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EQUIPMENT SCHEDULE
No. | QTY EQUIPMENT
E01 | 8 [17°X15" WALL MNT HANDWASH SINK W/ SPLASH SIDE PANELS
E02 | 5 |28" REGENCY 1-BAY SINK 16-GAUGE SS, NO WINGS
E03 | 4 |REGENCY 53" 2-BAY SS SINK W/0 DRAINBOARDS
E04 | 11 |REGENCY, 1/15 GPM, WALL MNT PRE-RINSE FAUCET W/ 14" FAUCET ADD
E05 | 3 |CHAMPION PP-12 PASS THROUGH POT & PAN WASHER - 240V; 3 PHASE
E06 | 3 |48" STEAMVENT HOOD OVER DISHWASHER
E07 | 1 |INDUSTRIAL SALAD DRYER, HOBART 20 GAL, ELECTRIC 1/4 HP
E08 | 1 |SERVIT CC2UFISF HALF-SIZE INSULATED HOLDING & PROOFING CABINET W/ SOLID BERMAN D ESI G N
DOOR - 120V, 2000W
E09 | 3 |[VULCAN STACKED CONVECTION GAS OVEN W/ SOLID STATE CTRLS ARCHITECTURE | INTERIORS | BRAND'NG
E10 | 1 |GARLAND CG-72R-0172" MASTER SERIES GAS PRODUCTION GRIDDLE W/
THROMOSTATIC CONTROLS - 180,000 BTU
E11| 3 |VULCAN 36" 6 BURNER GAS RANGE, STANDARD UNDER OVEN
F12 | 1 |CLEVELAND KDT-3-T-33 GALLON TILTING 2/3 STEAM JACKETED TABLETOP DIRECT 5212 N CLARK / SUITE 3
STEAM KETTLE W/ STAND - RIGHT HANDLE CHICAGO, IL 60640
E13 | 4 |CLEVELAND KDL-25-T 25 GAL TILTING 2/3 STEAM JACKETED DIRECT STEAM KETTLE +1 773.275.5948
El4| 2 %EXEAL}/;\ETD{EL-()U-TSHSHORTSERIESéUGALTILTINGFULLSTEAMJACKETEDDIRECT BERMANARCHITECTURE.COM
E15 | 1 |GROEN (2)SSB-5GF (10) PAN CONVECTION GAS STEAMER W/ LEGS
E16 | 1 |FETCO GR2.3 COFFEE GRINDER
E17 | 1 |DIXIE CANNER STEAM BLANCHER COOLER 304 S5
E18 | 1 |SOLWAVE AMERI-SERIES HEAVY DUTY SS COMMERCIAL MICROWAVE
E19 | 1 |ROBOT COUPE BLIXER23 2-SPEED 24 QT. VERTICAL CUTTER MIXER FOOD PROCESSOR -
240V, 3 PHASE, 6HP
E20 | 1 |HOBART 4732A-10-STD #32 MEAT CHOPPER W/ REMOVABLE FEED PAN - 3HP
E21 | 1 |TELLIER ELECTRIC FOOD MILL W/ STAND
E22 | 1 |HOSHIZAKI KM-1100MWJ 30" REMOTE CONDENSER AIR COOLED MODULAR CRESCENT
CUBE ICE MACHINE - 208-230V, 1 PHASE; 1371 LB.
E23 | 1 |HOBART PLANETARY FLOOR MIXER (60 QT.), 3 PHASE
E24 | 3 |AVANTCO SL713A 13" MEDIUM-DUTY AUTOMATIC MEAT SLICER W/ MANUAL USE OPTION
-3/4LHP
E25 | 1 |ROBOT COUPE 2 SPEED, 46 QT. VERTICAL CUTTER MIXER, 240V, 3 PHASE
E26 | 1 |ROBOT COUPE 2-SPEED WORKSTATION CONT. FEED FOOD PROCESSOR W/ FULL MOON
PUSHER FEED
E27 | 3 |ROBOT COUPE C80 AUTOMATIC PULP & JUICE EXTRACTOR W/ 165 LB CAPACITY/HR &
AUTO SIEVE
E28 | 1 |IRINOX EASY FREEZE (99#) BLAST FREEZER
E29 | 1 |TRAULSEN 631011 77" G SERIES SOLID DOOR REACH-IN FREEZER W/ LEFT/LEFT/RIGHT
HINGED DOORS
E30 | 2 |TURBO AIR M3F72-3-N M3 SERIES 78" SOLID DOOR REACH-IN FREEZER
E31 | 1 |TRAULSEN 630010 77" G SERIES SOLID DOOR REACH-IN REFRIGERATOR W/
LEFT/RIGHT/RIGHT HINGED DOORS
E32 | 1 |RECEIVING DESK
E33 | 13 |30"x72" SS TABLE W/ UNDERSHELF W/ ROLLERS
E34 | 13 |96"X48"X72" BULK STORAGE RACK
E35 | 4 |PALLET SHELVING 120"X48"X96"
