanders
and therdiscusghebuyingof P.E.L products bytourists.
Examples of buyingdcal productsfor inhabitants on P.E.l. includeegetabls, fruit,
bread,meat,fish, eggs,daily productsand sweets or confectionariedPerishable and fredbcal
foods are supplied to customers on P,Euhd several produgtsuch asP.E.l. potatoes, lobster,
and musselarealso exported abrog®.E.l. Department of Agriculture and Fisheries, 2016).p. 1
Buying localis also relevant for theeveral winerieanddistilleries. Oneexample of a
recent locally supported products a | e g a | whighMsoddstilled by The Myriad View
Artisan Distillery, production names for thisdMons hi ne bei ng AStrait
Lightning, 6 as well as a product namey Al sl
Moonshinederives its name from beingjstilled illegitimately at night under thight of the
moon @Moonshined 2004 para ) during the prohibition era on P.Efrom 1900 to 1948, which
was the longest prohibition pericaf any Canadiamprovince MacDonald, 2000, p. 61pp.
235237, MacNeil & Davies 2010) Even afterprohibition on the islandended,drinking
Moonshine has continueds an article fromrhe Globe and MailllustratesP.E.I. islanders

spirit: iWhose wedding didifeature a moonshine wedding punch? We are Islanders and shine
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is what we drink (Knight, 2012, para. ¥ This hidden and secret islandobhshinewith its
historical traditionhas become resurgent today as a legal spirit andatditgior shops on the
island.

Local wineriesarealsosupported by inhabitantn the island. One of the newest winery
ownerson P.E.l., Mike Newmanwhose biggest custonsearelocal restaurary, is the young
entrepreneunf Newman Estate Winery in Murray Rivef i Wat ¢ h: Young P. E. |
opens Wwi nelestatat R&®Otl 1) P. for.slipportingdocayproettst | 6 m gr at ef u
for the overwhelming suppart(Stewart,2014 p. B7 MacKay, 2014 p. B7). Some ther
winery owners who came taCanada as immigrants from Picdand in Portugalalso comment
with appreciation on thenany inquiries aboutheir wine stock by the islanders who want to
celebrate Christmas with local wineoicing thanks fofit he i sl and peopl e sup
Winery and Distilleryin St. Catherines on P.Elb.nce t he tourists are g
(AAbout Us,0 2016 para. 1 Stewvart, 2014 p. B7). A longestablished winery on P.E.I.,
Rossignol Estate Winerggllsa variety of differentvines includingfruit wines sincestarting to
sell their first grape tale wine in 1994 Touristswho visit the vineyardiake pleasure isut

samples and offeringas Blueberry Winewhich sells exclusivelyi n  P. E. I . 6s | i qu

(CANADA Explore | Explorez 2009. Tourists amus themselves with tasting wines.


https://www.youtube.com/channel/UCk1ry5bGHxdz2-rQ6pyrnTg
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Howeve, most Rossignolwine customers are local people with 90 percent of their wine

consumedon P.E.l. (fAn Armful of award winning wines for Rossigrigb 2014 para. 11

Sharratt, 2005, p. A4

These alcohad beverageture thetourists Brochures for towrists, such aBEI Flavours

Culinary Trail (PEI Flavours2015)and®r i nce Edwar d | s | a(fodris@FEL 6 Vi s

2016)fascinatetourists with pictures of lobster, mussedsid potatoes witththeir beverage. In

addition, a leafleentitledExpetience Island Style: Spring & Summer Recipe Gustlews a map

with locations for local breweries, distilleries, and wineries as wafitasducingcuisine recipes

and nutritionally appealing health facts, alomigh best fit local alcohat beverage$PEI Liquor

etal., 2016, n.p.) Thesepotatoes and seafoedisinesare representative island brarwh P.E.I.

and it isalsopossible to utilizeslandtraditionsfor products in several industries

One of the island traditioren P.E.I. igoreservegams, which use locafruits andfocus on

theisland tradition omakinghomemade preserved jgiMaclssac, 2003, p. 32, p. 90, p. 105y

such companieasPrince Edward Island Preserve CompdBgldacchino, 2002Beamish, 1991;

Beamish &Lupton, 2008 Lynch, 1996 and J.J. Stewart Authentic Foods A preservegam is

not a light productfor travelling but tourists buy specialty goods and souvenirs as a token of the

place As other island case studies shtourists carry thee producs back totheir county in
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their luggage(Baldacchino, 1999p. 39, and this isthe case withP.E.L preserved products.

Prince Edward Island Preserve Compduag agift shopwith arestauranand a butterfly housie

New Glasgow andthis gift shopis famousas a tourist démation ai must st opo, f or c
andmakingthei mar k et ¢ o mégBaltlaochinot2002pp.2%625@. When | cane to

P.E.I. for the first timeasa tourist with my friend, an owner aB&B recommeneéd that wevisit

Prince Edward Island Presr v e C g gifpshap whigre touristenjoy tastdrials, the aroma

of jams with backgroundnusig inspiringthe five senses of taste, smell, touch, sight, and hearing

(Doug, 2001, p. 111) Word-of-mouth enhancethe numbeof thosevisiting the gift shop and

with appeals to alive sense each visitor is temptetb buy souvens. This is a good example

of leveraging tourispurchass inthatiit he act ual transportabei on of
passed on to the clientsetihselves.including freg h t i nsur an c(Bajdacchinod hand
2002 pp. 25%65-257). | sl and artistsd pottery,nthsrcdtegoryand c |
Tourists carrythe @mmoditiesthemselves; threfore, shipping costs asavel for companiesas

well as havingrisks of foreign currencyfluctuatiors avoided becauseourists pay withlocal

currency (Baldacchino, 20b0p. 69.
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2.4.2 Brand Consolidation
Other exampleof i f reedi ng on the touri smb p.64damstryo
P.E.l. are souvenirs fdourists, such adnne of Green Gablesdewhi ch susaedired cl
(Lynch, 1996, p. 159 dirt shirts that are dyed by red soil, dondk-alike potato shaped laveer
scentedsoapsold in small burlap potato sacisee kcture 1). Theseproductsstrongly connect

imageand brandn P.E.IT & robust example dfrand consolidation.

Picture 1 Potato shaped lavender scentsabp whichis made by Island Lavender Co.
Photoby theauthor.

Baldacchino claims thai br and ¢ o n s o lisiddimet asa prodoocd svh n a me
beingisynonymous with the place and all t hat
(Baldacchino, 2016, p. 66 Knudsn et al. 1997, pp. 18493 in some industries He
exemplifiesthe connection betweesmall islands andheir brand by referring tdBarbados and

Jamaica rumFair Isle sweaters, Gozoedse, Madeira poand so onBaldacchino, 20160, p.
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66; Baldacchino, 201& pp. 1213). Brand consolidations also effective for severalisland
companies such as LYSI whighoduces refinedish liver oil, and hasa long history in Iceland
(Adalsteinsson &Steinporsson, 20138aldacchino &Bonnici, 2005,p. 20) Saare Paat and
Baltic Workboats Ltd.both based on Saaremaa on the island of Estor@ayfacturdoat based
on traditional boat buildindnistories(Baldacchino &Bonnici, 2005, p. 27, pp. 582; Keskpaik,
2006, pp. 415116). Thetraditional pattern knitwear b$hetland Designen the Shetland Isles
(Baldacchino &Bonnici, 2005pp. 3134) andFair Isle(Butler, 205), both in Scotlandare other
compelling examples The drong connectios of brand consolidation witlsland traditiors
work powerfullyin exporting productand selling

However, not all commoditiesmanufacturedon P.E.l. are souvenirs or brand
conlidation commodities. While | admit the importanceof brand consolidatiorand its
effectivenessmy intention in thighesis isto try to find solutions whichdo not depend ohrand
consolidatiorfor manufactureren P.E.] Case studies Real Storie®f Small Business Success:
Insights from Five European Island Regior(8aldacchino & Bonnici, 2005) and
Entrepreneurship in Small Island States and Territof2815), edited by Baldacchinaeveal
thatmany companies are not dependenbond consolidatin. These categoriesf companies

arethe focus of this study



47

2.4.3Multi -Functionality and Economies of Scope

Baldacchino and Bertram (2009, p45) argua nTheiBeak of the iRch: Insights into the
Economic Development of SmalcEo n o niliaenslto-functionality, flexible specialization, and
econonies of scope are aluable concepts compensating f®conomic vulnerabilitieqread
challengespn islands Multi-functionality, where one person has more than one professon
frequently observed osmall islands bcause othe small population sizéBathurst, 2016, para.
6). Multi-functionality is acommon feature in lightly populatqdaces where it is difficult to
commute via train, bus, or ¢andwhere,because of the limitation of populaticsgme people
have to do several jobsBathurst illustrateshati i n t he smal | communiti esc
Scotland, most people doublep wi t h jobs because itds the onl
w o r (Bathurst,2016, parad), and this would behie case footherislanders. Farrugiapoints
to senior officials on Malta actg in multifunctional roles (Farrugia, 1993, p. 222)d Ismail
addresses Maldivéschool principals havind mu | t i f aced ma flangile2002apl f unc
71, p. 73) thesmall population having also forced multifunctioningadficers and teachers.

However therearealsocase in which an entreprenestarts a business and, because of

uncertainty as to the viability of his/her nevilgdged company, continués his/herformer job
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in order to mitigatehis/her financial risk. As Fairbairn claims successful Pacific island

entrepreneurs fAshould engage in more than one

maxi mi ze t he benefits f r o m (Fdirbagn, 1988, ph 846). man a

Multi-functionality is effective irreducing the risks of startingbusinesdgor islandentrepreneurs,

but it is neither a powerful &Golutiord nor a necessary requiremembr successful island

businesspersanbeing, ratheracompensatioffior avoidingriska nd a o6 p e cistich aorf c h a

small labour markets

2.4.40ff-Island and Export

The hypothesis offered ithis research is thaiombinations ofexport and niche strategy

could offer effective solutions to d$ee the gnall market size for manufacturing companies

Armstrong andRead claim that extending thearket isa means of overcominthe inherat

diseconomies of small sifArmstrong & Read, 1998, p. 570) To compensate for small market

size, selling across thelasnd would be an effective solution, where#fsa manufacturing

company sefl products off the islandhey are faced with themany competitors in huge markets

all over the world Therefore,my claim isthat exportingaloneis not solutionenough but

having productswhich stand ouin globalmarkes or focusing on and targetirile nichemarket
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and/or creating anique product (niche product)e importanto achieve resultéas noted below

2.4.5 Niche Strategy) What is necessary is amall numberof products which have unique

characteristics,or special technologies controlleéxclusively by one company(unique

technology, or handmadand/ormadeto-order products Any of these scenarios may provide a

viable solution for small market size, along Wwitlightweight commodities which have

competitive advantagesserbulky, heavy commoditieshen transportingff-island.

Before continuing, | would like to define what | mean of§-island (in this thesis,

off-islandbis synonymous withoff the islandd. In this study, offisland is defind as shiping

or deliveing productsto other province in Canada as well as includingexpors to foreign

countries which may mearbeing subjed to fluctuatiors in currency and tariff, dealing with

different cutures and languageand contending witlioreign government restrictions For the

purpose of this thesigff-island is definedas bothbusiness transactisnwithin Canadaeyond

P.E.l. as well asexpors to other countrieshowever,the term 6 e x p o this thesis means

shipping products beyond Canada

As discussed earlieP.E.I. has a smallomestic marketand b compensate fothe small

island marketmy proposed solution isff-islandwith a nche strategy. Before addressing the

P.E.Il. companyase tudies in Chapter 3 and #will first analyzethrough insights fronexisting
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researclwhy European entrepreneurs on vari@ands stagdexporting.

Baldacchino and Bonnialaim in Real Stories of Small Business Sucd¢26€5)that in
their ase studies on Aland, Iceland, Malta, Saaremaa,te@®c ot t i sh | sl es, n
limitation of the local, small domestic market means that the decision to expstaofl is a
foregone (Baldacchinos& Bomidi, 2005, p. 35).The case ofthe Aland-based
luxury wooden venetian bléch company, Snickarboden, showsat the corpany sold their
products tdocal customers in their first stage but fit he | ocal mar ket of
small for a manufacturing compaayand a founder of tté company expard his business
abroad havingfound a niche market fatecorative officeblinds (Baldacchino & Bonnici, 2005,
p. 18).

Mdina Glass in Malta produce®sainly mouthblown decorative glassware as well as
handmadeglass vases, pla& and golets representative souvenirs for tourjsedong with
Maltese filigree andace productgBaldacchino & Bonnici, 2005, p. 28About Mdina Glas®
2014 para. 2. One of their productsa glassfusion plate,which use cut glasses as a canvas,
entitlediMalta scenesandfiGozo scengo portrays landscapgof Maltese boa sea, streetand
churcheg Maltese island life (AMalta Scenes) 2014 n CSecenex) 2014). Glass products

are heavyand fragile, buthey also sell delicatdightweight productssuch as perfume bottles
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and candle holdersiProducts) 2014) Baldacchinoand Bonnigioi nt out that Al

the firm [Mdina Glasslthat exports were crucial for its survival since the local mgdédvlalta]

was simply too &mBaeahidi, @005, |B 24).d leesectwoi case studjealong

with another eightEuropearsmall island firmdeaturedin this book underpinhow small market

size drove entrepreneursdrport their products.

Some academic articles suggtsit evenif a compmnyis small, export is possibkom

anearly stage With regard to company size, Calof (1993, p. @scusses hat fAsmal | nes:

is not a barrier to exporting)clamthahampa@my sizek ot a

is relatively unimporant for expet behaviour Relevant to this finding,tatistics shw that33%

of P.E.l.employees work imompanies witliewer than 4®mployeeswhile another40% of P.H.

employees work itompanies witlfewer than 9%®mployeeqGovernment of Canad&fetistics

Canada201a). The companies whichintendto investigatdall into that categories

When onsidering exposg importing should notbe forgottenii bcause most microstate

and SNIJ [SubNational Island dJrisdiction] economies are highly depenteon imporso

(Grydehgj, 2011, p. 186 Several P.E.l. industriesipur ¢ h as e dtheimaquiyed o f

manufactured goods fr om t he nalyang bothexpodingénsi | n e,

importingis crucial, as will prove to biéhe casevith thestudes inthis thesis.
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2.45 Lightw eight and Portability

Real Stories of Small Business Sucg@&adacchino & Bonnici,2005) also suggests

several important factors for successful expg. When exporting commodities, having

selfsufficient means of treportation having weightfree items or having lightweight

commoditiesvould have competitivadvantage overhavingheavyand/orbulky products

Case studies othe two shipbuilding companiesn Saaremaakstonia show that their

Apr oduct s upaon site lpyitheik reewl owners who are then fully responsible for their

transportationo ( Bal da clobkingbackattheBistanyrof PEil.,the2 0 0 5,

island once manufacturedvoodenships and the ship building industry wagprosperouson the

island(Sobey, 2011) Howeverthe shipbuilding industryon P.E.I. started to decline frob866,

and only three schooners were constructed from 1900 tq t#ldeason being themergence of

iron-hulled ships anthe development of the steapoweredpaddle whee(Maclntyre, 1994, pp.

42-43). The wooden ship constructing companiesuld not keep up withthese new

technologies nor could their shipbuilders adapt apppriate strategies to meet the new

technologicalchanges However this does not meathat no shipbuilding manufacturer exists

on P.E.lI at the present time.Provincial Boat and Marine Ltd., whickas established in 1974

and isbased in Kensingtgmmanufactures fibergladishing and leisuréboats(fiwho is Provincial
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Boat and Marine® 2016, para. 2 MacKay, 1993, p. 138

Nevertheless, d&ving weightfree items mayoffer more advantage than havinga
self-sufficient means of transportationZero-weight and weighfree itemsapply tosoftware for
computes or internetdomain names Real $ories of Small BusinesSuccesgBaldacchino &
Bonnici, 2005)portrays how Frisk Software Internation&l(which wasbased on Iceland and
manufacturedantivirus and antspam computer softwayeShireburn Software in Malt@wvhich
offers cloud and webasedpayroll software andoftware solutions foairports andshopping
malls) and Consilia Solutions in Alandwhich offers consultation servicefor web pags and
Content Managing Systemsall expanded theimarkets and exported globallgxemplifying
zeroweight services and commoditiesa whichii f r ei g h't costs are also
(Baldacchino & Bonnici, 2005, pp. 390, pp. 4649).

Other examplesf such zereweight commoditiegrecountrycode domain nansgor the
internet country codee.g., .v whichis also written dot tvpr fish license feg for thegovernment
in Tuvalu Baldacchino & Mellor, 2015Conway, 2015, p. 229, p. 237as well aselectronic
gaming (egaming) (Aloisio, 2015)

Although these zeraveight tertiary industry servicesowld offer the best solution for

4 Frisk Software International was acquirgd@mmtoughin 2012(Cyren, 2012, August;ICyren, D12 October2,
n.p.) and Commtough was renamed Cyren in 2014.
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high transportation costmall islands, my targetompanies are manufacturing companies asd
such,lessweight or lightveightcommoditiesnust be considered

Lightweight commodities offer importaradvantages, as evidesd byGaeltec Devices
Ltd., formerly known as Gaeltec Ltdand based on the Isle of Sky&c¢otland andwhich
manufactures mi ni atur e pressur e Atransducers
pressure), o0 ARCat heter Ti p préssueesresadingge and madical d u ¢ e
instruments for both research and clinical applications (Baldacchino & Bonnici, 2005, p. 54;
Gaeltec Devices Ltd2016 p. 4). Gaeltec Devices Ltd. declares in its product pamphlet that
ATher e have be easinmanufacarng a higlltechnology pradacit in this remote
a r e @aelteq Devices Ltd2016 p. 4),and great advantagebeingtheir producd gortability,
lightnessfinding and focusingiiche and high qualityvhich isguaranteed by I1SO 1348%SGS
ISO 134& Certificate 2015,p. 1).