E36 | 1 |ELECTRIC FULLY POWERED STACKER - 62" LIFT
E37 | 2 |BIG JOE ELECTRIC PALLET TRUCK
E38 | 2 |DOLLY/HANDTRUCK, CONVERTIBLE 18" BASE
E39 | 1 |HYDRAULIC STACKER 24"X24"
E40 | 2 |STANDARD UTILITY CART, 45"X25"X33"
E41 | 4 |24"x48"x78" HEAVY DUTY STORAGE METAL CABINET
E42 | 1 |36"X72" PACKING STATION
E43 | 10 |30"X72" ADJUSTABLE HEIGHT WORK TABLE W/ LAMINATE TOP
E4 | 3 |EXCALIBUR 10 TRAY COMM1 SS ONE ZONE COMMERCIAL DEHYDRATOR - 2400W
E45 | 1 |EXCALIBUR COMM2 SS TWO ZONE COMMERCIAL DEHYDRATOR - 5000W
E46 | 1 |EXCALIBUR 10 TRAY SS DEHYDRATOR W/ GLASS
E47 | 6 |HARVEST RIGHT STANDARD COMMERCIAL FREEZE DRYER - LARGE MODEL
E48 | 1 |HARVEST RIGHT PHARMA COMMERCIAL FREEZE DRYER - LARGE MODEL
E49 | 10 |30"X60" ADJ. HT. TRANSPORT CART
E50 | 1 |EMPLOYEE REFRIGERATOR
E51 | 1 |WHITE PLASTIC FOLDING TABLE 30"X40"
E52 | 1 |2.0CUFT COUNTERTOP MICROWAVE
E53 | 2 |18" DEEP SINGLE TIER LOCKERS SET OF 3 (36X18X72)
ES4 | 1 |RETRACTABLE WALL SECTION
E55 | 2 |96" REGENCY BRAND 3 COMPARTMENT SINK W/ 2 DRAINBOARDS
ES6 | 2 |AVANTCO SS-2F-HC 54" 5 TWO SECTION SOLID DOOR REACH-IN FREEZER
E57 | 2 |AVANTCO SS-2R-HC 54" SS SOLID DOOR REACH-IN REFRIGERATOR
E58 | 2 |AVAMIX BX1GRGV 1 GAL FOOD BLENDER
E59 | 2 |AVAMIX IB10 MEDIUM-DUTY 10" IMMERSION BLENDER
E60 | 2 |SIPROMAC 250 TABLETOP VACUUM SEALER
E61 | 2 |ARYVACMASTER BS116 IMPULSE BAG SEALER
E62 | 3 |GOOD NATURE COMMERCIAL COLD-PRESS JUICER (M-1)
E63 | 4 |HEAVY DUTY WIRE CART 24"X48"
E64 | 8 |BUN PAN RACK
E65 | 2 |AVAMIX CFBB342DG COMBINATION FOOD PROCESSOR
E66 | 2 |HOBART5LB BUFFALO CHOPPER, 1/2 HP
E47 | 2 |AVANT CO KMC-500-B3F ICE MACHINE W/ BIN
E68 | 2 |VULCAN 2 POT GAS BURNER
E49 | 2 |24" 2 BURNER GAS GRIDDLE
E70 | 2 |CONVOTHERM COMBINATION OVEN W/ STEAM, ROLLIN, 20 SHEET PAN, FULL SIZE, GAS
E71 | 3 |48" STEAMVENT HOOD OVER DISHWASHER REVISION SCHEDULE
E72 | 1 |PROPAC COMMERCIAL FILLING MACHINE NO. REV./SUBMISSION _ DATE  1SSUED BY
E73 | 1 |ULINE GRAVITY ROLLER BELT SYSTEM
E75 | 1 |CSBELL GAIN GRINDER
E76 | 1 |GOOD NATURE INDUSTRIAL JUICER (X-1]
E77 | 2 |WALL SHELVING
E79 | 1 |53" BLACK SWING GLASS DOOR MERCHANDISER REFRIGERATOR
E80 | 1 |53" BLACK SWING GLASS DOOR MERCHANDISER REFRIGERATOR
E81 | 1 |GRPWS-2424Q PIZZA WARMER SHELF ISSUE DATE: 1/11/2022 5:42:37 PM
E82 | 3 |48"X18"X69" REGENCY NSF BLACK EPOXY 4 BASKET AND 1 SHELF KIT
E83 | 2 |AVANTCO MG12 MEAT GRINDER PROJECT TYPE
PROGRAMED USE LEGEND ONEIDA FOOD CENTER
DEDICATED HOT SPACES ADDRESS
FACILITY SUPPORT SPACES
DRAWN BY: RD
MAIN FACILITY/DESIGNATED (PRIVATE) SPACES
PUBLIC AREA CHECKED BY: JB
REFRIGERATED/COOLED STORAGE/WORK SPACE
APPROVED BY: JB
PROJECT NUMBER: 1843
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Appendix E: Additional References and Citations