A P.E.l. canpany, Bio Vectraalso manufacturelightweight diagnosis kits which are
easily transportable (Randall, 2015 hopipgto 127) .
establishanindustry inbeautiful Prine Edward Island are beaten by the product shipping.cost

Diagnostic Chemicals Ltdcurrently known a®8io Vectrd avoidssuch trouble because of the

5 1SO 13485International Organization for Standardization) is quality management system for medical device and
instrument as well as vitrdiagnostics.
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lightweight of the poducd (Foster, 1984, p. 67). Thewas an interesting claim 1987 that

Charlotetown has always exported goods that are light and easily traaddpothese goods

includetobacco and shoes aroutite mid-1940s, anckyeglass framegircuit boards, telephone

fuses, and medical diagnoslgts [Diagnostic Chemicals Ltdghroughout themnid-1980s(Rider,

1987, p. 87). Irthe next chapters, Chapter 3 andl4will discuss howt hese 61 i ght an

transport abl manag& g&offislandfdap duct s

2.46 Niche Strategy

Consideringsolutiors to theeconomic challenges for small islanédrmstrongand Read

address options suchs A hi g-dadeled manafactung and servidesr fi n i -mdrket

product s (Armstrong &Read 20062003, p. 24Q Armstrong & Read2002,, p. 8,

and claim that niche market stragges by smallisland states contributeo high growth

(Armstrong and Read, 2002b, p. 3#46However,they donot indicate what this high-value

added manufacturings or the contentof such niche market sategies, bcause theymply a

macroeconomic approach. Using a microeconoapproach especiallyan accumulation of

case studies, can explore concrete instances oiaigie added manufacturing and niche market

strategies. One purpose of his thesis is, via P.E.l. case studid¢s, shed lighton how
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entrepreneurs discovaiche strategieand how they create niche product8efore considering

these case studies, howevéris necessary testablishclear working definitiors of niche

producs, niche market, and niche strategies

Punnét and Morrison (2006) discusise importance of niche products for island business

and examine Caribbean I sland entrepreneurs 1in

A Match Madeinld aven?0 prAdmuicehea s de fnitere ghose primanh e m a

value lies in differentiation and its particular suitability for a reliivsmall number of

pur c hasiohe groducts are special and/or unlguecharacteristic items offering

differentiatedappeal to a limited number of purchasetso want to purchase uniquyaoducts,

different from those in mass productionPunnett & Morrison, 2006, p. 344345. The

important feature o& niche product is that itasspecial, unique, and/or origal features, and is

notoneofthehal I t hings to all peopl eoNoche€peoducteare et

alsocharacterizedassi mor e i ndi vi duali zed products tailor

groupsrather thantothe massmark 6 ( Schael8@)y. s, 2014, p.

Having orignal features and beinf@individualized afintda i | o impodiant paintse

for identifying niche products. Whasreating original characteristiosne of the possible ways

of doing sois by having a unique tehnology For example, until P.E.l. based Island Abbey
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Foods, Ltd. created solid cubboney, no compangadhadsuch a technology. In this thesis, |
call these technologieg,nique technologymeaning a technologyhich ro other companyn
the worldhas and which is unique to that company

The second featurdavingtailored individualized productss alsoa crucialissue As |
discusseckarlier small island manufactuieare relatively smalin size and if mass production is
comparatively difficul, one of the solutimay be to haveilored, madeto-order,or handmade
productsbecause these products compensatthiosmalisize of theiranufacturers

Island businesses face the challenge of diseconomies ofssuadenass marketingales
on small islangd is considerablydifficult; however,unique products unigue technology and
madeto-order productsare particularly suitablefor small island businessfor the reason that
these products arpossible even forvery small sized manufactuse andthesemanufactured
goods are globally attracive to specific targeted grogpof purchaserswho value their
distinguishing features

A niche market means rmarrow markeét a crack where potential ustomers, who want
unique and/or novel productsist. A niche markeisia f ocused portion of
that is generally not being addressed yimn st r eam p r o Waskirgtors 2009(pMi | | er

133). Oneillustrationo f inot being addr es sedbeldoyndmahenstr e
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Managment Policies ofokyo Telecommunications Engineering Corporatjoarrently known

as SONY) which werewritten in 1946by a coefounder andwhich state We shall keep our

business operations small aadvance technologicallyn areas where large entergscannot

enter due to their sizgbuka, 1946, para. 1Xikkawa & Nonaka,2001, p. 196). A crucial point

about niche markes is that they represent areaghere largecompanies are not willing to

penetrate because of their size, because companies wlgehniche market arefocusing on

narrow cracks. As I illustratein the nex Chapter3, one of P.E.b sompaniedargets a niche

market where large eyewear companies were reluctant to manuftdetuspecific productm

demand Baldacchino claimstha specialized ni che markets a

producers based onthesmaafactlurnigs lcampsadni bedaps ® duc

small. This small level of productionmees their demand becaus&che products ad their

markets ardase& noton cost/price, buon differentiation (Baldacchino, 20b0p. 65.

Although Punnett and Morrison indicate the significance of niche products in island

businessand illustratethe diasporaniche marketthey do not underpihow these niche products

are created on islands and how entrepreneleal with economic challengesA recent book,

Entrepreneurship in small island states and territoi2815), illustrats several niche markeis

operation including taxfree sales and arcade games arierry (Fellman et al. 2019 and
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high-end luxury osmetics for celebrities (Ser& Theng 2015. To identify how niche
products are created on islands and how entrepreneurs minimize economic chabenges
accumulation of case studien island business isnessaryvhich isone of thetasks this thesis
attempts to undertake.

The relatedterms niche strategy, niche marketing strategy, and niche marketing are
integral to tls identification process and atesed differently byvarious acasgmic scholars.
Stachowskimeticulouslyanalyzesniche maketing strategdliteratureanddeterminethatit her e
is a lot more work to be done to develop the niche marketing strategy as different from
di fferentiated segmenting i n t ped@l) yloftenrand i n p
Hammervollalso point tothe lack of a common definition througlheir literature reviewsand
concludeby providinga definition oftniche marketinga s fAof f eri ng a val ued ¢
part of a market that displays differenéidn e e d 0 ( Hamnménelh 20&3, p. 280).

Lindsay stresseshat niche meansi n a r rnat veall, and she states th@tiche
marketingistheint ar geting of a more narrowly defined
of b e n e thatnickescomenimmany sizei n t o d a:ys@s nighearel sthall, like
Chris Ander s o rfAndersant2006, 2R)dut she inssstiahiat@narrow marketan

be quite larggLindsay, 2007 para. 16. Shirky provides examples of niche marketsveeb



60

sites which becone lage andwhich he callsfia meganiche (Shirky, 2M6, para. 3. Fiji Water

is anotherexample ofa small niche markewhich becamea large market. st people drink tap

water orinexpensivemineral water, and expensivaeineral watersuch aghe highly pricedFiji

Water,would be notbe abig attraction for them, especially their tap water quality igood

However,Fiji Water istargetedat what Connell chs iel i t € consumesushtas ( 2006

celebrities and thoseho attat importance tdhe source and content of water (Kaplan, 2007;

Khamis, 2010) These people purchase Fiji Water and a fact show2&atillion U.S. dollars

worth of Fiji Waterwas soldin the U.S.A alone in 2015Statista, 20@).  Narrow marked,

therdore, havethe potential to be largand | adaptniche marketing such as this in linéth

Toften and Hammervoll 6s definition.

Bant el (2006, p . 131) suggest s iomwitltlarge st r at

firms, or compet[ingb r 0 a d | the rationalenfar niche stratyg ispeciafized, higiguality

products targeted to overlooked market segments iamgoimbmpeting on price, where large,

establs hed f i r ms hav &his ¢ghasis whitlv i3 entitladgidiche® and Offisland

Strategies dr Island Business: Case 8tes from Prince Edward Islaidadaps Bant el 6 s

definition of niche strategieaskinghow entrepreneurs avoid competitionthvlarge competitive

companies, hoventreprerus find overlooked marketsow they create niche prodts and find
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niche markes, as well as investigatinthe strategies they employ Most importantly,there are
four pillars foranalyzing niche strategy in this thesieche market, nichproduct, maddo-order
products andunique technology

The hypothesisoffered in the thesis ighat compensating for # challenges of island
businessmeans offisland or exporting products in combination with more than two of the
following characteristics: niche markets, niche products, A@deder service, orunique
technology These requirements will provide a solution and open new ways for manufacturing

companies to maximize potential for success on the island.

2.5Reasons for Choosing Fellow Earthlings and Island Abbey Fooddd.

This thesis focuses otocaly-owned and localhbased small sized manufacturing
companies on P.E.Il. | use specifically targeted research to gain an rstaieding of how
entrepreneursope with their particular economic dleages and opportunities, foéag on the
export and nichestrategies used by Fellow Earthlingsaafdmade sunglasses, sellipgpducts
mainly through theriternet) and Island Abbey Foods Ltthgnhufacturingronibé products.

The reason | selected thevo P.E.l. based manufacturing companies is because each of

thesecompaniesonformrs to the five applied variables identified fiEditorial: Entrepreneurship
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and Small Business Development in Small Isladsh i ch ar e Al ocal (lesswner sh
than 50 employeés or outworkers) manufacturing, export orieation, and technology
adapt at i oim®d& FaiBarh, 4086  B333).

Fellow Earthlings producesunglasses and targets niche market customers who are less
concerned about price but want to wehstinctivg original, and madeo-order sunglasses.
Island Abbey Food Ltd. producesche products, and has inventecuique technology for
dehydrating liquid honey into a solid cube without compromising the taste of the honey. In
addition to these companies focusing on niche products, another $ymiley share is in
exportinglightweightproductsand targeteavorld markets from the beginning.Both companies
were started byjausband and wife teams and both casesat leastone spouse came from P.E.I.
However, dissimilarities among two comparésoexist, includingthe length of time each of the
companiedas been runnindrellow Earthlings is #ledglingcompany and has been runnmgy
two years since its establishmewhereas Island Bbey Foods Ltd. has been operatingover
10 years In addition,Fellow Earthlings is based in Kings Countlyggmore rural easterarea of
P.E.l.), while Island Abbey Foodktd., which was started in Montagua@ow has its main

manufacturing facilities in the largest island cityimfCharlottetown.

® When Iwas writing this thesis, the number of employees in Island Abbey Foods Ltd. was under fifty; however, the
number of employees of the company rapidly increased recently, with about 80 employees at present.
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Becaus of the current insuffieincy in information about theompaniegsee sectior2.6

below, Significance and Originality ofhis Study, especially about Fellow Earthlings, conducting

further researchhbmut their export strategg necessary and indispensalib better understand

how such island entrepreneurs cope with the particular edondrallengeshey face. And,

despite the literature that exists about Island Abbey Foodsdudstions stilremain about their

strategies fooff-island This thesiswill attempt to address these questiang challenges

2.6 Significarce and Originality of this Study

Except for Randal 6 s r e c e nt andBaklacading $sndingAaDA252P1%),

existing academic articles about P.E.I. companies and entreyrssfo not fully research or focus

on the use of aniche strategyn P.E.I Oneoriginal aspecbof this study is that it will discuss

Fellow Earthings for the first tine in academic researchThe seconariginal contributionof

this studyis that itexplores niche strategies on island busiresisy focusng onfour key phrases

niche strategy, niche market, madeorder, and uniqueechnology. As far as | know, thisnay

be the first timeisland studiesresearchconcerning business that amvestigation is being

conducted arounthesefour key terms.

Several articles and books researching P.E.l. companies currently exist. Lynch (1996)
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di scusses Atlantic Canadads entrepreneurs and

companies: Princedward Island Preserve Company, Cavendish Figurines Ltd., and Diagnostic

Chemicals Limited, but no mention is madelsibnd Abbey Foods Ltdand Fellow Earthlings.

There are three other case studies written about Prince Edward Island Preserve Company: in

chronological order these are APrince Edward

Smalll sl and Success: A Case from Prince Edwar d

Edward Island PreservecOCmp a ny : Tur nar o uwuptdnd 20¢8B e@mparesl o &

studies on Prince Edward Island Preserve Company, those which fodsisrah Abbey Foods

Ltd. are few, and nonef these studiemclude Fellow Earthlings

Onre article and studyon Island Abbey Foods LtdRroject 4a Case Studies on Success

Traits: Island Abbey FoodéRaymond, 2014), lagkthe island perspective, especially i threa

of economic challenges

Until now, no scholarly researchas focused on and written in detail about Fellow

Earthlings and, in my own work, | intend to paps# attation to Fellow Earthlings and one of

the P.E.l. representative companies, Island Abbey Foodsahtdshowhow each of them copes

with thespecific economic challengesd opportunitiethey encounteon the sland.
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2.7Methodology

This thesiswill explorethrough case studidsow two companies minimize economic
challenges and maxize opportunities Yin (2003) has determined h a t , A1 ] n gene
studies are the preferrednstanantedbgp I)ybeipsoébdwbd
for thisreason that tonduct twadetailed case studies &E.l.in this research Hamel(1993, p.
29)claimsthatiaj]lt heori es are i1 nitially babdyVklidarqmes a pat
(2003, p. 101jhati c as e st u d iused to test existand teoriesboeto clarify or extend
such thedeso

This studyattemps to extendthe theory of niche strategy by offeririgur key pillar
phrasesniche product, niche mieet, madeto-order, and uniquéechnology. These key terms
emerged as salient and significant from my close reading of case study interview scripts; but they
were also inspired by my extensive background reading of the performance of small business on
small islands, which led me to choose the double/comparative stadg approach as my
preferred methodologyn addition, due to mpast experiences mriting several compangase
studies (Nonakal987, 1995a, 1995b, 1998, 2005, 208&kkawa & Nonaka, 1995200)), |

hope to find new insigbthrough comparison witthese case studies.



66

| use both quantitativeand qualitative research methofds this thesis The datahas

been collected through irdepth semstructured audiotaped interviews with thredP.E.I.

entrepreneurs. Theseinterviews weretranscrbed and copes of theinvitation letters and

guiding interview questionare found in theAppendices (Appendix A). Each interview

rangeal in time between 60 to 90 minutesd included introducing the participants to the

interview process, signing a consent formg amswering a questionnaire whighas sent in

advanceby both email and mail | followed Leonie Baldacchin@g (2009, p. 5)guidelines,

ensuring thafi e a c h t r a mailed to tpetrespedciwe respondent for a process of member

validation, whereby ty were asked to read through the document and verify theftmmation

was reported truthfully and accurately, and to make amendments if megesggcordingly,

and b avoid ay misunderstandings,sient thetranscriptsto the interviewees and askthemto

revise the transcript if necessaryQuestions to the intervieweesnsistedf two parts:the first

was common to botlcompaniesincluding reasos for export, limiting factors/obstacles the

drive to export, raw material impodnd niche stragies;the secongart hadquestionsspecific

to thecompanywhich differed depending on the companyy original intention wasalso to

includeresearch omanugcturing companies which credieavy and/or bulky products awd

immigrant companies. Unfortunately, however, my invitatiorto these companiesas turned
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down,andso it was nopossibleor feasibleto includethese aspects this thesis.

Field observationswere conductedduring my threeyear (201316) stay on P.E,.

including threeshort pesonalinterviews with entrepreneurs. The researclalso use secondary

sourcessuch as government documgribcal newspapersadio and tkevision interviews and

press releases about the compaagewell asa survey of relevant literature

When reseahing a company, an annua&port and a fiancial report are indispensable.

However, these materials aneitheraccessiblenor available to the public in the case of small

family-owned companiesn P.E.l, and this is a limitation of this thesis.

Both Fellow Earthlings and Island Abbey Foodtd. started their business frotheir

basement and grew from thereThe next chapter will discuss Felldwarthlings which focuses

on the niche market ofiandmade madéo-order sunglasses and will consider h&wellow

Earthlingsfoundaniche markein theeyewear industry



68

3. Case Study: Fellow Earthlings

3.1 Introduction

Source: Fellow Earthlings [FEarthlingg]014
Retrieved fromhttps://twitter.com/FEarthlings/status/543426922296897

An opaque milkywhite pair of sunglasses stuck into the snow, with their green mirror

l enses refl ect i (FeglomBEarthiing 2014) Tlisais the fitstrpetars on the

Twitter account of Fellow Earthlings, which produces andvdedi handmade sunglasses from

Guensey Cove, P.E.to all over the world, for customers who want to wear unique, original, and

madeto-order sunglasses. h& products are sold via th@&ernet and customers can choose their

preferred shapes and favouritglour frames and lenses on the website. All sunglasses are sold
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at the same price, which includes tax and shipping from P.E.Il., Canada.

The sunglasses are made by Chris Seggie who is mainly in charge of designing and
production, while his wife, Sydne§eggie, is responsible for marketing and brandin@Gu er ns ey
Cove basement h o me 2014 pagayle FellevaHarthlingsmvpsdfirstyset aip
as a partnership, and it was officially established in August 2014 as a company on P.E.I. (Royal
Gazdte, 2014, p. 788Government of Canada, Innovation, Science and Economic Department
Canada 20149. Their web address isttp://www.fellowearthlings.com/and their business
namé the dficially registeredcompany namie is Fellow Earthlings; therefore, | will use the
name Fellow Earthlings in this study. It took years of planning before this husband and wife
team found a niche market and began producing Fellow Earthlings sunglasses.