The following documents were also referenced (in addition to references cited in footnotes throughout the
document) in the drafting of this report:

1. Koehn, Nancy F. Brand New: How Entrepreneurs Earned Consumers' Trust from Wedgwood to
Dell. Boston: Harvard Business School Press, 2001.

2. May, Earl Chapin. The Canning Clan: A Pageant of Pioneering Americans. New York: Macmillan,
1937.

3. National Canners Association, Communications Services. The Canning Industry: Its History,
Importance, Organization, Methods, and the Public Service Values of Its Products. 6th ed.
Washington, D.C.: National Canners Association, 1971.
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Engineering Department
Division of Public Works

Capital Improvement Process (CIP)
- Client Division Director Approval Form

To: Nicole Rommel - EHSLA Division Director

Through: Vanessa Miller - Area Manager, Food and Agriculture Area

From: Paul J. Witek — Engineering Director/Senior Architect
Date: March 11, 2022
Re: Oneida Community Cannery - CDC #15-001

| have reviewed the attached Capital Improvement Process (CIP) document identified below for
the above noted project and approve of the project moving into the next phase of the CIP
Process.

[J Concept Paper — dated:
CDC Approval Package — dated: March 11, 2022

: Digitally signed by Nicole Rommel
N ICO I e RO m m eI Date: 2022.03.22 09:18:25 -05'00'

Nicole Rommel - EHSLA Division Director Date

Form CIP-05
Rev. Dec. 4, 2017

N7332 Water Circle Place ¢ P.O. Box 365 ¢ Oneida, Wl 54155

oneida-nsn.gov
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Engineering Department
Division of Public Works

Memo

To: Oneida Business Committee

From: Paul J. Witek, AIA, LEED-AP — Engineering Director / Senior Architect
cc: Project Team

Date: 5/26/2022

Re: Oneida Community Cannery CDC #15-001

The following are the project team’s responses to the comments received from the various
review entities of the Capital Improvement Process (CIP) regarding the CDC Approval Package
for this project.

EHSLA Division — Environmental Quality Department
Comment: Environmental Quality staff will provide input in several areas during the
design phase. No comments at this time.

Response: Environmental Quality staff will be invited to the project design meetings.

EHSLA Division — ECO-Services Department

Comment: No comments.

Response: N/A

EHSLA Division — Land Management Department

Comment: No comments received

Response: N/A

N7332 Water Circle Place ¢ P.O. Box 365 ¢ Oneida, Wl 54155

oneida-nsn.gov
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Land Commission

Comment: Motion by Frederick Muscavitch to approve #15-001 Oneida Community
Cannery CDC Approval Package, seconded by Sherrole Benton. Motion
carried: Ayes: Julie Barton, Sherrole Benton, Patricia Cornelius; Donald
McLester, Frederick Muscavitch; Sidney White.

Response: N/A
Environmental Resource Board

Comment: ERB is not meeting at this time due to a lack of members (quorum, need at
least 5 members present).

Response: N/A
Chief Financial Officer
Comment: No comments received by the deadline. Memo with questions received from

Finance Department three weeks later.

Response: The questions submitted and the Project Team’s replies are noted on the
pages below.

Division of Public Works Director

Comment: No comments received.

Response: N/A—on Project Team.

20f13
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The following are the questions received from the Finance Department on May 6, 2022 and the
Project Team’s replies:

1. The Cannery is currently a program, not a business or an enterprise. What is the future
intent?
a. The project purpose statement is on pages 16-17 of the business plan.

b. The business plan was written focusing on the Cannery remaining a program of
the Nation, prioritizing community access to affordable traditional foods and
connection and reconnection to their culture and indigenous food pathways. As
the current facility is no longer conducive to support even current production
and activities, the new facility is intended to essentially provide adequate
infrastructure to facilitate expanded programming services.

c. The purpose of the business plan was to detail a projected five-year model for
developing a new facility and look at opportunities to eventually sustain
operational costs with sales and services fees.

d. It was identified, via the financial model (which is provided as an appendix
reference document in full), that operational break-even would require
significant increases in production capacity (4.4x current operations and output,
2.5-3.7x current service offerings and rental fees) and thus, the business plan
was re-structured to identify what additional operational support would be
needed to sustain operations during the initial five years of operation for the
desired facility build-out with the Cannery continuing to operate as a program
focused on food sovereignty, food security, and training/access for community
members of the Nation.