This chapter willexplore the following questions. How did the two entrepreneurs find
their niche markets? How did they come uphe idea ofselling prodets mainly throughhe
internet,customers can choose their favourite shapes, lens, and frames on their web sgatselli
the same price, which includes shipping worldwide from P.EWhat were the opportunities
and challenges of doing businessamal fromthe island?

The following is based on an interview with Chris and Sydney Seggie which took place at

their worksop in January 2016.To maintain privacy,some company names and personal
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names used during the interview are not used in the text. However, in the parts which offer

explanations of the eyewear industry, company names are not anonymous because desariptio

these sections are based on published articles about the industry.

3.2Finding a Niche Market

SydneySeggi®s f at her was involved in the eyewesz¢

came from P.E. . Because o¢@Kohgeand FokaitJapar 6 s |

when she was child but the family came back every summer to their cottage on P.E.l. She states

that AaP. E. . is very much my home. 0 When her

because they had alymmaintained a cot@ here. A few years later, she went to university in

Halifax, Nova Scotia, where she met her future husband, Chris, who was from Halifax.

Subsequent to acquiring working experience on the Cayman Istargidiad a chance in

2008 to serve asiternsfor an eyewear company in Hong Kong, starting work as unpaid interns

for that company. The unpaid interns then quickly became marketing employees and Sydney

became a brand manager, with the responsibility of managing the direction of the eyewear

collections and having direct dealings with the brand and sales regions. This company had

already acquired brand partners befSygineyand ChrisSeggiestarted working and the number
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of partners continuetb increase during their tenure. It was becoming a tierttie eyewear

industry that wearing brand eyeweaard e a O f as hi o n &ats 2088t e I@pamd ( YO ¢

these brands reflected the names of their famous designers. During their two year working

experience in Hong KongSydney and Chris Seggie learned and accumulated valuable

knowledge and experience on the marketing and branding of eyewear. They moved to London,

England where botiSydneyand ChrisSydneyworked as brand managers the same company

Through their jobs in Hong Kong and London, tlieycovered the existence of a niche market

for which big eyewear companies hesitated to manufacture.

How did they find a niche in an eyewear market which is occupied byamdHuropan

eyewear companies and economnlicariced Chinese ones?  Findirggniche market first began

when Sydneyand Chris Seggielived in Hong Kong. A well-known apparel and cosmetics

designer visited their Hong Kong office. She had opened a retail shop in the 1990s, later

building her headquarters in New York and openingtigoes within department stores in Asian

countries. She was looking for someone who could make special sesdlaisker next fashion

show. The sunglasses that she wanted looked like goggles and, instead of using temples, a wide

band was used to fit aund the head. It was two months before her next fashion show and she

needed goggle sunglasses by the fittings for her show, not by the date of the show.
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The product manager in Hong Kong said that it was not possible, and he could not make
them. No fatory would make such goggle sunglasses because the designer would not buy a
large number of them. They were like show pieces. This situation would be a disappointment
for the designer and revealed that desigramahd did then exist for a speciatissunglass
manufacturing company, which could produce a small number of unique sunglasses that would
appropriately fit the desi gnreadddisn, theseglasses hads h o w
to be manufactured within a short lead time (the time spam fdesign to finished product).
However, no company existed at that time which would risk making such a small number of
glasses within theequired shat time frame. None of the largmanufacturing eyewear
companies were willing to do so, but a small pamy might be able to actualize this need.
Sydneyand Chris Seggieoticedte desi gner s 6 diahieghenmaketavhede al oc a't
small amount of eyewear could be produced to conform with a de&@gngion and where this
eyewear could be finished Wwih one or two months.

Chris Seggiealso noticed the opportunity in this niche market through another experience
in London, England.  He as working on eyewear for a nsrapparel and fashion accessories
brand in London. The company wanted eyeweardshibn shows and photo shoots; however,

at the company for which he worked, he could only change the sunglass lenses or minor details
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for the fashion shows and photographs because it was impossible to make entirely new sunglasses

for these shows or photd@ots within just one month. ChiSeggiehad to constantly relay this

bad news to the apparel brand companidhis experience made him realiagain that there

was an opportunity for a small eyewear manufacturing company which could provide a small

amaunt of eyewear for shows and also of the importance of a short lead time to finish the

products.

Despite there being many eyewear companies in the world, there was no company at that

time which could satisfy thesgarticular timesensitivedemands. Chris Seggier ec al | s i We

learned firsthand the need for something likieis thatcould produce those in the right time

frame. 0O

A Carwe esre it was a gr Seggiestates,pcentinuiagnthae lifedin Chr i

london was fs ecHisevifelpy ckella ppy .ol this remar k, s

for us, to live in a big city; it was very expensive, too hard. Even if we got promotions we

would never wn a car or a house, anythingWe could make so much money but still our lives

wouldnotbed | fi I 1 i ng enough. Because it is hard t

They decided to finish up working in London and come home to P.E.I. because Chris

Seggieknew a person in Charlottetown who could merition on how to make eyewearBoth
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Sydneyand ChrisSeggiehad rich eyewear industry experiences in marketing: both had been
involved in brand marketing campaigns across different countries, working directly with the
brand on the collections structure, and discussing and collaborating with designer§, énxalt e p t

production. 0

3.3Finding the Place in GuernseyCoveon the Island

Since returning to P.E.l., ChrBBeggiehad been learning the manufacturing of eyewear
from a mentor who was a master of eyewear making for 50 to 55 years. SEhgi® s ment or
came to P.E.l. in 1980s, having gained experience in many different cities and islands, and Chris
Seggiehas had the opportunity of learning from him since June .20Mt. and Mrs.Seggie
started their new life on the island, renting a house in Murrapdtarfor one winter, to figure
out what they would do next. Sydn&gggieassert s, AwWe fel.l i n | ove
I sl and, because of the coast al view, 0 and t
Charlottetown for work.  One day they hée topportunity to purchase a property in Guernsey
Cove, not far from Murray Harboufrom a lady who was moving. This is the place where
Fellow Earthlings is now located and where Chris and SyBeggiei f el t comf ort abl e

[their] life and alsosar t i ng [t hei r Begdes s ah e sa heieW013Chr i s
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probablytwoorong ear s before the website for Fell ow E

They had the idea of developing two sides to the new business: one was making

sunglasses foresigner fahion shows, or protgpes, producing small numbers of glasses within

a short lead time; the other was a business in which the customers choose the shape, colour of

lenses and frames of handmade mdderder sunglasses via thetérnet. These sunglassee

produced for customers who want something new as well as something fashionable.  These

sunglasses are what Fellow Earthlings offers to its customers at present. They started their

business from the basement of their home, but were quickly ableetoconstruct a new

two-floor workshop nearby.

3.4Located Here but Not a Local Business

One side of Chris and Sydn&geggi®s business on P. E.I. I S ma

designer fashion shows and that is exactly what they discovered vihairdexperience in

international markets. One designer, who they had met in Hong Kong, has been working with

them for a long time, ever since Sydney was a brand gearfar her collection there.After

Sydney and ChrisSeggiemoved to London, Sydneywas able @ continue working with the

designer on a consultancy basis and their correspondenteetationship has continued.
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SydneySeggienotes,

Chris wasnot bei ng hp tarmkd How to anpkp eyewetrie tie wh ¢

began working for a previous compaagan, where we worked, doing praype work

because in the eyewear industry now most

eyewear pieces in &ir manufacturing and so theredemand for people who can make

uni que eyewear. F oarge quanttiese andvrieed a clmned time wa n t

line, things like that. Especially when it comes to fashion shows, or something like that,

which requires deadlines; an idea might not be there a year ahead of time, they might

want to work within a month or somatly like this. We can help with that too.

The number of designewho areaskng them to prodce special sunglasses or prototypes

is increasing and Sydneyeggiegoes abroad occasionally to meet and discuss with the design

teams and help them to develihe collection. Sydne$eggieis able to appreciate and discern

the design concepts and Ch8gsggiehas the competence to realize these concafiisspecial

sunglasses or prdigpes. Below is an example in which stained glass frames are made from a

mixture of several colours of acetate (raw material for sunglass frames), according to the
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designer's vision.

Designed and created sunglasses by Geggie Photo by the author

In February 2016, sunglasses which Clégygiemade were in the sglight on the faces
of models in runwayashion shows.  CBC News Rrince Edward Islan{the Web) announced
that AAnna Sui 6s New Yor k -lraaceér i onn glea R@1&hd w( i
para. 2. With lively music, models appear on teage and start to walk down the runway
(Fatalefashionlll 2016) Not all models are wearing sunglasses, but out of over forty costumes,
eight roundlensed sunglasses attached wphrgling artificial stones emerged in the show. All
had different coloured frames with various tints and stones, sunglasses which perfectly matched
the clothes, and harmonizedtivthe theme of the shdwiia mix of pop and psychededic and
with the colourtheme, which included plum, azure, aubergine, and colours of flowers, as well as

jade, and metalsifinna SuiFall 20160 2016 para. §. For this show, ChriSeggieordered
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specal coloured acetates to designd create these sunglasses.

This is notthe first time that the sunglass creations of team Sydney andS&uyigehave
been in the limelight at a show. In 2015, their goggle sunglasses, which the designer whom they
visited in Hong Kong wanted, came sight on the faces of models walking tasic in the
20152016 FalWinter Fashion Stw (Fatalefashionlll, 2015a).Five different variations of
colours glasses and four goggleapedsunglasses appeared, one of them on a blond model,
wearing blue and white boots, tights, a jacket and a coloubic@tion of blue and whitgoggles.
For the same desigrisrspring summer collection (Fatalefashionlll, 2015b), Chris and Sydney
Seggiemade bur new sunglasses, as welltasee which were engraved with the floweand
leaves of the hibiscus.All theseglasses were designed by Chris and Sydsegygie based on
images or pictures of the desig@ericlothes which were sent in advance, and were created and
shipped from their workshop on A.Eo New York for the shows. Their workshop is located on

the islhnd, but they are doing business internationally.
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Saurce: Fellow Earthlings [FEarthlings201 5.
Retrieved fromhttps://twitter.com/FEarthlings/status/570279501000810496

Not only have Chrisrad SydneySeggiecreateddesigner sunglassésr fashion shows,
they have also done design work for a film maker in Switzerland, and have made a movie using a
custom pair of glasses as part of the plot.  If there is an issue to design work for fasw®n sho
it is that it is not a yearound job because shows are basically held approximately twice a year.
Another branch to the busine$sjn other words, an additional pillar or expandeé c o n o mi e s
scop® of the busineds wwould be necessary to sustdirein These issues are discussed in the

following sections, including insights into the reasons for exporting.

351 t 6 s Fa&osmh Niche Market

The other branch of team Chris and Sydri8®sggié Fellow Earthlings business has
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several characteristifeatures: customers can choose the lenses and frames for-toadeer

sunglasses, which are shippeduard the world for a fixegrice in Canadian dollars thaicludes

delivery cost and tax.

From the beginning, Fel |l ow niEfacuded oniniciges 6 st

markets which huge global eyewear competitors could not reach. &#ggé& s r emar k t h

ARWe are not coping with gl obal competition, w

elalorate strategy to find out tlieichemarkebin the eyewear industry.

People who | ook at Fellow Earthlingsnmd webs

fourteen colours, includingreen mirror, purple mirror, or pink lenséiStopo 2015, which are

unigue and uncommon lens colour hues. riafns of frame range from basic colours, such as

authentic black and tortoiseshell to crystal purple, crystal pink, and many other vivid and novel

col ours which are updated via Fell ow sEanrt hl in

select fromfour kinds of sunglass shapes right now, but Fellow Earthlings will add two or four

more $apes in the near future In total, customers can select from 2000 combinations involving

the colour of lensedramesand shapes.  Aftesudomers select the lensgsameand shape,

theyjust click on the website and the oréecompletecasily and promptly.

Another unique featuref Fellow Earthlings is their handmade sunglasses, ftadeder
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according to individual customer choice. The shape of these ssaglé& not limitedo the
selection on the website. f & customer needs a special shape of sunglasses, Fellow Earthlings
will grant this request as far as it is possible. These special shapedmader sunglasses
satisfy customers who wish to weamnglasses which are contemporary and highly individualized.
The company website states that nAWe offer a c
no minimum order and short lead times. If you require custom eyewear for yourself, your brand,
or slow, please contact us at [thedrea i | addr ess|] t o fASpecwmldProjgch your
2014 para. ).

Fellow Earthlings aims atifferentiation from other largeyewear companies by ensuring
a shorter lead time than the big eyewear compani€ésrough their international experiences in
the eyewear industry, Chris and Sydrgsggienoticed thatwith other eyewear companies, if a
customerplaces a special ordet takes up to a year to get the product from the time of placing
the order, and cusiners will not see their product for at least six months. Fellow Earthlings, on
the other hand, normally offer special maderder sunglasses, from order to finished product in
two to three weeks.

This madeto-order business is also able to accefiter special requests. Chris and

SydneySeggiepoi nt out that AWe can al ways help some
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also offer full custom wear, shapes that they want to fit for their faces. If someone says to us,

60h, I have @arveirsynalldr gppenehdadd& émy head is r

narrow, 0 [we are ready to accommodate these s

emai | st at i nthge gddses o n dto kwaretal | ' y wi de oncemy f ac

smal | and help to make their sunglasses so th

special maddo-order service answers requests from customers who cannot find suitable

sunglasses in existing establishments.

The merits oft h enadeio-ordeid approachbenefit both the customers and Fellow

Earthlings: madéo-order service gives Fellow Earthlings no inventory of finished products.

SydneySeggieexplains that eyewear retail shops normally purchase several pairs of glasses, such

as, 25 black frmes and 25 tortoiseshells, which they sell in their retail shops. However, Fellow

Earthlings does not manufacture even the popular colours in advance (before accepting orders).

They have no finished products as inventory, but only raw materials for gnd@rsunglasses.

This makes it easi¢o control inventory management.

On the website fAReturn Policy, o0 Fellow Ea

returns or exchanges. However, if you experience any issue with your Fellow Earthlings

sunglasseslgase contact us at [theirneail address] and we will do our best to accommodate
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y 0 ufiRetu¢n Policyd 2015 para. ). They explain that after purchasing Fellow Earthlings
sunglasses, if the sunglasses are too loose or too tight for the purchaseedradljnstment,

Fell ow Earthlings wild/l gladly fix the proble
madeto-order, they as the manufacttgeleal directly with their purchasers.

Business via theniernet offers great opportunities for entrepresglike Chris and
SydneySeggie who live in peripheral or remote places; however, at the same time, they need to
resolve customer concerns before and after their orders. These concerns are not only whether
customers are able to ask for adjustments dlftey receive the products. How does Fellow
Earthlings solve potential purchas&csncernif customers cannot try on sunglastike they do
in retail shops? Chris Seggie explains that most of their customers knadleir ovn PD
(Pupillary Distance) size distance between the right and left pupils and if customers include
their PD size when they order, Fellow Earthlings can create sunglasses which fit perfectly.

Ancther anticipated problem for eyeweanternet ordering is howthe company
accommodateglasses that fit differently on individuals, such as Asians who have diffeeggitth
bridges on their noses.Chris Seggiestates that this is still a big challenge for him, although, his
experience in Hong Kangave him a useful solution.When they were wdéing in the eyewear

business in Hong Kong, one of the first things they learned was about whatavesl e d A Asi an
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which hasto do with nose shape and nose pads for Asian peopleaddition, through their
experience in fashion shewthey found a sotion. Theycreated a North America@ollection
and an Asian fit orie mostly for Korean customdrsand adaptedhe shapeof the nose pad
accordingly. An eyewear manufacturer can file the nose pad wider at a certain depth, for a
wider range fit. The lengtof the temples can also be accommodatedhdaf manufacturer
makesslightly longer temples than average, and bends them in a way that makes them flexible for
a wider range of peopl Fellow Earthlings does itsest to eliminate difficulties for custonser
who cannot try on their sulagses viariternet ordering.

Al l Fell ow Earthlings6é sungl asses sell at
shipping costs and tax.  Both international and domestic shippistg are contained in the
price. Thei@&@r ms of o®ertvhieciero we b s i & efferifreef idernatonalt h at
shipping and will notify you when your order has shipped. Production time varies depending on
order volumes so please expeeid days before your order is complete (excluding ghii ng) 0
(ATerms of Servic® 2015 para. ).

Chris and Sydneyeggieexplain the reason for fixing all their sunglasses at the same
price: usually, when peoplpurchase commodities via thedrnet, even if the price is $100.00,

the total price will beome more than that, setimes even double, becaubke base price does
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not include shipping, handling, and tax. They want to change this experience for their

customers. From th@ew point of the shipping price, the farther away from P.E.l. the customer

is, the more he/she can enjoy the value of cut price shippifige following section will discuss

where they export their sunglasses, but the farther away from P.E.I. the customer is, the more

he/she enjoys the value of the glasses, which could expl@&nobthe reasons customers in

Russia and Scandinavia order thenihat Fellow Earthlings does business dirgatith their

customers via thenternet, avoiding wholesalers and distributors, is another way they cut

distribution costs.

Fel | ow E prospebtivei and safeted clients are those who are looking for

something differentsui generissunglasses, with surprise product one consumer commeinted:

have never seen such a combinatorh col our so dey offér Isuinglassescto o | . 0

customersvho want to wear something new, a unique eyewear which cannot be found in other

shops. For example, people who are planning

take this crystal purple frame, purple mirror lens, andegat shape sunglasses Anot her

customer might be thinking AFor my friendobs b

frame, silver mirror pai-r of sungl asses. 0 C

primary glasses or daily use, such as reading or [pésarglasses.
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Fel | ow Esumgkdsds aremighe products targetednathe markets. Sunglasses
are shipped in organic cardboard boresund the world from P.E.l.Where do these Fellow

Earthlings sunglasses go afteaving the island

3.6Minded towardst he Wor |l d and o6Off the I sl an

Exporting to foreign countries or shipping off the island is their first priority and Chris
and Sydneyseggieconsidered this from the beginning in establishing Fellow Earthlings. This
was because they natid the smallness of the market on the island for tn@gue, high end
sunglasses. Fellow Earthling has been exporting its products since 2014; triggers driving these
exports were (1) awareness of the small home market size; (2) expanding the scaeestbu
there are two sides to their business, one is design work for fashion spewisity sunglasses
and prottype sunglasses for new designs or pfsttoots; the other is Fellow Earthlings
handmade madim-order sunglasses, in which customeredgheir preferred lens, framand
shape, all for the same price, including shipping and tax; and (3) to spese@impany name and
productsiover 90% of their sunglasses go off the island from P.E.I.

Fifty to fifty-five percentof Fellow Earthlings tal salescomesfrom the rest of Canada:

British Columbia, Ontarioa little from Alberta and some Maritimergvinces, such as Nova
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Scotia. Fellow Earthlings kaa partnership with a Canadiawned Vancouvebased company

which designs and makes headbardgs, and clothim This company sells via thaternet

having many Instagram followers (more than 32,000 follower€ustomers can also purchase

items in several retail stores across Canada, theAl).Erance, andAustralia. Both this

Vancouvetbasedc o mpany and Fell ow Earthlings introduc

sites and the two companies also collaborate on a joint Instagram site as well.thdigmone

company is located otle west coast and the other dhe eastoast ofCanada, eah company 6s

customers are introduced inttcernkeé 6t BTAecttvaa | p me d

companies have created a mutually beneficial synergy. The one company is mainly hair bands

and accessories, the other is sunglasses; they appeal il@r saticeconomic demographic

customers.

SydneySeggieexplains thatwith regards to customers in British Columbia and Ontario,

the demographic and soesoc onomi ¢ f actors reveal that Mnpeor

willing to spend a certaimmount of money on their fashion accessories and are also looking for

cool products. They go for something more fukor example, estomeranight want a matte

crystal mint frame with a white gold lens, whickety cannot get Sheaddsmer e el

Athey are | ooking for @aaxgerenca dealingavithetheit e Anhe tl @
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social media followers, they are very much supportive and appveciaf Canadian made
produ®©Ons.tdhe inside of the templsesar nmihoann dimaldle
CANADAO is proudl vy senagrsaovemossi bl e to ask Fel

engravi ngo,pdraE®ysuch athetWks4 omer 6s name.

I

Source: Fellow Earthling$-Earthlings] 2015
Retrieved fromhttps://twitter.com/FEarthlings/status/563737252212142080

The second largest sales total comes from theAlJ.&ccounting for 25% of Fellow
Earthlingso6 tSeggedtates that thes CanadialC brargs been effective in the
U.SA. and Americans appreciate Fellow Earthlings Canadiade products. SydneSeggie
theorizes that ANot just Canada, but the Nort
She continues t ha tbecdustamany Ipeoplefireteel ASara interestednid , 0

home gr own or Besidesnsinca 2014 svbdhdy .started Fellow Earthlings, the
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appreciation of the U.S. dollar (XE Currency Charts, 2016) means even better v#lueefaran

customers. ChriSeggiepoi nt s out that M@dbecause the U.S.

of Fellow Earthlings glasses [CAD$250.00] was US$200 about six month ago, then US$160,

then in January 2016 the pricewas &% So t hi s is very positive fo

The third largest sales figures come from the U.K., Australia, Russia, and Scandinavian

countries, which accourfior about 15% of total sales.The last and the lowest portion of sales,

5-10%, comesrbm their home island, P.E.1.Only two years after estabhing their company,

the cefounders explain that they would like to begin to appeare tolocal customers. The

percentage of total sales on P.E.I. is small but they plan to focus more on local sales in future and

Fellow Earthlings sunglasses are stxti anoptical shogn Charlottetown.

Chris Seggiestates that thereave been no limiting obstacles so far for Fellow Earthlings

to overcome in its drive to export. He explains thrathe case of their company, tasjfforeign

government resirtions and transportation costs from P.E.l. to the destinations have not been

applicable to their company so far. This is because of the nature of their products: thesfreight

light, and Canada Post deliveheir sunglasses to domestic locations, dheoU.SA., European

countries, and Australia.Eyewear transportation cost is not a huge obstacle for them because

their product isnot bulky and/or heavy like the produat$ other companies. ChriSeggie
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continues that, A A nwe just beem ouriowngabilityaacdttime, svo meaple f a r
with two kids, ha&ndawe t @adn dtoHddanghd toay thew lintitiegr s . 0
factor is themselves. The exchange rate of U.S. dollar was favourable to the company from
2014 to 2016 and trsportation costs are low, although CiBisggieguesses that their materials

arealittle bit more expensive to ship to P.E.I., mostly because they only require small amounts of

raw material, shipped by air instead of by sea, from the Italian compantg diaiancompany s
factories in China, and paid for in U.S. dol |
foreign market would be aPepdep ciabmt € o wt utshat af
fortunate to have established connectioasd customers previously when we lived

internationally. o Their background of havin

3.7 Opportunities and Challenges of Doing Business on the Island
Do Fell ow Earthlings6 ngphgsicayldcatesl praaislendiss f e
a competitive advantage or disadvantage and do they value the opportunities and challenges of
doing business on P.E.I.?
Chris and Sydnegeggiestate thathelow cost of land and living, the quality of life, an

international perception of P.E.I., and the history of eyewear industry on the island are benefits of
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doing business on P.E.l. In addition, even with their work place located in a peripheral location,

the drawbacks of such a distaluication are overcome inhis internet society, with the

development of social media which can quickly dispatch information involved in the graices

making their products. It is also, noteworthy to mentiwat they enjoy doing business on the

island and they attach the imagiethe place to their produdtsshowing pictures of where they

make the sunglasses and of the surrounding lapds@and of their way of livirigihich also

adds to the advantages.

The property where Felo Earthlings workshojs located is not as expews as it would

be in other places. They report that even the building of a new workshop in 2015 was

completed at a reasonable price. The cost of living and rent are far more affordable than they

would be in London or Hong Kong. Compared to when theseveenployees at the eyewear

company in London and Hong Kong, they took a large pay cut coming to P.E.l., but still have a

fine quality of life. In fact, they bought their first car when they came back to P.E.I.

SydneySeggiepoints out that the intertianal perception of P.E.I. is also an opportunity

in doing business on t We arée enlaamatl island inNSGamadadchatmme n

most people have never heard of or if they have it is becausewrd of Green Gablesr

something interestingkle that, like from a fairy tale, and then it is almost abotteleng that
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fairly tale. For the cherydhy #is awhelesemeisgtyl® s goi |
and | think that translates well in marketing.  People prefer the optiorrdigsing something
where they also have a choice and are helping to provide for a small family like this, instead of a
big huge company and getting something that is being made for a few dollars in China and being
sold to them for a hundred times moreand at 6 s t he way most eyewear
SydneySeggieis proud of the lifestyle and landscape on P.E.l. and Geigiereflects,
sitting on the chair of the workshop where he can see his-poonece of NovaScotia from the
window, that le has been hermnly a few years, so it has not nesasly influenced their art yet.
Howeverthey feel they are suchgoodfit with the islandand do appreciate their position every
day. SydneySeggiealso believes that they did not like living in big cities becausy tiad
children and prefer the wholesome natamad safeenvironment on P.E.I.
The pictures of the landscapes around Guernsey Cove and their lifestyle on the island are
what Fellow Earthlings sends out via Instagram and Twitter sites, along with piofuttesir
sunglasses and the process of making their eyewear. On their social media, one of Fellow
Earthlingsdéd sites shows viewer s Fdldwearthlegg c | i f f
201%). If people visit P.E.I., red solil is a typical chateristic of the landscape for tourists, who

are astonished and curious about the soil colour, which features prominently as part of the
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attachment of the place of the island. During winter, small ice floes float in the sea near the

island, and if thewre lucky, people might see a white baby seal creeping on the beach or coyotes

walking in Guernsey Cove.

People who are thinking about ordering sunglasses are able to see where the sunglasses

are made through these pi ant and Bviter sites. Marind tew Ear

interview, ChrisSeggiesaidt h a t ASitting at our deshkosay,i n ourt

Sydneypoi nted at the seals that are al/l having

pictures of eagles and whalig®re. ChrisSeggiest at es that Ajust 1 n gen

surroundings. 0

The picturs ontheir social media captutbe clear blue sky and grasses, growing in June

the feel of the air and the aromas which waft from the sea and surrolaaiisgape  Another

picture vividly illustrates the crimseglowing sunset on a tranquil red beach in October where no

one is walking except a photograph&hese scenes via theternet can help people envision

where the sunglasses are being made angrcampt them to imagine the calm and happy lives of

the eyewear creators. These landscapes were not experienced by the two eyewear employees

when they were working in Hong Kong and London. It would seem that the landscape on the

island reminds SydneSegie of when she was a child during summer vacations spent on P.E.I.,
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and she would like to transmit these experiences to her children and to the viewers on her site.

Another picture shows thedog and child watchingiew of the sea and tal from thé workshop

windows. No building disturbs their view. During summer, the pictures portray the family

eating freshly picked vegetables and fruits, which probably come from their kitchen garden.

The island landscape significantly influences their life andtmepany. Both Chris and Sydney

Seggiesay that they sincerely enjoy their surroundings and that this would be a reason they attach

the image of the place which documents their lives via social media.

One of the picturesn their social media shoveslandscape covered in snow, which can

be seen from the workshop window. In front of the windd@iris Seggieis making

madeto-order sunglasses. In mositernetbusiness transactions, customer and manufacturer

are not known to each other. However, FelBw r t hl i ngsd soci al medi a

make eyewear and how their family enjoys the blessings of natuhe esland and on the Earth.

In spring, their web site shows pictures of strawbeed/sunglasses with fresh strawberries or

navy colouredrames with blueberries. These imagespire their eyewear productsAnother

picture depicts their child standing on o0t he

family, neighbours, friends, the islanders, and the customers who sent picames of

themsel ves wearing Fell ow Earthlings sungl as
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Earthlings. 0
When a customer wants to order vid He o w  E a ntéarrietl site hhg/shé might feel that
it is a little difficult to imagine what hisAn sunglasses would lodike. Both Fellow Earthlings
Instagram and Twitter sites demonstrate several types and combinations of sunglasses and
photographs which havieeen sent from various countries around the woflgeoplewearing
Fellow Earthings sumglasses. Moreovethese social sites can communicate both with the
viewer and with the administrator of the site, and the viewers are able to ask the administrator of
Fellow Earthlings social media sites for more detailed information about these sesglass
This implies that no matter the geographical distance between the manufacturer and the customer,
social media and-mail correspondence make comnuation and interaction easySydney
Seggiei nsi st s, ANor mally 1 n t lereselesis larger gitiesdopfihde h av
their customerred to have a larger market base.ut Bow, with online selling and working with
i nternational customers on both retail and br
interesting to those peopieh at we are on a small i sland in Ce
The opportunities of doing business on the island are also rooted in the history of the
island, demonstrated by the social media pistoré ol d machi nes, with con

of our favourite machines!l t came out of the ol d eyewear f ac
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(Fellow Earthlings2016).

It is not weltknown in island history, but there were eyewear factories in Charlottetown.
One of the companies had over 100 employees during the héighpoosperity, from the end of
the 1970s to the middle of the 1990sSSydney Seggieinsists that P.E.l. has as significant a
history of eyewear production as does Ontario. In a CBC interview, Sygkgyiepoints out,
AFor e xamp l-ceveredhRy[-|Bans and Isteffrthat you seentage today that are so
coveted t hey were actually @lIGuehasdy m@dee olba sPe rke
eyeweap 2015 para. 1). SydneySeggiest at es t hat AThat company |
and they stayed beeass e t hey al s o ISeggiecantinkes that lanother Englighr i s
eyewear maker was on P.E.l. and invited craftsmen to come and they never really left. They
could not get the island off their mind and they quit theisjabhome and moved to P.E.Both
address the fact that P.E.I. has an eyewear history and its legacy is embodied in the old eyewear
machine in their workshop.

One of the eyewear companies was established in the middle of the 1970s on P.E.I
(registered in 1978 and started prodwctin 1979) by Peter G. and Maureen Leunes (P.E.l.

Department of Justice, 28; Wells, 1983, p. 7, p. 9).Peter Leunes was born the son of a

GreekAmerican restaurateur in PennsylvaniaU.SA., then became involved in the leather
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business in Mexico, andame to P.E.l. in 1975 (Bruce, 1991, n.p.). He and his wife initially

started a business in downtown Charlottetown, then moved their factory to West Royalty

Industrial Park, Charlottetown, P.E.l. fles et al 1986, pp. 33B32). The name of the

compary was Tannereye Ltd., which manufa@drattached thin leather coategeglass frames

and its main customer was Bausch & Lomb which sold-Baty sunglasses at that tinfea-Ban

brand was sold to Luxottica in 1999) (Watson, 1992, huRpttica 2016, p3). Tannereye Ltd.

started its business when Leunes made samples of leathered eyeglass frames and sent them

to Bausch & Lomb Alberstat, 1989, p. )9 One of thelocal P.E.l. newspaper§,he Guardian

reported in 1983 that Tannereye Ltd., which nfacred high fashion sunglasses and optical

frames, won the Canadaport Award from among 250 applicant§Téannereyeg et s awar d,

1983,n.p.). The next yearaccording to another local newspapére JournalPioneer 75% of

Tanner efyaméswere dpped to the U.A.T the biggest customer of Tannereye es

Bausch & Lomb in the U.8.T and most of them were resold from the WBA.30 Middle Eastern

countries (Stewart1984 n.p.; Watson, 1992, n.p.). In 198Bamereye Ltd was the fifth

largestcompany on P.E.l., with CAD$2,500,000 sales, next in sales to Maritime Electric

Company Ltd., Island Telephone Co. L#snalgamated Dairies Limited (ADLand McKenna

Brothers Ltd. (Doehler, et al., 1989, p. 12).
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Before 1992, the company diversifigtto leather coated animal and fish figurines and

watch bands (Bruce, 1991, n.p.). However,after Peter Leunes passed aivdiie exact year is

unknown, but he died before 1998e company was sold @hateau Leatheg companywned

by one of Tannereyétd. employeesaround the middle of the 1990s (Ryder, 1998, p. A4).

Nevertheless, from the 1970s to the 1990s, an eyewear company existed and flourished on P.E.I.

and its lgacy remains

Compared to the opportunities of doing business on the islami, &fd Sydneyeggie

do not yet perceived any disadvantage®/hen they were in large cities, Sydregggiecould

go and do sales herself and the big cities were more convenient, but, other than this, they perceive

everything else in terms of the benefifsbeing on P.E.l. Asliscussed in Bapter 2, the two

obstacles of doing business on the island, especially P.E.l., are the domtspiortation for

off-island the heavier and/or more bulky the freight, the more the transportatiorbecsisie a

burdeni and the fluctuation of currency rates for exporting their produatlsi@porting their

materials. For companies which manufacture bulky and heavy products, the cost of

transportéion off-island is challenging and imposessignificantburden. Howeverthis does

not apply to Fellaw Earthlings. The fluctuation of currendy also not applicable to them,

because Fell ow Earthl i rCgnadian doliassiandepaysnent isv ¢ o n d u
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materials and design wofflor fashion shows and prayges isin U.S. dollars.  If the U.S.

dollar depreciates, there is a possibility of smaller orders from U.S. customers, but as far as

buying raw materials in U.S. dollars, the price of raw materials becomes cheaper. For these

reasons, Fellow Earthlings are lesBuenced by fluctuations of currency.

Their business model is not only targetectoiche market. tlalso involves solutions to

their possible challenges, transportation costs ferstdhd and the remoteness of largarkes.

The remoteness frormarkets is solved by using thaternetsite and drawbacks vianternet

business are overcome by thexperienceand past contacts.In the present day, thaternet is

indispensable for island business, including Fellow Earthlingfsis essential for iquiries from

prospective customers, to accepting orders, designing new sunglasses and sending high resolution

images to clients, to updating social media and for the frequent dispatching of information, and

prompt correspondence witbllowers on their soal media.

However, thenternet speed on the island does present somewhat of an obstacle for their

business. They confess that they have ibt&tnetspeed. When they first moved Murray

Harbour and Guernsey Cove, they did not even hawiViid they had to use a 3G device.

There was a promideom the provincial governmenor all parts of P.E.I. to be on broaand by

2014 for business reasons, but there were gpfaves that did not have brdmhd caphility at
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the time, including Guernseyo@e. Around six months afteneéy moved to Guernsey Cove, the
internetcompanyput broadband in the ground for everyone, but the speed was still very slow.
Fellow Earthlings need higbpeednternetfor their business and to facilitatiee downloading of
large digital filesfor their business. If thewere in Halifax, the improvethternetspeed there
would generally help their business. However, here in Guernsey Cove, whers€&gishad

to send 2GB of highesolution images to the photographer ta,et took twelve hours, and
failed near the end. So he did it again overnight. Throuigthat whole period, the whole
internetat their house and workshop slowed down.