2. Has this information been updated or validated for 2022 in lieu of the supply chain issues
with both construction and food products?

a. Per New Venture Advisors LLC, each calendar year, all construction estimates are
re-validated with available industry regional standards (JLL, Cummings Insights,
and Levelset construction estimates arranged regionally). During the drafting of
the model and business plan, updated construction estimates were used that
had been validated through 2021 and took pandemic price increases and value
chain issues into consideration.

30f13
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b. Food product costing was completed with Cannery lead Jamie Betters based on
actuals from her invoices and pricing.

c. While every effort has been completed to account for current market conditions,
it is not possible to foresee all cost impacts of the ever changing market
conditions.

3. What is the current capacity of the cannery? What is the actual demand? For example,
how many quarts of the various product categories were prepared for members, how
much was sold externally and through what outlets? Historical actual financials should
be included in the plan.

a. Sales by all product categories are summarized starting on page 76 of the
business plan, starting with 2022 projected sales. 2021 actual quantities sold
were used to build the financial forecast model out for five years of sales
projections (Financial model, Financials Tab) which was the scope and focus of
the business plan - the development and support of sales planning for a
projected 5-years in a new facility with new operational capacity.

b. Projections were built across internal and external sales (all identified on page 76
of the business plan) and included both products and services
(rentals/education).

c. Page 79 of the business plan addresses the growth built into projections based
on historical data (specifically the projected unit sales assumptions) and the
integration of external sales channels into that planning.

d. Demand is addressed in Table 21 (page 49) of the business plan across all
existing and potential sales channels in which the Cannery plans to
operate. Again, these are projected sales based on growth and margin built
from existing pricing and sales models provided in the historical financials.

4. What is the production capacity of the new facility?

a. The capacity of production in the new facility was addressed and modeled:
i. Business Plan/Page 19 - Status of Business - addresses the limit on
current capacity based on space and function of the existing location and
building.

4 0f 13
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ii. Business Plan/Page 79-80 - growth assumptions across product, kitchen
pod capacity, and education/class training assumptions across types.

iii. Financial model/Capacity Tab - 2021-2026 (five years forecasted across
product mix).

b. Production capacity of the new facility related to space expansion and growth

was constrained by limitations on incoming products (inventory), which are
provided by local Oneida growers, Oneida reservation farms, and regional farm
partners, such as white corn. Therefore, manufacturing capacity growth was
limited to 15% growth (in years 1-3) and 25% growth (in years 4-5) due to
expectations of the limitations of incoming products and available labor. This
was modeled in the business plan as a “base” scenario for the operation of the
new facility at current capacities with nominal growth.

Under the Financial Model/Scenarios Tab (2022-2026), a break-even capacity
was modeled and demonstrated that the facility would need to operate at 50%
of its total capacity (in terms of inputs, labor, and space use) within five years to
break even across product sales and services/rentals. This would be a 4.4x
increase from the current state (in the existing cannery) and a 2.5x-3.7x increase
in rentals and service offerings from the current state. As the overall goal of the
cannery program will be to provide food to the community at an achievable
scale, this scenario was not used in the final business plan projections. Further,
as the Cannery will continue and grow programmatic services in the form of
harvesting and processing education, family wellness activities, as well as
program activities centered on encouraging tribal entrepreneurship, this facility
intent will not be straight line production based, as we are looking to continue
programming focused on empowering and educating community on the healing
power of our food pathways and utilize the facility to facilitate such-
infrastructure supporting the anchoring our community in approaching and using
our foods as a comprehensive approach to health and wellness.

5. Does this facility have the storage and production capacity that would require
turnaround and access space for a 53’ semi tractor trailer?

a.

50f13

The design concept included in the Business Plan is only meant to provide a
definition of size and scope of the project and is not the final design. The actual
design of the facility will be developed after project approval and will vary from
what was shown.

G:\ENG\Projects\15-001 Cannery\CIP\15-001 Memo - CDC Approval Package Review Comment Replies.docx
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b. Page 65 of the business plan details the facility's storage, warehousing, and
loading dock access points. As detailed, the facility includes one loading dock
with a leveler for all truck types access (including full-size 53’ semi-trailers). An
appropriate approach and turn radius for trucks was illustrated on the external
rendering provided in the appendix documents.

c. The warehouse and storage space were sized to accommodate existing holding
needs based on projected production capacity for the five years detailed for raw,
in-process, and finished product storage across dry, refrigerated, and frozen.
Storage was sized to accommodate both pallet and standard shelving.