Chris and Sydneyseggiestarted their business using their own savings and $ydne
Seggiest at es t hat AWe are able to finance it
becaise banks are not supportiveenitrepreneurs who have been out of their country for a length
of time.  But Eastern PEI Chamber of Commerce in Montagueryssupportive and willing to

offer them support. ChriSeggiestates:

We spoke to the representative of the EasREhChamber of Commerce quite a few
times and he is excited about our business. They are willing to offer us a few different

programs fo both exporting and manufacturing because our business falls into both
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categories. But we havbeen hesitant. We just ha@&done any of thesprograms
because we have beemostly because of our kids, and we have slowly grown to this

size, and are qte pleased we have done it on our own without the government.

Overall, in thecase of Fellow Earthlings, the ownen® cowinced that the opportunities

for doing business on the island are greater than the challenges.

3.8 Future Dreams

Fellow Earth i ngs 6 pri mary obj ect and showhs varfiety ofup dat e
product combinations they create. Because the majority of their customers are fashion
purchasers, Fellow Earthlings tries to show as many images as possible on their social media
their website of other people wearing their sunglasses and they hope this will give people an idea
of how the sunglasses would look on the customer.

They hope to build a guest house in the futuregrder to be able to speadfewdays a
week or so fousing on design and making protpes with fashion designers for new sunglasses.
Instead of developing new signs over several month#jey and the designer would work

faceto-face for an intensive design week within a short period of time. Fellothliags
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caters to degners who want to highuality productsshorter lead times, and who need smaller

quantities because their company is geared to these criteria.

3.9Conclusion

Fellow Earthlingé two entrepreneurs found niche markets via their rinagonal
experiences in eyewear industry. Through their jobs in Hong Kong and London, they
discovered a niche market where a small amount of eyewed&t be produced to conform &
fashion designérs v i si on aeyaeawdowdr be finshed witha short lead time.
This was an area for which big eyewear companies hesitated to manufacture and Chris and
SydneySeggidearned this firshand.

The opportunities of doing business on the island ardotliecost of land and property
the qualityof-life, andthei s| anddés hi story of eyewear indust
island business is themoteness othe location which was solved by developing their online
business and by showiriye pictures of theirattachment to island liféo their social media
viewers Their business model overcomes other challenges of doing business on the island
including higher oftislandtransportation cos@nd tte fluctuation of currencies.The sunglasses

made by Fellow Earthlings are easily transpadrof-island because of their ligheight and the
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fluctuations in U.S. and Canadian dollars serve as advantages for their bosdess

Fel | ow Efast gridrity was gfstand business and/or the export market because
they knew that the istal market is relatively small for their higdnd sunglasses. They have
developed and focused on their niche market and niche products. In their case, this did not start
with manufacturing niche products, but with first findinggche markets and creatirige right

productsgeared towards thesearkets.
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4. Case Study:lsland Abbey Foods Ltd.

4.1 Introduction: Here and There
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honibe® Honey EopE andhonibe® honey lozengEs are manufacture
by Island Abbey Foods Ltd.
Photo by the author

In drugdores, supermarketgpnvenience storeshe Charlottetowrairport coffee shop
and even in souvenir shops on P.E.l, people can easily find h8njiseducts which are
manufactured by Island Abbey Foods LtdHonibé® honey lozengds , feauring two flavaurs,
lemonand cherryas well as no flaveadded honeyand immune boost lozenges| consistof
between 99.5%-97% pure dried honey Another product hexagorshapedhonibé® Honey
DropE, is 100% pure dehydrated honey ardisal to put intohot beverage These and ther
Island Abbey Foods Ltcproductsdiscused laterin this articleare allhonibé products based on
a dunique technologyof Island Abbey Foods Ltgwhich changsliquid honey into solid cutze

No other companin the worldhasthis technéogy.

" For adefinition ofunique technologysee Chapter 2.



105

Honeyis neither a P.E.l. special brand rsorexample obrand consolidatichcompare
to potatoes, lobsters, and musselaccording to the latest statistics, 4&ekeepers exisid on
the islandn 2014 (Government of Canada, 2@1p. 2)and cistomers can bulpcal honey at the
I s | asnudpbesr mar k et smarkets.dAs fore ré rthe ra@adstsstates, the reason they
moved to P.E.lis thatfithere were feerbeek e e per s h er e lepscompditiokfrom. ] 0 a
existing h i v €aldacchino& McAndrew, 2008, p. 22). Data supports this clainn that
Ontario (3,262 be&eepers) and British Columbia (2,405 Hesepers)were thetop two
beekeepingprovincesin 2014(Government of Canada, 204.6. 2). Statisticstodayalsoshow
that total hong production by provincen CanadaanksAlberta (42%)in first place, followed by
Saskatchewan (20), Manitoba (17%),Quebec(4.6%) with the secondlowest total honey
productbn’ province beingd®.E.l.(0.19%)(Governmenbf Canada2016, p. 5. It is, therefore,
possible to saythat honey on P.E.l. is nothe subject ofbrand consolidation. However,
ironically, for mostinhabitants of P.E.lhonib& productsare weltknown

This chapter will explore the followg questions. How did thentreprepur of Island

Abbey Foods Ltdget the ideafor sucha niche produ@® What were the opportunities and

8 Definition of brand consolidation 8hapter 2
° Newfoundland ad Labradothas no honey production to report.
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challenges of doing business on the islanéiw did unique technologyand the product$

portability and weightrelateto thechallenges and opportunisief island business

4.2 The Eureka Moment: The Idea for Making Solid Honey

John Rowe, cdounderand CEO of Island Abbey Foods Ltd., was born in Montague,
Prince Edward Island. His family hasbeen involved in farming, fishingand retail for 200 year
and are sixth generation islanderéPitts, 2012 para. §. After he graduatedrom Montague
RegionalHigh School, he moved tQuebecto enter Bishofs Universiy, majoringin political
economy and minoringh music McPhail, 2011, p. 13 He graduaté in 1995 (McPhail, 2011,
p. 13)andwentto Vancouver to work in the teoblogysector

While hewas stayingn Vancouver, the idea of making solidriey came to his mind
John Rowe has tolthis storymany timesand thefamous anecdote hasdrereportedn the
media The idea of solid honewas born when é went hiking inthe mountainswith his
friendsin Whistler, British Colombiafilt took us most of the day.l [John Rowe] arrived at the
camp site, opened up my back pack, and discovered my glasshan®j had shatterechind
that honey was all over his tent and clothing, and everything insfdlemmediately thought to

myself@m | in bear country@@onter,2010,para. 1 honibe®, 2012 MacAndrew, 2011, para.
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3; Moreira, 2014a, para )8 Then, AAs he [John Rowe] cleaned up thmess, something

occurred to himi why dord | invent a safer way of transportifgney around by solidifying it?

| [John Rowe] had an idea for a honey auf@tewart,2011 p. B7). Thiswas in 1996 (Pitts,

2012, para. 3)

After he came back home Yancouver, he researchedlid all-naturalhoney. He found

honeyflavoured candies and lenges made with sugar that already existed onntheket

(MacKay, 201Q p. B7). However, there ere no solid pure honey cubes at this timelf he

succeeded in creatirsghong cube, it would become annovative product in thglobal market.

This is the@urek@®moment when he found a potial for a niche producand, asBaldacchino

claims ACompeting on the global playing field by nichingtl products and/or services as well

as the terms of their tradetiga] viable strategy (Baldacchino, 2008 p. 75.

How did John Roweome tothe business of makirgplid honeyon P.E.I? From 2001 to

2004, he started a computer businassan entrepreur in Texas, U.S.A. Unfortunately, e

started this businegsst before the September thlattacks andstatedthat during his timan

Texasi| spent three years trying to get that

b u -

Butthatgavemé he opportuni ty {(Pdts, 2002paa.  oHeaeame backtoe | a x 0
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his hometown in FE.I. in 2004 and established Island Abbey FoddgMacKay, 2010, p. B7;
Chisholm, 2010, p. A4 He first tried to change the sweet, sti¢ckyoldenliquid into solid,
portable, honey cubes in the basement of his h@aeson, 2013, p. A3) He describes it as a
difficult job to do by himself. He visited supporting organizations for entrepreneursthe
island and fitook his idea to the Food Technology Ceat(@hibodeau,201®, p. A2), now
BIO|JFOODTECH, which is located in Charlottetown The P.E.I Food Technology Centre
contibuted to the technology of dehydrating the honey, cooperatitig Island Abbey Foods
Ltd. in co-developing the solid honey cubeem 2004 (fHoni beE i ntroduces Hon
The worl doés first 100% p ) rJehn Rowenaksy cortaateddey , 6 2 0
fiNational Research Centre Institute for Nutrisciences and Health to take prototypes from the
initial concept to the launch dfieir first product liné (Carson2013 p. A3).

Before JohrRowe made his first solid honey cubes, he approached three organizations in
Charlottetown, FE.I.: National Research Council Institute for tNscierces and HealthP.E.I.
Food Technology Centrénow BIOQFOODTECH), and Bidlliance (one of the research

partners of FE.l. FoodTechnology Centre). All three organizations played incubating roles for

% The name of the company at that time was Island Abbey Food (sole proprietorship: Prince Edward Island
Deparment of Justice and Public Safety: Corporate/Business Names Registry). In 2007, Island Abbey Foods
became Island Abbey Foods Ltd. (Government of Canada, Innovation, Science and Economimizeneélamada
In this thesis, except in this footnote, Islagkttbey Foods Ltd. will be used to refer to the from its inception in 2004.
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Island Abbey Food Ltd. Finally, in 2008, a new product was born, naméwnibé® Honey

DropE :

4.3Unique Technologyand Portability of Products

Island Abbey Foods Ltd. has released two innovative produnte slanuary2008
(MacKay, 2010, p. B7) One is thehonibé® Honey Droﬁ, which is an aHnatural,
hexagonakhaped sadl honey that can be put integ coffee, or hot water as a sugaveetener
substitute. Another is honibé® honey dalightf, which are 100% pure rourghaped honey
candie’. Honibé® Hon ey DandhgniBe® honey elights , registered under thierand
namedonib&,6 are uniqueniche products that are not diluted of horeyriginal and natural
colour, taste, andsmell. The significanceof innovative solid honey wasmmediately
understood by honey titan in Europeexemplified by the fact thaine day John Rowe goha
unexpectedcongraulatory international phone call oisland Abbey Foosl Ltd.Gs new solid
honeyproducts fromthis German honey dynasty who had beerthe honey businesfor over
400 years (Lazarus & Sonya, 201. 6364).

Honibé® created thepossibility of bringing horey anywheré & portable hondy and

1 In this chapter, the product names are naawmbrding to Island Abbey Foods Litlomepagen 2016 four
productd therefore, except honifeH o n e y  Dother préducts namese lower cases, such lasnibé” honey
delight§ andhonib& honeylozenge5.
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patented the technology ofianging liquid honey inteolid cubes Thistechnologyis protected
by a paten{Canadian Patent N@649936 2010; U.S. Patent N@0120034309 AJl. meanng no
company canmitate or makecopied products. These two feat@s portability and protected
by a paterit have noteworthymeaning. Portable honey is innovative becaug expands the
places whereone can take honey: tm the mountains or sports centers, and eveo in
librarieg the posdilities are countless. In addition, the technology of changing liquid honey
into solid cubes hais own infinite possibilities: thisechnology made possible the making of
honey cubs with lemon flavaur, with vitamirs, with eucalyptus, anthe technolog canalso
changemaple syrupas well asaltering liquid medicine into solid cubes All these products
have been commercializéy Island Abbey Foods Ltd. fro2008 to the preseii$ee below)

There was no solid cublehoneyin the world until 2007 andhe technology has been
protected by patents.This meanghatno competibr canimitate the producisandthere ardew
competitors fomprice because no comparalpeoductswith thesesingular characteristsexistin
the world so far As far as a reas@ble price for botikonsumers and the manufactyseith the
portability and lightcommodity characteristsg this product overcomeene of the economic
challengedor islands,the relatively high price of mada-island products, along witthe high

trarsportationprices for export and import.In 2014honib€ Ho n e 'y  Dvaseeflirgin retail
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shops on P.E.l. fo€AN$4.99 honib& siteds internet price is CAN$6.49 in 2016per 60
granmes, and included 12 pieces of dehydratedey. Honibeé® honeydelightsE wereselling
for CAN$7 (honibé& sitefs internet price is CAN$5.99 in 2016; honfbproduct, n.p.)per 52
granmes in retail shops on E.l. in 2014and included0 pieces. The lightest products among
honibé are thehonib& honey lozengds which were s#iing atvariable pices in retail shops on
P.E.l. (honibé site pricefor CAN$ 5.99, per 35granmes, and included 10 pieces of throat
lozengey Comparétohonib€ Honey RmddHpnbE honeydelight£ , honib& honey
lozengeE aremore compadin size(a package is 10.8cm length, 6.7cm width, and 0.8cm)deep
The lightweight andthe commoditie$ portability are arhigh advantagehen these products are
transportedoff the island The products lightweight, portability, andprice overcome several
ecoromic chalenges of island businesss which meanghe products themselves include fagor

which minimize island economic challenges.

4.4 Fundraising (1): Personal Funds
Four years aftedohn Rowe eshdished Island Abbey Foodand overten years after ki
eurekamoment fora solid, honey candy, he finally made his productdowever, a question

remains How did heraisefunds for hisinnovative productsespecially sincethese innovative
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productsneecd Research and &elopmen{R&D) funds? A source ofmoney for research and

developmentame from Jon Rowés savings, histherjobs, andfrom his patents osoftware.

As | describelater in this sectionwhen John Rowe appeared on the CBC television program,

Dr a g obep 6he said that fiover $1.1 million of my own money is investéd

(TheDragonDenn, 20)3and, as Caseglaims John Rowe iihas largely selfunded their [Island

Abbey Foodd.td.] companys growth to the tune of $1 milliar{Casey, 2012para.10).

He later statedhat when they started theirubiness, Island Abbey Foods Ltd. was a

husbaneandwife team, CEO and CFO respectivelyThe CEO and CFO of Island Abbey

Foods ltd. also had other jolis support their finances.John Rowe kept another job even after

he succeeded with grawg his business When heand his wife, Susan, established Island

Abbey FoodsLtd., he was working with the Timeless Groop companies on .E.l., which

specialized in IT industry anihealth care technologylater he became president of Timeless

Group) McPhail, 2011p. 13. One of the Timeless Group companies, Timelesshmologes,

made companyebsite homepagem P.E.I., for suchcompaniesas Cowsce cream andAnne

of GreenGablesChocolatefCows Incorporated)Oak Acres Charity Golf, Island Abbey Foods

Ltd., ard so on( The Stuff We Mak@® 2016) Island Abbey Foods Ltd. has utilized their

homepage effectively for advertising new products, prdsases,YouTube videosand social
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media, such aswitter, Facebook, Instagram, and Pinterest

| could not estabsih through my research whether Island Abbey Foods tedeived
funding from the PE.l. Food Product Development Fund RItE.I. Food Technology Centre
(BIO|FOODTECH) does havea funding program foP.E.l. companiesvhich manufacturéood
or deal withbioprocessing and bioscienceThe fund contributes 50% of project costs to a
maximum contribution of $50,00@Funding Programé 2016 para. 4.

Att he beginning of | s Bbusinesshistéry) beking a Branshevs Lt d .
product was not easy.Most retailers didnot want to dal directly with a small manufacturer
such as Island Abbey FoodsdL at that time, especially with@mpanywith which they were
not familiar (Raymond, 2014, p. 6).1t is alsocommonfor many smallnew companies to be
disadantaged bynsuficient advertising budgets. However,lsland Abbey Foods Ltd.gusisted
andadvertisedts new products tahe public, retailors, and distributors lyord-of-mouth, and
marketing communications with social meailigaymond, 2014, p. 32 They sent samples to
magazine companies and when these companies featuredhdhibeecame an advertisement
for Island Abbey Foods Ltdi T h e Mews & Reviewo 2014. By 2010, Island Abbey
Foods Ltd. had a fuline strategy, andncreased itsproduct lines to includenonibé® Honey

Dr o ptbnibe® Honey DroE with lemon, honibé® honey delights, and honib& honey
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delight$ with lemon,honibé honey bzenge§, honibé& honey bzenge§ lemon, andhonibé®
honey prinklerf (powdered honey that is p@d into a shaker bottle, or usdor baking
desserts(Allan, 2010, p. 74

However,in selling theirhonib& products exclusively withif.E.l., Island Abbey Foods
Ltd. would haveencountezdthe limited domestic markein the sland, so theyooked for oher
options andsucceeded idistributing throughout @nadashipping products to 100 retail outlets
across CanadgCasey, 2012para. 3. In 2009they secured a retail agreemevith Safeway
which had 217 shops in Canada at that tifife.E.l. firm, Séeway stores come to terms on
Honey Drop deah 2009, p. B§. Because | sl and prodoctsgpplyrto thel s
category of natural food pure honey they also secured distribution agreement withi ree of
Lifedin Canada anth the U.SA., acompanywhich sellsfinatural, organic, specialty, ethnic, and
gourmet food productd (AP.E.l. product plans national distribution2009, p. B6;fAlsland
company signs honey of a dée2009, p A12; iHoney Drop now distributed across US by Tree
of Life,0 2009, p. A13). Before John Rowandhis younger brother appeared for aundition
on the Dragonsd Den television showin May 201Q Island Abbey Food$td. hadestablished
several product linesnd these products had already shipped ofisiaad.