6. Has the Department of Public Works (DPW) reviewed this proposal for comments or
concerns on the personnel listed or the equipment being placed in the facility. Is there a
specialized certification required to maintain the equipment? Was a utility analysis
completed? DPW should also comment on these costs given our current environment?

a. On page 82 of the business plan, Utility Assumptions are detailed based on
market rates as of Dec 2021. Also, Jacque Boyle — Division of Public Works
Director was included in review of this plan. DPW’s suggestion of inclusion of
operational costs that would impact their budget were included in this plan.

7. The assumptions do not appear to be substantiated: they are not fully developed.
a. All market analysis work is cited, and competitive analysis is cited.

b. Operational set-up, and sizing is based on direct input from the Cannery lead,
Jamie Bitters, and validated against comparable projects on a national scale.

c. Utilizes & Stripe citations:
i. Wisconsin Public Service — Commercial Electric Rates
ii. Wisconsin Public Service — Commercial Natural Gas Rates
iii. Biz Energy Advisors —Restaurant Energy Usage
iv. Stripe Pricing

d. Market Sizing citations:
i. Tribal Nations in Wisconsin
ii. United States Census Bureau

6 of 13
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iii. Pennsylvania Tribal Consultation Handbook

iv. Indian Country Today

v. National Institutes of Health - Household income differences in food
sources and food items purchased

vi. US Bureau of Labor Statistics — Consumer Expenditures by Region

8. There is $500,000 listed for advisory services. What specifically does this entail?

a. Per New Venture Advisors, Advisory Services are a portion of soft costs. They are
a set amount inputted as a component of the implementation stage of the
facility development based on comparable projects.

b. Design development includes architectural fees related to the facility's build-out
and finalization of sealed drawings. Advisory services may include engineering
costs/inputs, specialized site inputs or consultants (environmental, utility or
remediation, regulatory, program design or development), equipment
specialists, or advisory.

9. Areyou, or how are you accounting for seasonality/weather risk?

a. With any processing facility, the biggest unknown includes product inputs and
availability (ingredients such as white corn, apples, etc.) This would be the
primary constraint against production growth in the new facility.

b. Projections of the total amounts of key ingredients needed to meet growth
targets were made, and total operational capacity was adjusted based on the
current operator’s assessment of what the local marketplace could support (i.e.,
what local growers, Oneida Farm, and other regional farm partners could
provide in terms of inputs).

c. Seasonality was adjusted for in the proposed product mix. The primary
operational focus of the cannery is to offer season extension through canning,
preservation, and other activities and manufacturing practices which means that
high season of crops (summer, fall) will require higher labor and expenses to
offset high production needs.
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10. The plan proposes to provide ready-to-eat foods such as salads and sandwiches at a
standalone location with little foot traffic. How is this retail outlet going to be successful
compared to the Oneida Market?

a. The retail outlet was sized as a small access point to offer ready-to-eat and grab-
and-go options that would provide additional revenue opportunities with
existing product mix that are already in production by the Cannery staff. The
intent of this retail space is not to be a standalone market providing significant
sources of revenue, but rather capitalizing on being able to offer products to
consumers and community members that either are already in the facility, the
many tour groups that often stop through the Cannery, or other community
members that are in the area for one reason or another.

b. The proposed housing development across the street from the new Cannery
facility will provide some small level of population that could take advantage of
these offerings.

11. Where is the Marketing Plan with citations/assumptions supporting the sales volume?

a. Pages 49-52 address the assumptions and projections supporting sales volume
within the existing regional marketplace. Specifically, tables 21 and 22 detail
projected spending in the target market audiences.

12. A stand-alone market does not appear to be feasible given the location and lack of foot
traffic. A more prudent approach would appear to be utilizing existing venues instead of
trying to draw traffic away from them.

a. Inaddition to the following see reply to question #10.

b. The intent of the retail space is to capture opportunities of community members
and groups that are already at the facility, in addition to community members
that are in the near area. Further, with having a small on site space, Cannery
staff is able to control the product variety offering and capitalize on unique
situations such as a onetime sale of raw goods. Example: Revenue from 6 pop
ups brought in $9500. The pop-up sales have been incredibly successful but due
to the other entities in the Norbert Hill Center that includes a High School and
Language Immersion School that need additional security entrances for student
safety therefore only allowing the cannery to have drive through/pop sales when
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the school is not in session. The stand-alone market will resolve this concern and
give us substantial opportunity for more growth including sales and community
access to nutritional traditional foods. Having this control of an onsite space
allows Cannery staff to utilize flexibility in product and good offering that they do
not necessarily have with other venues. For example, getting product into other
outlets usually requires a commitment of amount or delivery dates. Also, we
cannot force other retail outlets to purchase or order our products. This on-site
space would allow us to use product that we have on hand that we need to
make use of, or if we want to try out a new product-this space allows us the
flexibility to do so.