The Food Technology Centgave supporto the develoment of the dehydration process

Lt
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as well arovidingthefactory space to manufacture thenib€ productsfrom 2004 In 2009
Island Abbey Foods graduated from the Food Technology @estoeibation factoryand move

to their own manufacturing facilityith a warehousand office space because warehouse and
office space were not available the Food Tehnology CentréiiPEI Product Wins SIAld 6 Or
2010 AR0AQ, pdarapdRaymond, 2014, p.)3 About the same timeas thisgraduation
from the FoodTechnology Centrelsland Abbey Foods tt moved to Watts Avenue in West
Royalty Industrial Parkin Charldtetown (Stewart 2013, p. E8). A full-line strategyfor
productsand a new property with warehouse anith-houselaboratoryfor product testing and
developmentvereset up asJohn Rowe statecbgarding their turnoveffour f i r st f ul |
we had[ CAD$ ] 6 5 0 (TheDr@gordenh, £@1dJohn Rowe of Island Abbey Foods
awarded Premiérs Me dal f or ajpara d)lv dateiUdmA., adhuge hdrket, was the

next target for Island Abbey Foods Ltd.

4.5Fundraising (2): Appearance onDragonDen
Whenthey were considerg exparing their business into the U.S.Alphn Rowe and
his youngerbrother, Justin, who enterdsland Abbey Foods Ltd. in 20085 Vice President of

salesat that time were thinking bout applying for a audition onthe popular CBC television



116

show,Dr a g @endadraise funds fothar company. On this show, applicants who have new
business ideas do a presentation in front of five investors who are called the Drdfoms.
entrepreneudeas donaot impress tk investors, the investorsfuse to invest money.On the
contrary, if the inestors admire the entreprendlideas or products, thagpvest and receive a
shareholder percentagel s| and Abbeyapdeaanceso IL & g dérsadfered
advantage andrisks: applicantsget a chance for fundraising, kitithe Dragons refuse to invest
applicantscould lose face. Besides, in many casdbhe Dragons wanas much afifty percent of
a ¢ o mphaldings énsl thismeangeducing entreprenewrautonomy indecision making
Neverthelessthe brotherswould have understood these riskbeing familiar with the
Drag®ens ® t el ev i beforthey gppliedgorba amthe show JohnRowe heard
that theshow wouldbe comingto Charlottetown forauditionsin May, 2010(Honibé®, 2012.
John Rowe statethat fiwe watched it for years.| love the show and fimy brother and |
researched thepportunity for literally monthd (Honib€®, 2012. John Rowe told a newspaper
reporter after their program wasoadcasted on January, 2011 thaddhn Rowe would love to
partner withDragon® Den panelist Jim Treliving, a echairman and a eowner of Boston
Pizza, calling him a legend in the food industryie was our targei.(Stewart,2011 p. B7,

ACompamynait 2@ para. 2 Cdinpany History 2016 p. ).
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In May 2010, hey appeared fotheir audition with black suits and yellow ties, the
symbolic colar of bees, accompanied Iwvo young females who wore bee costumeéd/hen
John andhis brotherJusin Rowe appeared in front of the Dragons, many of the Dragons already
knew who John Rowe was and what thpmoductswere, lecaus, beforetheir appearance on
Dr a g danstbeir company was shipping honibecross Canada During the 90 minutes
recording of the show(Stewart, 2011, p. B7the broadcastwas eventually cut to about 8
minutes)J usti n Rowe explained that nwtethefilstacdupl®ever 7
of weeks and we wer e featured I n over 20 ma
(TheDragonDenn, 2033 In this section, the conversation betwedée Dragons anche Rows
is based ora YouTube videmf the show(see referencAudiovisual Media.
John Rowsés original requestvasfor one million Canadian dollars and an equity stake
20% The Drago#s final offer was $600,000 in cas#400,000in line of credit and an equity
stake of 35%¢ Mragon®Den offer $1M deal to P.E.l. compan@011, para. 3)andthe deawas

made accordinglgt that time.

Throughthe converation and ngotiations betweenhe Rowe and the Dragonson the
show, | would like tadraw attention tdhree important points (alhe Dragosdremarksaremade

anonymous intentionally in thisekis). Firstly, concemingne of t he Dsagfiolns o
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love the vhole stakeon the technology, but at the end of the day, yowa&éed companyy J o h n

Rowe contradicted this, statifig\® have not onlyfood company but an opportunity to license

its technology to manufacturers around the word, in @&etyaof ma r k érheDmagonDenn,

2013), ecognizingthat dnly a food comparfymisunderstandshe essence of the company

becas e t he ¢ o mp an yidtangbke assast ssich asntleel spedia technologies and

license fee.

Secondly, related to thBragonsinitial offer of fifty percent ofthec o mp a holgibdgs

anot her Dragon advi $eeh | siad b busiress,d liké 1o &dep as much a t

equity as long as possible. ][lfwere you,l would not takeeight hundred thousand dollars for

fifty percentof my businessut simply keep growinghe way you are.... They [John and Ju#]

have so many ways that theguld do this without you guyjthe Dragonshnd just giving up that

kind of equity todayjust makes no seas t o Tmei. 0 0 Dcommentrsiggestthatthey

should pursue their waysithout outsideinvestorsandkeep the company growinghe way you

are 0 Subsequently after recording the show, thegontinued their business withoany

Dragorso financial support. Around 2012, John Row#politely declinedthe Dragon$ offero

(Casey, 2012, para),deven thougin e and t he Dr agons foliowiegpyear i n

(Quigley, 2012, p. A7). Worth noting is that out of thiave Dragons, only on®ragon did not

t

(0]
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agree to investlthough hixommentshowthat he did not underestimétee compan§ s v al ue
Thirdly, after filming the auditionJohn Rowe stateid front of a television cameréa,| t wa's

the right time for our family business to take it to the next step to celebrate growthras we

expandhg into some new markefs the U.S. market] 0 Indeed, athe beginning, Island Abbey

FoodsLtd. started with John anlis wife,and aftesome timetwo brothers ath one of his sisters

entered the company When the business got veasysy, John Rowdi plled [his] parents out of

retirement sever al t i ni@asson,t 2013, pe A3pInviting butsidet h e f &

financial sourcesmplies a loss of family control andgt least from 2012, Island Abbey Foods

Ltd. hashad outside investorgnd directes, althoughthey werenot the DragongPitts, 2012,

para. 21 Government of Canada Innovation, Science and Economic Development C2tgla

n.p).

4.6 Towardsthe Global World
During theseven months from the day of audifiogp onthe Dragon®Den (May 2010)to
the airing ofthe show(January 201} Island Abbey Foods Lt& productswon world famous

prizes The honib& Honey Drof became the Global SIAE d & @vinner 2010 for the bes

25al on | nt eAlimentatioro(®lAl) de | 6
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new food product in the worldn October 2010andthe honibé& Honey Droﬁ was also named
the best new product in th&rocery Sweet 2080and best of Canadd&ountry Award 2010
categories@overnment of Canad2p1Q para. 3. The Global SIAL @ r awardsstatus idike
the Oscars of the food indugtand more than1,500 journalists were sent to cover the award
(AHonibe Honey Drop winds Global SIAD 6 CGawardp 2010, p. 15;flsland firm wins
international awar®,2010, p. A12)
In October 2010beforethe broadcastingpf the Dragon® Den episode Island Abbey

Foods Ltd. got a chance to enter the American market though a distributor ofGltcHoney
Inc. For this contract, the products of Island Abbey Foods Ltd. dmilsuppliedhroughthe
distribution network of Dutch Gold Honey In@a leaderin the honey industry in the U.S.A.
(Allan, 2010s!l pnd7#8pnéavator Wi n SislardAblky Fo@lsladar , 6 0
partners with Dutch Gold Honey for product collaboratio?010, para. 1-3). Island Abbey
Foods Ltd. continued to manufacduall products on P.E.I. while Dutch Gold took over sales and
distribution of the cgproduced brands (Rhyno, 2011, p. 93).

Receiving high reputation prizes and appearingttenDragon® Den television had a
huge influence on thstandingof the companynd itsproducts. The result was thdionibes

website got 30,000 visits in the 24 hours after the eight mibuégon Den broadcast in
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January 2011, compatdo 6,000 per month previouslyThe number of retailers that sold the

product, meanwhile, ddbled (Tong, 2012, p. 15andasJohn Rowe pointed oin an interview

fiWe didré have the marketing budget ofdft, Unilever, or P&G,0butid T h e égdawejaur

brand unparalleled exposar€long, 2012, p. 15). The advertising effect of the televisishow

was enormousind effectively influenced sales Consequently, the most impactfaieaning of

Dragon®Denfor Island Abbey Foods Ltd. was its advertising effect

Island Abbey Foods Ltdexpanded distribution widely across Canada in 2012. The

compmnyds product became available fourchase at Pharmasaviionibe Honey Lozenges now

available in Pharmasave locations across counft@l12, p. B6), Sobeys and Lawton Drugs

(flsland Abbey Foods Ltd. announces collaboration deal with Sobeyé 204.2, p B10), the

900 shops of ShoppeBrug Mart, and Pharmaprix iQuebedfiHonibe Honey Lozenges to be

sold at Shoppers Dg Mart 6 2 0 1)2280 Jpan CdBit s&s inQuebecand New Brunswick

(Alsl and Abbey Foods announeaesadéajostl0il@tr odu:

2014, 1sland Abbey Foodgroducts wereselling in 5,000 retail outlets across Canada (Moreira,

2014, p. B5).

While expandng distribution netwerks within the domestic markesland Abbey Foods

Ltd. alsospread its product glally. In arecentinterview, John Rowe statdtiat hefibegan
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thinking about exporting right from the sta(Asia Pacific Foundation of Canada, 2016, parid
Island Abbey Foods Ltchasused severatxport strategies. One isselling directly all over te
world via the ntemetfrom its honibé site andlocal language honifesites sincethe beginning
of establishingthe company (fhonibé® Productd 2016 n.p.; fiHoney Dropd 2008, para.l).
Another isco-brand partnershg which includes having IslandbBey Foods Ltds company
name alongside their parth@ompany name and has the advantage of usingp#nmmer
companie§name valus and distribution networks ithe applicable export markets By using
the foreign companiédrand and distributiomnetworks Island Abbey Foods Ltd. iselling its
products in foreign countrigwhile simultaneouslyfimitigat[ing] risks and lower[ingihe cost of
entering a new market ( Ray mond, TRefetobrand partnerdhpwerewith Orion
Corporationin Finland (fiHonibe lozenges making their way to Finlam@013, p. A4, Gifrer in
France(filsland Abbey Foods Lt&. announces partnership with leading French Pharmaceutical
Company Gifreo 2014, para. }, Cinfa in Spain, Zarbée in the U.S.A., Comvitatd. in New
Zealand, and Sato Pharmaceutical Co. Ltd. in J&fauar (Partnerships 2016 n.p).

In 2011,Island Abbey Foods Ltdvasexportingto eight countriegiiJohn Rowe of Island
Abbey Foods awarded PrendgmMedal for innovatiom, 20113, para. 6) by 2014 exportinghad

expanded to 20 countries (Raymond, 2014, padgl in 2015 the company expexto between
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35 and40 countries (Moreira, 2015, para. 7). John Roweesthiat from 2009 to 2013,
threequarters of sales came from Canada whde Island Albey Foods Ltds Canadian sales
continueto grow, in 2014theratio between domestic sales and export sakre half and half,
with exportsalessurpassing thdomestic markesalesn 2015 (Moreira, 2015, para. 2).

With expansion intahe world market the numberof employees also increakérom
twenty fulltime employees and tgmarttime in 2010 (MacKay, 2010, p. B7jo over fifty
employeesn 2015 Approximately halfthe employees are in algg of production and about
twenty-five employeesare resposible for fisales, marketing, research, operations management,
customer service, and general manage@aymond, 2014, p. i A sweet career
2015, p. 7). In 2016, the number of employeissclosert)8 0 ( A Gummi e game chan
p. Al, A2).

Island Abbey Foods Ltchas introduced new products feale one after another, such as,
i sland maple delightsE, island maple lozenges
LozengesE (r eéandharsbé Honey Guninied il 2015.Agaves rectar is known
asone of the raw materials for tequila andcalled fihoney wateb in Mexico, effective as an
antioxidant antirmicrobial and antbacterialagent(Stewart, 2013, p. E8) This liquid agave is

imported from Mexico (&wart, 2013, p. E8). #\mentioned in Chapter, the North American
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Free Trade Agreement (NAFTA) reduces tariffs and duties for exporting and importing products
from and to MexicosoNAFTA is anadvantage fothe company.

Theproduds of Island Abbey Foods Ltd. have even exjstbeyondthe physicalworld,
and have been chosen tolbhanchednto space. In August 2012,ie Canadian Space Agency
selected honifeHoney DropE as one of the official Can
and honb@ Honey Dr opE we tional Space $tatien withrCanadian &ommander
Chris Hadfield inDecember 201%ilsland Abbey Foods announces first introduction into French
Canada) 2012,p. Al2 flsland Abbey Foodss fissnuwitamingio puse died r | d 6
honey formo 2013, p. Al12;fiHonibé® Honey Dr0|§ chosen as &@snack for spadeby the
Canadian Space Agen®2012, p. 76) Honibe®dstrip to space started wheéone of the staff
memberdof Island Abbey Foods Ltdheard about a Snacks for Space contest in 2011 and they
applied Island Abbey waschosenone of 2 winners out of 150 applicanfsom across the
countryo (Stewart, 2013, p. E8). The mmmaoditie® exemplaryportability was a key factor in
making it possiblefor honib& Honey DroE to go beyond the Eartland truly becoméi ot of

this worldo
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4.7 Opportunities and Challenges on the Island

John Rowe believes théthere are far greater opportunities for entrepreneurs to start up
here on FE.l. than there are elsewhere. | am a living, breatlexample of id (Pound, 2012,
para. 9). The d&ove mentioned support organization for biosciemceCharlottetown the
relativelyflat and accessible politicarganizatioron the islangthe close relatbnship among the
islanders,the location ofP.E.l., and the subsidiesrom the governmentare opportunities and
advantage for him ard his company. John Rowe noteéil have lived across Canada and the
U.S. and | have had fewer barriers to getting a businésBeofround here than elsewhere. ltis
a lot cleaper to do business here [P.Ehdn most people realiagPitts, 2010, para. 25). In
addition, he stats that fiP.E.l. has some unique competitive advargagaVe are not in
competition with one another because areall working on unique, new, intesgng, and
innovative thingo (Dover, 2013). Warren &Enochpoint outthat,compared to large couns,
island political structures are fayrlflat in small island jurisdictiongWarren & Enoch, 2010, p.
196). John Rowe recognizéke faily flat political organizations on P.E.and statedjl had an
employer in Vancouver who tried for three years to see the Premier about a business
venture..here that could take three day&Sharratt, 2011 p. B7). He also discussethe

advantage of lation of the sland fil can ship a container of product from my loading dock to
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California in four days; | can put it on a freighter in Halifax a@edit to Britain in five days. s
just as cheap as when | lived in Dallas and shipped internationally frond (Rétte, 2012 para.
25).

In addition, Island Abbey Foods Ltd. receivesubsidies fromthe P.E.l. provincial
governmat. For instance, John Rowe wasvardedthe Premieis Medal for Innovation
program andfor this prize, Island Abbey Foods Ltd. wiaigible to receive$400,00Jas award]
over the nextwo years to continue to develop pure hcebegedproducts under the Honibe
b r a niblin Réwe of Island Abbey Foods awarded Prémger Me d al f o20llbjpnnov at i
A9; Island Abbey Foods celebrates offica@dening of new facity at Biocommons Research
Par k201@, para. b  Additionally, AAgriculture and AgrFood Canada invested
CAN$473,000 t o e x p an do akoy dskaral tAbbeyn Rooddi [Ltd.] to get a greater
foothold into international marke&igThidodeau, 2018 p. A2).

For John Rowe, there seemasbeno difficulty or handicap doing business on the island.
Walker,who interviewed John Rowe a number of times, once askedf he [ John Rowe
hislslmd base as a b ufiHe seenadyergiezed dyithe quesbion attfifshally
saying the oppositwa s i n d @\alder, 20A3) ma@. 15). With referencehallengs that

existon the 1 sl and, nnbwatlomanRResearchsandastiopnsent s the most



127

important challeng facing Atlantic Canadians todayACOA Canada, 2013) Indeed, since

Island Abbey Foods Ltdnade its business releasing nevx&foreknown products, theseereall

innovative products. €hydrated pure honey, pure honey throat lozendelsydrated agaye

and all natural honelpased vitamins and supplement gummieseall thefirst of suchproducts

in the world( Al sl and Abbey Foods announces new i nno

Food§l aunches worl dés first allbbaaodab BO@BEY p
Relatedto the issue obpportunities and challeng@s doing business on the islanitl is

necessary to discusise importing of raw materials. As& companylsland Abbey Foods Ltd.

has expandedndthe number of employeesa$ increaseds the poductionscaled up. When

Island Abkey Foods Ltd. started manufacturjpgoduction ranged frorh,000 b 2,000 pieces of

honey producper a daybut around 2012, theroduction jumped upo 100,000 peday (Casey,

2012, para. 7). Along with increasing productioras | discussd in an earliersection, the

number of retail shopselling the products also expanded. A problem then arose due to the

insufficient amount of heey on the island for sughhugedemand of honey. In the earlyyears

Island Abbey Foods Ltdproductswere honb8 Honey Dr o ( Baney ktlights ,aed

honib& honey liqud (honey within a tube), and te productsvereall made withP.E.L honey

(Mackay, 2010p. B7). Thedemand fohoneyfrom Island Abbey Fods Ltd. has contributeid
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P.E.l. apiaristsand the local honey industryone of P.H. newspapersThe JournalPioneer
quotes remarks of past Vice Pesident of the P.E.l. Beekeepers Associa@snwell asa leading
P.E.l. beekeeper,ihaving a successf honey processor in the provinegood for the honey
industnyo (Thibodeau, 2018 p. A5). However, as | discuss at the beginning of this section,
P.E.l. hasthe secondiowest total honey production of apyovince in CanadéGovernment of
Canada, 2D6e, p. 5)and local honeyroducerscould not supplythe large amouns neededto
satisfythe demand of Island Abbey Foods Ltd A natural bottleneck had been reacheds a
result Island Abbey Foods Ltd. announcag@artnership witltQuebedoneyand mage producer
Citadelle fisland Abbey Foods announces partnership Witiebechoney producer Citadell®,
2013, p. B5) John Rowe stateBWe buy as much honey locally as we can, but the PEI crop is
very small as a percentage of the Canadian di®p. we buy [grade A honey]from across
Canada (fA PEI home grown storg,2016,para. 2fi Sweet products keep com
Pitts, 2012, para. 28 Scarcity of raw material isne of challenges for the compa however,
this shouldalso to be considered conjunction with the related challenge of transportation.