13. What is the expected food waste, shrinkage, spoilage for the retail outlet?

a. ltis projected to have little to no spoilage due to the ability to be innovative of
new ideas and products through packaging but more importantly we can control
the production with year-round items, seasonal items, specialty items and items
on the go. The Cannery has been through many research and development
teams with corporation such as Schreiber foods, Festival Foods and locally with
Waseda Farms to understand the demand and raw good availability. Also, the
cannery has the ability to create products as a by-product from other raw goods
in our Food System. The Cannery keeps a tight monthly inventory with
accounting that shows the little to no waste margin of all our value-added
products.

14. There does not appear to be dedicated personnel for the retail space & there is no line of
sight from the other offices. That creates risk exposure.

a. The design concept included in the Business Plan is only meant to provide a
definition of size and scope of the project and is not the final design. The actual
design of the facility will be developed after project approval and will vary from
what was shown.

b. We propose that the retail or reception role would be supported by one member
of the cannery production team and apprentice roles on site.

15. What type of security will the facility have? Other Oneida public locations have had
issues due to the drug problem in the area.
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a. The facility design will contain security doors that can segment access to specific
public areas booked via a booking system (online portal). DPW included a
security system monitoring contract in their budgetary impact costs.

16. What local grocery stores is Oneida currently engaged with? What is the existing
quantity of sales? What are the existing products being sold to local grocery
stores? The same questions apply to future grocery store sales.

a. The competitive local marketplace was analyzed on pages 44-46 of the business
plan. Looking at the primary competitors in small manufacturing, grocery/retail
offerings, and shared kitchen or incubation facilities.

b. However, with the primary function of the Cannery to remain a program and not
a competitive business, is to offer community value to Nation members in the
form of fresh and preserved traditional foods, entrepreneurial opportunities and
facilitation, and education and empowerment in processing and preserving their
own foods. The value of these services is captured in table 45 (page 81). Sales
to local grocery stores and additional retail outlets beyond the reservation are a
function of supporting the growth and expansion of services beyond this primary
focus that if and when the opportunity arises, we will certainly assess capacity to
source to secure supporting revenue streams. This is not any different than the
Cannery’s current direction of prioritizing community needs first, then looking at
additional revenue opportunities as they come to support the programming.

17. It does not appear that fringe benefits or indirect costs are included.

a. Salaries were based on hourly and salary rates provided by the Oneida team,
including base rate or salary rate plus benefit and indirect costs. The Cannery
staff currently has two (2) processors and one Indigenous Diet and Wellness
Coordinator that comes out of the Cannery budget. The Cannery utilizes
apprentices and other positions each year that comes out of other area’s
budgets.

18. Year over year payroll expenses appear to be too low.

a. The existing facility has significant constraints on efficiency due to the facility,
equipment, and related issues. The new facility will rely on increases in
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efficiency, allowing for greater output capacity per employee. The Cannery also
utilizes interns and apprentices from other budgets on an as-needed basis.

19. Are you marketing organic products? Is the facility equip to provide that separation to
maintain the organic certification for those products? What is the 3<party source for
this document? Is this a revised version of the 2018 study?

a. The cannery moved into certified organic back in 2016. Seeking organic
certification for the facility was not a designation built into projected costs or
models. As our key producers of our raw goods are not certified organic,
certification of a facility would not enable products to be marketed as certified
organic. However, and most importantly, our practices and the facility would
enable us to meet these requirements should this be a certification that we
decide to pursue in the future based on product certification. In additional
through our production research and planning, there is no current market for
value added certified organic items that would allow us to make revenue due to
price points.

20. The stripe fees are not adequate.

a. Per New Venture Advisors, stripe fees are projected based on current contract
rates and forecasted retail sales.

21. How are you pricing your products? What relationship of markup / profit analysis is
determined?

a. Pricing models were built onto existing models being utilized by the Cannery
staff to provide below-market or at-cost pricing to Nation outlets as a
component of food sovereignty programs (and food security programs during
the pandemic).

b. Pricing rate increases are outlined in table 42 (page 79) and include both
external (market rate) and internal (subsidized rate) pricing models that the
Cannery is currently operating with. The external rates reflect inflation and are
built to account for profit margin. The internal rates do not reflect inflation
(beyond 3%). They do not allow for any margin or profit as they are designed to
offer products at cost or below cost as a function of food sovereignty or food
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security for the Nation, to ensure and encourage membership has access to
affordable healthy traditional foods.

c. Rental rates and service rates are outlined in the business plan in tables 43 and
44 (page 80) and include both market-rate and subsidized internal community
rates with the same intention as above-to facilitate community education of
processing their own foods without adding financial fees as a roadblock that may
hinder this connection.