This issue involvegrossing Confederation Bridge to and fréhE.l. or flying in/out of
Charlottetown airport. Both importing raw materials and exypting final products requirésland

Abbey Foods Ltd. to pay shipping costéiey bringin raw liquid honey,which containgiabout
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20% wated (Mackay, 2010, p. B7and they export frorthe island. Honibe® products the latter
benefiting from having the weight and spaceecreasedy 80% becausef the dehydration
process. The weight per package the finished productncluding dehydrated honeis about
35to 60gramme each and it isthis relatively light commodityvhich Island Abbey Foods Ltd.
shipsto Canadian retail shops and into therld. Even thoughbulky raw materials imported,
whenthe raw material arereducedinto a small light commodityuch as is the case for Island

Abbey Foods Ltd.it worksas an advantage for the companiegquestion.

4.8 Condusion

The departure point foshipping honib® products which are manufactured Hgland
Abbey Foods Ltd.js now located inthe BioCommons Park, CharlottetownThe company
movedinto this locationin 2012 due to increasingroduction and expeion of the company
The new Island Abbey Foods company buildiisgequipped with a warehous@-house
laboratory,aresearch facility, andnoffice spread ovet3,500 square fegfStewarf 2013,p. ES;

filslandbased natural health producer annourggaad opening in capité@2012, p. A3.
In summary, eerything startedvhen John Rowe found shattefgahey in his backpack

and realized thato onehad yetcreated a pe solid honey cube. He discovered a niche product
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through his own negative personh experience Creating a producbased ona unique
technology which no other compay has, was not easy For Island Abbey Foods Ltd. to
produce refinedsolid honey,the cooperationof outside sources and support institutions on the
island was necessaryThe existence of supportive organizaidor food and bioprocessing
sectorgs one ofthe characteristics on the island, ad peculiar advantage of P.E.I.

In addition, the dirly reachablepolitical eliteson the island, the clodait relationsamorg
the islandersthe location of P.E.I., and the subsidiasailable fom the government have all
createdbpportunities and advantages John Rowerd Island Abbey Foods Ltd

As wel,b t he ¢ o nupiqua teéhsologyfor changing liquid into solid cubebas
inexhaustible potential. Honib€® productsalsohavethe advantage dightweightand portability
features,chamcteristics which make for easy transportioij the islang and from there to

Canadian and global custens via distribution networks armt/co-partner companies.
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5. Discussion

The entrepreneursf both Fellow Earthlings and Island Abbey Foods Ltdmebad to
P.E.l. to start their new businesss Both companies startetheir businesss from their
basemats using their own fundseventually moving up and outto new facilities. Fellow
Earthlings and land Abbey Foods Ltd. were both startad family enterprisesvhich are
commonfor small business staups From the launch of their busines® the momen of
writing this thesis in 201@&Imost two years havygassedor Fellow Earthlingsandover 10 years
haveelapsedior Island Abbey Foods Ltd Fellow Earthlings entrepreneurfound their niche
marketfirst handin foreign countriesndworkedtowards this niche maket, creatinghandmade
and madeto-order sunglassesas niche products Island Abbey Foodd t d. 6 s esntrepr
conceived the idefor a niche productnaking dehydrated honefgr which special technologies
were necessargndwhen tte innovaitve products were materialized, the company ibatth niche
products anda unique technology The following section discugs thetwo companied
similarities in nichgoroducts, niche markets, afflandorientation andthe opportunities ofloing
businesson P.E.l, extracing which factors are mosffective in this taskand exploring which

factorscanbe adapedadvantageously to work asther, similar smallislands.
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1. Niche Product

Fellow Earthling has producediiche prodicts in the form oforiginal and stylish
sunglasses. Customers can ad®their own sunglasses from over 2,000 combinatianh
sunglass shapes, lass and frame on their website | s| and Abbey Foods
products are ¢nibé honey del i gh€ idoBey B nodp fhle first puke elehydrated
honey in the world. Another producthonibé€ honey lozengds is different from existing
cough lozeng® in that they contain no sugar and arge honey throat lozenges. hd wo
c o mp an i ks davepnictee oroduct featurése prmary value lyingin differentiation in

beingspecial, uniqueoriginal, and distinct

2. Lightweight Commodities

Both companie3 products also have lightweight and portableadvantages Having
products weighingdss than 50 grames (honib& honey l@enge& ) or an almost equivalent
weight of 50 grammes (honib Honey DropE ®hApbpdeyhodeibbighlyt s E)
advantageuswhen products arbeingtransporteff the island. Fellow Earthlings snglasses
and eyewear aralso lightveight: a reason It@én and Japaneseyewear companigbke Belluno

in Italy and Sabaé Japan (Yoon & Kato, 2008, pp-9, have flourishedn remote locatios
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away from largecities. Lightveight commoditiesninimize high transportation costghensuch
products ardransprted off islands to mainland markets and consumersFor both Fellow
Earthligs and Island Abbey Foods Ltd., tpertability of their commodities haslistinctive
virtues, evidenced by thevorldd $irst solid and portable honelipnibé®, whichis possibleto
carry anywhere However, from a viepoint of economic challenges, portability itself does not
minimize the challengesput, rather more specifically it is thelightweight and small,
compactsized feature of products whiclstrongly contributeto an advantagewhen shipping to

theworld. A ¢ o mmo d iweighfiseffettively minimizes transportation costs.

3. Off-Island

The entrepreneurs of boffellow Earthlings and Island Abbey Foods Ltd., considered
their productgyoing offisland from the begmng of establishingheir companies. In the case
of Fellow Earthlingsthe entrepreneurs noticédt he s mal |l ness of the
their uni que, h i g the early dtagsofi esblishiagtheirscompany @sn
Baldacchino and Bmici point out inReal Stories of Small Business Sucd@§¥5), this is
likewise with European firms on small islands, who compensatesioall island markst by

adopting offisland asan axiomatic strategy.

mar
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Two noteworthybusinessissues are holding at least two currency settlements and

cultivating partnership relations. To deal with one of the economic challetigeBuctuation

of currency, Fellow Earthlings payfor raw materialsimportedfrom foreign countriesn U.S.

dollars as well as condts design work for fashion shows i0.S. dollars in addition to

Caradian dollar settlements fdanternetbusiness Being equipped to handlavo currency

settlementprovides aneffectivepreparation for exchange rate fluctuation.

To compensate for thdifficulty small companies encounter when exportihgand

Abbey Foodd.td. found ways to utilize cgartnership with foreign pharmaceutical companies

andwith honey manufacturing and retail companieRartnerships with foreign countrieswith

otherareas in Canada are effective in increagimgnumber of areasfar ni c he nipheoduct ¢

market. As Punnett and Mrrison claim niche productsii a p p e a limited owumber of

purchases ( Ptu&nMomidon, 2006, pp. 34845 see Chapter)2and niche miket means a

narow and therefore limitednarket(also Chapter 2) To cmmpensate for these limitatipof

maikets, it is necessary to increagee number of countries and arefas niche products.

Co-partnership for Island Abbey Foods Ltd. and partngpshvith a Vancouverbased fashion

company or Fellow Earthlings exempliffhow theyare able toenlargethe number ofiche

markets byaddingseveralothernarrow marketso their customer poals
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4. Niche Market

Chris and Sydneyeggie inFellow Eathlings founda niche markefirst-handthrough
their on-the-spot experiences in Hong Kong and London, England. Ttlisgovered where
niche market existed in the eyewearindustry via theirown work experiences After they
established the company, lteir strategy was to avoitdighly competitivearea in the eyewear
industry where large eyewear companies alreadywell positioned andto focus only omiche
markets.

When John Rowe shattered honayhis backpack, this accidemtay have beerthe
catalyst for him to envision golid portable honey for hiking or mountasimbing. In addition
to being an outdoor trip conveniend®nib& product$ other potential cstomers would be the
healthconsciousandor thosewho cannoor do not want taonsune sugar. his is the reason
Island Abbey Foods Ltd. choggree of Liféd hatural food distributdr &s one otheir partners,
just one year adr their products wern salein 2009.

Co-partnerships witthuge pharmaceutical companies andieneycompanies around the
world are a useful strategy tonoderaterisks when entering foreign markets ang achieve

penetration ofsland Abbey Foods Lt@& producthame. However, while | admit these merits
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of co-partnership,this strategy cannot overcontbe cultural differencesbetween Canada or

North America and other areasl offer two examples of this issue. When | was in south

Europe, aftea long winter, local Rmanian apiarists came to cities sellegariety offlavoured

honeyin a selection ofiges, fromsmall bottleso largeones to a small portion ofa beehivan

plastic packagesand propolisbottles onevery fouth to fifth block on the street. People

associated the stast spring withthevenders ohoney on the streets and salingof honey was

related to theend of winter. After buying honey, peopldrink hot milk with honey to calm

down and ep well at night. In southern Europe, then, theiaal of apiarists irthe cities and

thenighttime drinking ofhoney is related to laving part of theculture.

Another culturerelatedissueis the conent of throat lozenges in several countrie®ne

of the cepartnership companies fétgsland Abbey Foods Ltd. is SaRharmaceutical which is a

famaus and longestablished Japanese canp. Sveralthroat lozengecompanies withlong

traditionshave existd in Japarselling cinnamon, gingegndyuzu(citrus junog tastes as well as

honey taste lozenges. While honey taste is included as an ingredient in many of these lozenges,

traditioral tastes of cinnamon, ginger, ayukzuare still popular. The traditionakhroat lozenge

tastes may be different depending thie country and &ing a copartner distribution network

cannotimmediatelyovercomethesedifficulties when releasing new prodis tofit with theneeds
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in different cultures

| would suggest potential marketsr feolid honeyproducts which may surpass cultural
differences Coast Guards around the Wwband Doctors without Border®uld be includeds
potential markets drausethe solid honey cube cahe marketed as amnergysaurce Also,
enlarging distribution to outlets of organic shops woulde another option Because ofthe

portability of its products, he market of honilfgis able toexpandavithout borders

5. Off-island Experience
Bot h c o enrepremeershad the advantagéravelling and workingabroad where
they accumulatedousinessexpertise and contactsm Canadaand internationally Fellow
Earthling® e nt r eapquiredhneatketiisg knowledge andmectiors with human resources
in the global eyewear industrylsland A bey Foods Lt dainédsxpedemdesie pr en e
Canada and in the U.S.A. Although this experience was in the Information Technology (IT)
sector rather thathe food businessthis knowledge could still be consideradnecessityin
t odayo6s marhikneay explaanghg Island Abbey Foods Ltthas madesucheffective
use of its homepage and social mediaAs another example of the importance of this tacit

knowledge as soon agohn Roweproduced thelehydrated honeye took oufpatens to protect
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his newfound discovery This emphasis on the protection of intellectual properéy have

learned during his experiences ithe AmericanIT industry. In summary, he oftisland

experi ences of both companiesd ent suwqesoétheeur s aj

businesseen the island.

6. Handmade and Madeto-Order

In the case of Fellow Earthlings, andmale madeo-order sunglasses offgpowerful

strategic utilities Business on small islands is relatively difficult when considertimat

massproduction anegtconomies of scal@o not work well. To overcomgiseconomies of scale,

the opposite strategy handmade andmadeto-order, might be effective.  With Fellow

EartH i ngs 0 ess the gls®mes who aqaot find suitable sunglasses in existing

establishmemstor oulets can enjoy the benefits of having the optimum riade sunglasses.

Furthermore, after purchasing sunglassaghe nternet, ifac u s t 0 me asséssare soa tighy |

or too loose, thiss easy to fixfor Fellow Earthlings because the seller is alsonttamufacture

and customerdeal directly with thenaker.

7. Unique Technology
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The strenth of Island Abbey Foods Ltd. lies in havingoprietary rghts to a unique
technology Their technology for dehydrating honey atater, dehydratingagave and maple
syrup is protected by patentsvhich meansho imitators or no copiers cdegally manufature
these products. r€aing products which have spekitechnologiesusually need a fairly
substantiabudget forResearb and Development (R&D). From thveew point of adaptability
to other islandshowever, suggesting thatll small island business persohave a unique

technologymay betoo demanding andess adaptable

8. Supportive Organization
Dehydrated honeyas accomplished via theo-operation oflsland Abbey Foodtd.
with supportive organizations on P.E.IA noteworthy advantage and opportunity fiwing
business on P.E.I. for entreprenewtso engaged in food and bioscienies in thenature of the
existing organizations which support entreprenewish innovative icka for products.
Companies which have enjoyegpportunities from supportive organizatiordso include
distilleries who hae benefited frontechnological support artthving opportunities to participate
in productrelated workshops (se€hapter 2). Another examplannounced recentlys Prince

Edward Island Preserve Compamyhich worked with BIO|FOODI|TECH to release
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no-sugaradded jarathis summel PEI Preserve Co.:dNsugar added preseryves 2016, p.

9. The Internet

Twenty eight years have passadceFairbairnpublishedsland Entrepreneurs: Problems

and Performances in the Pacifi@988). When this book went farint, the influence ofthe

internetwas minimal At the present timginternetbusiness is widespreathd many companies

use websiteshomepages and social media. Baldacchimd #leijel point out howf A

broadband connection to the wordde-web couldalso encourage new residents and new

entrepreneurs whose work is not dependent

& Pleijel, 2010, p. 106). Diffusing thnternethasmad e p e o p |aerdbestredrenewds s

business activities easier aoces$rom other countrieseven ifthe business i®catedin remote

or peripheral islands | n d e ecdo mnfieer ¢ eerdéringsdjstance, and therefdogation,

|l ess important o ( Rland dhbey Edb@s4 td. apd. Felldw7 Eaithlings are

using social media, such as Twitter and Instagrama, Fellow Earthlings frequently updaies

social medigpictureswith landscapef P.E.l. and island lifeincludingwhere these products are

made, who creatdbe sunglassesand what new products areadlable Simutaneously, social

media can allova two-way exchange of informatiopotential customerare able to comment or

2)

on
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ask about the availabilityf certainproducts.

10. Place Attachment

Both companiedavelinked their products withan slandbased place association. For
example, a the back opackage ohonib€ h o n ey | otheeerisgreistafid, Abbey Foods
Ltd. 6s company | PHE®sepresentaticelred evadb, tigttilireesand moss green
colours ard blue sky  Throughsocial media, ABw Earthlings has linked their products with
pictures of stereotypicaP.E.l. landscapes antheir family story. These pictures add the
fistoryd and process of makingandmade sunglasses inside their workshop and undesshere
differencebetween their products amide masgproduction oflower-priced sunglasses. Outside
the workshopthey show images of thsland landscape fariewersto enjoy,and in so doinghe
pictorial account ofheir island lifea t t a préneus vaiué ( &ata, 2000, p. 184) to their

products.

11. Quality -of-Life on P.E.I.

The entrepreneurs éfellow Earthlingsseem satisfiedndenjoy a high quality-of-life on

the island Shumaker and Taylor claimthewfia par ti cul ar pl acas sati s
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of an individual determines higr her judgment of its qualidy ( S heud&mikayor, 1983, p.

225). Stalker and Burnettlso point out how island life providésb e aut i f ul | andsca

pace of life, know your neighbour, [aaHgood placetoraisehi | dr eno ( St abker &

p. 193). All these characteristiezxist on P.E.l. Collins quotesherintervieweeéit i me and

a g a stating thatP.E.l.isAiia family pl aceo. [hdeedlisdnme msenjgantd 0 1 1,

statethat this islandsagood place to raise childréBaldacchino et al., 2006, p. 32, p. 35)

Summary

Fellow Earthlings focusesn niche markets, antas producel unique, stylish niche

sunglasses which are handmade, maeegrder products. In the case of Fellow Eatlihgs, they

have succeeded in finding and creatinighe markets, niche products, and mamerder

strategies. With Island Abbey Foods Ltdthe entreprenedirst had an idea for a niche product

and to createhis product,unique technologies wemecesary. In the case of Island Abbey

Foods Ltd.therefore they have succeeded in findingche productsunique technologiesand

niche markets.

A peculiarity on P.H., which I discoveredhroughconducting these two case studies, is

the existence ofsupport organizations anchstitutiors which offer R&D facilities for P.E.I.
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entrepreneurs who have ideas for food prodactsioprocessig. The rext chapter concludge

with how the two case studies can suggestategies for maximizingopportunities and

minimizing economic challenges on small islands.
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6. Conclusion

This thesis targetexportoriented, locallyowned, smalscale manfacturing companies

on P.E.l. The eonomic challenges wth | point out in Chapter 2 are tisenall scale island

market,the diseconomies of scaléhe monopolistic or oligopolistic structure wfdustries and

organizationsandtransportatiorfrom an island

The entrepreneurs of Fellow Earthlingand Island Abbey Foods Ltéimed at global

markets fom the beginning of establishirtbeir companies. Felow Earthlingsentrepreneurs

noticed the smallness of the marlséte on the island for their unique higind sunglasses.