22. How are the year over year sales increases going to be obtained? It appears that there is
a 1000% increase in 3 years. Does the marketing plan support the cited assumptions?

a. Based on the historical numbers and the projected product forecasts through
2026, sales units of Cannery products are projected to increase by 138% over the
five years. Including price changes, this is a 200% increase in revenues over the
five years. These growth rates are supported by the new facility's substantial
increase in production capacity and efficiency and the estimated potential sales
volumes (see the answer to #11).

23. On the equipment schedule, is all this equipment commercial grade? Again, this team
is concerned about licensed maintenance on the equipment.

a. All equipment listed is commercial grade or existing equipment that would be
relocated from the current facility (which is also commercial grade). All pricing is
based on quotes from a qualified national wholesaler of commercial equipment
for production, manufacturing, or commercial kitchen use.

b. Preventative maintenance has been built into the operational budget as the
Cannery will be responsible for the upkeep and maintenance of equipment. All
equipment will be on a warranty up to 10 years and some have lifetime warranty
to cover parts, the maintenance budget reflects that as well.

24. Inflation is not included in the CIP construction costs. Again, there is a concern about the
supply chain related to delays and increased prices.

a. In addition to the following see reply to question #2.
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b. Inflation factors were included in the construction estimate and were not noted
as a separate line item on the Project Budget Estimate.

25. Was a location analysis completed? Oneida Retail has engaged Brian Klink in the past.

a. The concept was developed against a specific site targeted by development in
the Business Park based on available infrastructure (roads, utilities), parking
space and building space. This site was one of the two original location sites
identified and targeted for the Food Innovation Center.

b. With the new Cannery continuing to operate as a program focused on food
sovereignty, food security, and training/access for community members of the
Nation and not a primary revenue generator, a location analysis is necessary.
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General Manager
909 Packerland Dr.
Green Bay, Wl 54303
920-496-7000

To: Nicole Rommel, EHSLA Division Director
From: Mark W. Powless, General Manager

Date: May 26, 2022

Re: BC Agenda Request, Project 15-001, Oneida Community Cannery

The purpose of this memorandum is to deny approval to the above-mentioned Business Committee
Agenda Request until the following information is provided and included with the request:

Per the request of Cristina Danforth. Treasurer; Larry Barton, Chief Financial Officer; Ralinda Ninham-
Lamberies, Assistant Chief Financial Officer; Rae Skenandore, Financial Management Analyst;

and Justin Nishimoto, Business Analyst from the memorandum dated May 2, 2022, regarding Oneida
Community Cannery Project No 15-001 Cannery, the following question was asked:

What is the current capacity of the cannery? What is the actual demand? For example, how many
quarts of the various product categories were prepared for members, how much was sold externally
and through what outlets? Historical actual financials should be included in the plan.

To date, | have not seen historical financials. Please provide at your earliest convenience. The historical
financials should include annual revenue, cost of goods sold, and operating costs, leading to earnings
before interest, taxes, depreciation, and amortization, dating back a minimum of five years. This is the
information that should be added with the Condensed Profit and Loss Statement within the Project
Executive Summary.

An additional question asked:
Where is the Marketing Plan with citations/assumptions supporting the sales volume?

By June 30, 2022, please provide a basic marketing plan that details how the revenue projections
identified in the Business Plan will be accomplished. For example, the Business Plan (Table 22) shows
estimated sales based on the expansion of consumer segments. How will the expansion of consumer
segments be achieved? This is only one aspect that should be addressed. This plan should be developed
using internal resources and expertise.

| look forward to receiving a revised request. If received timely, the targeted BC Meeting date of June 8,
2022 can still be achieved. Please let me know if you have any questions.
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Environmental Health, Safety, Land, and Agriculture Division

TO: Mark W. Powless, General Manager
FROM: Vanessa Miller, Food and Ag Area Manager
RE: BC Agenda Request, Project 15-001, Oneida Community Cannery-Additional

Information Request

DATE: July 25, 2022

The purpose of this memo is to provide additional information regarding the historical
financials and future marketing plan support of the Cannery operations to accompany the
Oneida Community Business Plan included in CIP Project #15-001.

The information included in this memo is intended to address the following per the memo
dated May 26, 2022, relating to the denial of the BC agenda request:

1. Five years of historical financials

2. A basic marketing plan

Historical Financials

Please see the attached supporting documents of the 2017-2021 Revenue and Expense reports
of the Cannery. These reports are attached separately by year, as well as condensed into a
singular consolidated spreadsheet.

Marketing Plan
Targeted Audience

The priority of our targeted audience of will remain the Oneida Community and Nation
Programs and Services. Our intention with a continued growth and expansions of productions,
sales, and programming services is to saturate our own internal needs first, including our
Milwaukee membership. Further, a processing facility is a great resource and anchor for our
organization to support the growth of local individual growers and producers. Small scale
farmers and producers often have difficulty selling to various retail outlets due to barriers such
as quantity commitments and other vendor requirements. A processing facility is able to
purchase and support these individual and local community members and co-ops by production
of our value-added goods. Our target audience of this facility is not only who we sell to, but
also who we purchase our raw goods from, prioritizing our own community economic
development and support first.