Nurse also found this to be true s case studies @aribbeansland entrepreneurs whmust

Atranscend the | i mit gotsurkwveby expofing prodacts ltadiaspmrick e t

markets in foreign countrigdlurse, 2015, p. 62) TheP.E.l. entrepreneurs in this theésisase

studies do not aim specifically for adiporic marketsabroad but they also transcend the

limitations of thesmall market on the islartirough exporting

Absence ofeconomies of&le is unavoidable for mo&land businesses. Mawy the

products whiclaremanufacturd on the island are flicult to massproduceand have a tendency



145

to be relatively high priced To compensate for diseconomies of scétey optto choose
handmade, mad®-order products as a&olution. Another solution is creating niche products
which have unique, speciand/or original characteristics. Howevan i che product 6s
are narrow,and a company needs to find waysincrease the number of asefar a niche
product 0s -padnerkhg aand utilizang tbedernet and social media.

Concerningthe industrieswhich are monopolies or ol@polies, | could not find specific
evidence oflisadvantages fatoing business on P.E.I. throughase studies, excefar the slower
internet speed. Currentlthe nternet is an essential businéssl andinternetspeed is crucial.
If acompany is located in West Ralty Business Park, the site hamnectios with fibre optics
(AWest Royalty Busi ness , fhareéxisshhunbd af éntrepereeura . 3)
who preferrural P.E.l. landscapes ahdveestablisked their companies alocal area on P.E.I.
internet speeds here are still not very attractive to business. Wherever a company may be
located on the island, it will need viable high speed internet.

One of thestrategies taninimize transportédon costs from the islant to produce or
refine lightweight compaecsized comnodities. Even ifliquid and bulky raw materialare
importedto the island, reducintipeir weight @ dehydrating the productand then shipping them

off-islandis aneffective solution
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Existing opportunities fordoing business on P.E.l. are being adjacenthw® larger

northeasterrJ.S. market,a reduction oftariff and dutiesfrom/to the US.A. and Mexico,the

existing support organizatisn cohesive relationshgp among the islanders, andhigh

quality-of-life.

The etrepreneurs of Fellow Earthlings and Island Abbey Foods Ltd. maxintieed

opportunities oftheir proximity to North American markets araf NAFTA by shippingtheir

products off-island. In addition, especiglin the case of Island Abbey Foods Ltdthe

contribution of existing support organizatsawwas highly advantageus indoing business on the

island. Fellow Earthlingé entrepeneursare surrounded byslanders and enjoy higher

quality-of-life thanthey experiencedn other places where they stayed before. Indeed, at least

in these twacase studiescompany entrepreneurs didt feel strongly impacted bghallenges or

disadvantages.

For bothcompaniesthe entrepreneurs managednaimize eonomic clallenges and

maximizeopportunities of doing busess on the island. Therabination which they foundof

niche market, niche prodwcand light commoditigsa solution forsuccessivesmall sized island

entrepreneursThis thesis discuss only two compaies with lightveight, compaeskized

commodities, but should productstnelky and heavythe situation would inevitablige different.
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In addition, if entrepreneurs are immigrenthey may find ithard totap into andutilize the

cohesive relationship amngtheislanders.

From a view poinfof island studies in general, condittomay be different foP.E.I.

which is a peripheral island, than they are for many othereor lessremote islands. Besides,

if the island isrelated todeveloping ountriesor territories, utilizing supporting organizations or

R&D supportmay be more demanding. A emparison and accumulation of case studies on

islands is necessaty explore these issudagcluding howthefour factor§ hiche markets, niche

products, mad#o-order, andunique technology tanbe adaped toother islandsas well ago

brand consolidation (Baldacchino, ta) and economies of scopBaldacchino& Bertram,

2009).

Finally, the 1importance of 6quality of

consideratios are also important when considersagme of the public policy implications of this

thesis. Niche targeted, island based businesses may aetittedign their product or service

with the island base of their operation. Yes, internet speddeoaband are important, butr

many such bsinesses, location is nan important consideration as far as their operation is

concerned. And yet, the nature of certain aspects of islaridildat and safe communities,

accessible government and bwss support mechanism$ave played a key role in
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encouraging, and (so far) maintaining, the commitments of John Rowe and Chris and Sydney

Seggie to builohg their life and familyand therefore their businessn PEI.
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Appendix A: Invitation Letter
Date
Name and Address of Company

Dear Mr./Mrs./Ms.

My name is Izumi Nonaka and | am a student in the Master of Arts in Island Studies
program at the University of Prince Edward Island in Charlottetown, Prince Edward Island,
Canada The title of my ma s t port Stmategied ferslslasd Busgessi Ni ¢ h
Case Studies fromPrn c e E d wa rMy rebearthantecst i8 to explore how entrepreneurs
on Prince Edward Island cope with the opportunities and challenges of doing business on a small
island. The opportunitiethe entrepreneurs on PEI face include the large and prosperous U.S.
market adjacent to PEI, a working environment characterised by the surrounding sea and
picturesque landscape, and a close relationship among islanders which makes it is relatively easy
to access any information necessary for support, and the low levels of employee turnover.
Neverthel ess, entrepreneurs on smal/l i sl ands
vul nerabilities. o Economi ¢ domésticenarielsiahdititei e s
absence of economies of scale, industries or organizations that are monopolies or oligopolies,
insufficient skilled labour and business knbaw, as well as limited financing. My research
intends to identify business opportunitiaed economic vulnerabilities, to propose solutions,
focusing on exports/exporting and niche strategies as exemplified on Prince Edward Island, and
discussing how island brands and a sense of place are connected to island products, entrepreneurs,
and corpaoate cultures.
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Your participation in this research would provide valuable insights ow island
businesses casuccessfully grow their export sales. The interview would take place in a
mutually convenient location. With your permission, | wodl like to record your responses to
the interview questions using audio recording equipment, so that | can later analyse, use, and
possibly quote your responses in my Masteros
are free to decline to answany question, and you are free to completely withdraw from the
interview at any time. After the interview, | will transcribe your remarks and | will send these

to you one month after for your review.

Any information you provide will be deletedter | finish my research project and have
submitted my thesis. If you have any questions or concerns before, during, or after the
interview, please feel free to contact me, Izumi Nonakmail addressnonaka@upei.ca
telephon numbe(902) 626-5831 or my faculty supervisor, Dr. Godfrey Baldacchirmmail

addresgbaldacchino@upei.cat any time.

It would be a great pleasure if you agree to be interviewed. | will follow up this letter
with an email and/or phone call and, should you accept, I s&nd you a copy of the

guestionnaire in advance.

Sincerely yours,

Izumi Nonaka

e-mail addresgnonaka@upei.ca

(902)626:5831

Master of Arts in Island Studies

University of Prince Edward Island

550 University Ave Charlottetown, PE C1A 4P3

Faculty Supervisor: Dr. Godfrey Baldacchino
e-mail addresgbaldacchino@upei.ca


mailto:inonaka@upei.ca
mailto:gbaldacchino@upei.ca
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Appendix B: Briefing Script

My name is Izumi Nonaka and | am a student in the Mastéwrtgfin Island Studies
program at the University of Prince Edward Island in Charlottetown, Prince Edward Island,
Canada The title of my mastero6s thesis is HANich
Case Studies fr om Myreseatintdedtusdorexplore Bow amrepremeurs
on Prince Edward Island cope with the opportunities and challenges of doing business on a small
island. The opportunities the entrepreneurs on PEI face include the large and prosperous U.S.
market adjacentot PEI, a working environment characterised by the surrounding sea and
picturesque landscape, and a close relationship among islanders which makes it is relatively easy
to access any information necessary for support, and the low levels of employee turnover
Nevertheless, entrepreneurs on small i sl ands
vul nerabilities. o Economic vulnerabilities
absence of economies of scale, industries or organizatiahsath monopolies or oligopolies,
insufficient skilled labour and business knbaw, as well as limited financing. My research
intends to identify business opportunities and economic vulnerabilities, to propose solutions,
focusing on exports/exporting amiche strategies as exemplified on Prince Edward Island, and
discussing how island brands and a sense of place are connected to island products, entrepreneurs,
and corporate cultures.

Your personal insights are the best way to understand the opposguanitiechallenges
associated with developing a business on an island. Your opinions can help to shed light on
entrepreneurship on islands.

I would Iike to ask you several Inpwiewst i ons
Questions which | have ateady sent you by-mail. Before the interview, | will provide you
with a copy of the research consent form which includes information about the research being
done and your potential role in the project. If you agree, | will ask that you sign a ctpy of
consent form to confirm that you understand the interview process and that you agree to
participate. | will also provide a copy of the consent form for future reference. | would
estimate that the minimum time to complete the interview will be akldmifutes. With your
permission, | would like to record the interview using a voice recorder and take written notes
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during the interview. You have the right to refuse to answer any questions without having to
give a reason for doing so, and are freeap she interview at any time.

About one month after this interview, I
mail or, if you prefer, by -enail, or both. You may correct or omit any part of your response.
You will also have an opportusyito review and correct the final transcript. Quotes from your
interview will only be included in my thesis with your express permission and you may request
that your identity remaganonymous.

If you have any questions or concerns abouti@p#ting and about how the
information you provide is collected or handled, you may contact me, Izumi Nonaka (researcher)
at (e-mail addressnonaka@upei.gaor my supervisor, Dr. Godfrey Baldacchirfe;mail address
gbaldacchino@upei.ca You can alsoantact the University of Prince Edward Island Research
Ethics Boardat (902) 60251040r by email atreb@upei.caf you have any questions or concerns
about the ethical conduct of this study.

Thank you very much for coitering participating in this research.
Izumi Nonaka

Master of Arts in Island Studies
University of Prince Edward Island


mailto:reb@upei.ca
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Appendix C-1: Consent Form NotAnonymous

Masterodos ThBeBEieh®eapedr EkRport Strategiasn for
Pri nce Edwanduted by & @seataer, Izumird&a, under the supervision Df.
Godfrey Baldacchino. Contacts are at lzumi Nondkanail addressinonaka@upei.ga
(Telephone numb&B02)%626-5831) or Godfrey Baldacchinggbaldacchin@upei.ci

The purpose of this studyte explore how entrepreneurs on Prince Edward Island cope with the
opportunities and particular challenges, or economic vulnerabilities, related to the island. This
research intems to identify and propose solutions for these challenges, focusing on export and
niche strategies as exemplified on Prince Edward Island, as well as discussing how island brands
and a sense of place are connected to island products, entrepreneurgp@adecoultures.

Please read the following carefully. Your signature indicates that you have read and understood
the information provided to you in the research information letter and that all questions have been
addressed to your satisfaction by theeggsher.

Yes/No (Please check yes or no)

~7

| II understand that my participation in this research is completdiytary and that my
participation consists only of an interview of no more than 60 minutes.

~7

| II consent to having the interview audeacorded.

A

I II am aware that | may stop the interview and/or recorder at any time.

A

I II understand that | can refuse to answer any question or questibositwiiving to give a

reason for doing so.


mailto:inonaka@upei.ca
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| I One month after the interview, when the reskar will send the trascript by mail and/or

e-mail, | am aware that | will have the opportunity to review the transcript of my interview
in order to check, omit or correct any

| II understand that my worasay be used for quotations only with my express permission.

| II am aware that | can contact the University of Prince Edvgadd Research Ethics

Board at (902520-51040r by email ateb@upei.cdf | have anyguestions or
concerns about the ethical conduct of this study.

| II know that | am entitled to a copy of this consent form.

Name of Participant Signature Date
Izumi Nonaka Signature Date
Masterds Student, Il sl and Studies

University of Prince Edwartsland

par


mailto:mknight@upei.ca
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Appendix C-2: Consent FormAnonymous

Masterodos ThBeBEieh®eapedr EkRport Strategies for
Pri nce Edwanduttedlbyg d rasadaeiy Izumi Nonaka, under the supervisif Dr.
Godfrey BaldacchinoContacts are at Izumi Nonakemail addressnonaka@upei.caelephone

number(902)626-5831or Godfrey Baldacchineg-mail addresgbaldacchino@upei.ca

The purpose of this studyte explore how entrepreneurs on Prince Edward Island cope with the
opportunities and particular challenges, or economic vulnerabilities, related to the island. This
researchintends to identify and propose solutions for these challenges, focusing on export and
niche strategies as exemplified on Prince Edward Island, as well as discussing how island brands
and a sense of place are connected to island products, entreprerteacsparate cultures.

Please read the following carefully. Your signature indicates that you have read and understood
the information provided to you in the research information letter and that all questions have been
addressed to your satisfaction bg tiesearcher.

Yes/No (Please check yes or no)

A4

| II understand that my participation in this research is completdiytary and that my

participation consists only of an interview of no more than 60 minutes.

| II consent to having the intervieaudio recorded.

II am aware that | may stop the interview and/or recorder at any time.

—(

| II understand that | can refuse to answer any question or questibositwiaiving to give a

reason for doing so.

| I One month after the interview, when tlesearcher will send the trsaript by mail and/or

e-mail, | am aware that | will have the opportunity to review the transcript of my interview


mailto:inonaka@upei.ca
mailto:gbaldacchino@upei.ca
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in order to check, omit or correct any part

| II understand that my wds may be used for quotations only with my express permission.

| II understand that my words may be used for quotations only with my express

consent, and that my name wi |l be anonymous

| II am aware that | can contact the msity of Prince Edwartsland Research Ethics

Board at (902520-51040r by email ateb@upei.cdf | have any questions or
concerns about the ethical conduct of this study.

| II know that | am entitled ta copy of this consent form.

Name of Participant Signature Date
Izumi Nonaka Signature Date
Masterds Student, Il sl and Studies

University of Prince Edward Island


mailto:mknight@upei.ca
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Appendix D: Guiding Interview Questions
Export

1. Was exporting to foreign catries considered from the beginning in establishing your

company?
2. How many years have you been exporting your products to foreign countries?
3. What triggered the drive to export?
1) Saturation of the home market (PEI)
2) Response to entry of foreign competitor®ithe home market
3) Diversification of business
4) Encouragement by publgector support agency
5) Awareness of small home market size
6) Completion of masproduction system
7) To spread the company name and products
8) Other

4. What percent age o falesxcame fromahe folfpwingynérket? t 16 yowa |

prefer not to state the percentage, you may instead rank the options.
1) Prince Edward Island
2) The rest of Canada
3) The United States

4) Other international markets

S
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5. What countries does your company currently export to?
6. Whatwas the percentage of turnow@mnong your exports?

7. Has the PEI brand (e.g., Gentle Island, culture and flavimameffective in helping to export

your products?

8. What were the main limiting factors/obstacles that your company had to overcome iweits dr

to export?
1) Tariff
2) Exchange rate of foreign currency
3) Transportation costs from PEI to the destination
4) Lack of information about the foreign market
5) Foreign government restrictions
6) Other

9. After your compawg exported successfully outside of PEI, did you have to import extra raw

materials?
Niche Strategies: niche products & niche market
10. After your company created the niche products, how did you cope with global competition?

Sense of Place
11. Do you kel that being physically located on an island is a competitive advantage or
disadvantages?
a. What are the benefits of doing business on PEI?

b. What are the biggest obstacles or challenges of doing business on PEI?
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Appendix E: Closing Script

Thank you very much for taking the time to participate in this research. In about one
mont hés ti me, I will send -rgad ar, if yoo ke, pobhs Iftyaua ns cr

find remarks which you would like to delete or correct, pleasgact me.

After the completion of my program, | will send you amail to ask if you would like me
to send you a printed copy of the thesis or the link to the online copy of the thesis on the
University of Prince Edward Island database.

If you have any questions or concerns about this interview and study, please contact me at
any time: Izumi Nonaka, inonaka@upei.ca, or my thesis supervisor, Dr. Godfrey Baldacchino,

gbaldacchino@upei.ca
Thank you very much for your cooperation.

Izumi Nonaka
e-mail addresgnonaka@upei.ca


mailto:inonaka@upei.ca
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Appendix F: UPEI Research Ethics Board Approval Letter

UPEI

UNIVERSITY 550 University Avenue

Charlottetown
ISLAND | Gs’civen™
Canada CIA4P3
To: lrumi Nonaka
Iskand Studies
Protocol Number: REB Ref ¥ 6006426
Title: Niche and Export Surategies for Island Business: The case study of Prince Edwaed
Island
Date Approved: October 92015
End Date: October 8 2016

The above mentioned research proposal has been reviewed and approved by the UPEI Research Ethics
Roard. Please be advised that the Research Ethics Board currently operates according to the Tri-Coundl
Policy Statement 2: Ethical Conduct for Research Involving Humans (2014) and applicable laws and

regulations.
It is your responsibility to ensure that the Ethics Renewal form ks forwarded to Research Services prior to the
renewal date. The information pravided in this form must be current to the time of submission and

submitted to Research Services not bess than 30 days prior to the anniversary of your approval date. The
Frhics Renewal form can be downloaded from the Research Services websi

(https/fwww.upel.cafresearch/forms).

Any propased changes to the study must also be submitted on the same form to the UPEI Research Ethics
Board for approval.

The Research Ethics Board advises that IF YOU DO NOT return the completed Ethics
Renewal form prior to the date of renewal:
e Your ethics approval will lapse
o You will be required to stop research activity immaediately
o You will not be permitted to restart the study until you reapply for and receive
approval to undertake the study again.
Lapse in ethics opproval may result in interruption or termination of funding.

Notwithstanding the approval of the REB, the primary responsibility for the ethical conduct of the

investigation remains with you.
Sincerely,
/_hs- /'7; < "K‘

-

7

James £, Mocan, Ph.D.
Chale, UPEI Research Ethics Board
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