Little Bear Development Center Land &Conservation Office
P.O. Box 365 P.O. Box 365
N7332 Water Circle Place . 470 Airport Drive

Oneida, Wi 54155 Oneida, Wl 54155
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With the goal of this facility being to provide access to our community to affordable healthy
and culturally relevant foods and services, we also know that we have opportunities to capture
external sales to support these efforts. These external opportunities are becoming increasingly
available with the Nation’s continued efforts in having an interconnected food system and the
current market spotlight on supporting local and indigenous communities. Also, with the
Nation’s participation in pilot projects such as the FIDPR 638 project, long-term policy change
could very well result in dependable and significant regular monthly revenue streams.
Realizing, however, that these opportunities are not secured, there continues to be an
incredible number of possibilities within our internal programs and services for growth and
expansion. For example, our own Emergency Pantry, Oneida School System, Childcare and
Head Start programs, Fitness Center, Recreation Programs, etc. all have well established
relationships with the Cannery. Production grown would be absorbed with these internal
relationships first.

We will continue to find ways to incorporate our products into external programs that service
our community to support our internal efforts. For example, the Cannery’s participation in the
Elder Food Box program funded by Feeding Wisconsin was an almost $37,000 buyer
commitment that could have been more had we had the ability to supply more. More
importantly, this has resulted in an established relationship with this program. We will continue
to find ways to participate in these programs whose intentions are to support local food
systems and economies as opposed to bidding to the lowest bidder.

Marketing Strategy

Our strategy will be focused on educating the community of the value of connecting to our
indigenous food pathways and supporting our local growers and producers. The focus of this
education is to not only create long-standing individual customers, but also sustain existing
programmatic and internal organizational customers, encourage increased consumerism from
these relationships, and encourage and facilitate new internal customers from finding ways to
provide access to our foods.

Our branding strategy focuses on the use of our language with our labeling (all labels use “Yawe
Ku!”-“Tastes Good!”), culturally significant graphic designs with sky dome borders, the Oneida
Nation branding logo featured in label centers, and wording communicating “locally sourced
ingredients”. We also feature an ingredients list on all of our labels that intentionally lists and
features a very short product list, communicating the preservative and additive free nature of
our foods and the raw, nutritionally dense products we pride ourselves in offering. Additionally,
all of our labels feature a designed “Food Sovereignty” Stamp. Our intention of this label and
branding strategy is to capture our Oneida identity and culture and capitalize on the desire to
support indigenous food systems and food sovereignty.

We feel we have a unique niche market opportunity to strengthen our brand and market

ourselves to external partners. According to the Economic Research Service for USDA,
“demand for organically produced goods continues to show double digit growth. Further, the
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price sensitively of these consumers is low. Numerous studies have been conducted on the
buying habits and demographics of consumers of organic foods. Results have varied depending
on the type of survey, sample size, and geographic coverage. However, a few general themes
have emerged:

Consumers prefer organically produced food because of their concerns regarding health, the
environment, and animal welfare, and they show a willingness to pay the price premiums
established in the marketplace.

Organic products have shifted from being a lifestyle choice for a small share of consumers to
being consumed at least occasionally by a majority of Americans. National surveys conducted
by the Hartman Group and Food Marketing Institute during the early 2000s found that two-
thirds of surveyed shoppers bought organically grown foods*.”

We have an opportunity here, we believe, to tap into this market without having certified
Organic goods, and marketing our use of preservative free, NON-GMO goods. By marketing our
“indigenously produced”, “indigenously processed”, “indigenously grown” efforts, we feel we
are tapping into an even more specialized market segment of these growing cohort of
consumers that want to eat better and are becoming more conscious of what they are putting
into their bodies.

Outlets

Our growth strategy will focus on expansion internally in existing outlets to include, but not
limited to: the Oneida Nation Pantry, One Stop Retail, our corporate partners (Radisson and
Thornberry), the Fitness Center, Oneida Nation School System, Recreation Program, Orchard
Retail, Head Start and Childcare Program, Residential Care Facility, SEOTS, and all other
organizational programs, business, and services that offer either space for product or have the
opportunity to incorporate our traditional foods and other cannery products into their
operations.

With the creation of an online ordering system and standardized menu of products and
offerings, we are looking at making our ordering process more consumer friendly and efficient.
This will allow for an increase in ease of marketing our catering services for events, meetings,
and other gatherings.

An onsite small kiosk space will allow for capturing potential sales from tours, educational
workshops, field trips, and classes that is consistent with current agri business models and
trends. We will also have product placed in the Apple Orchard retail outlet during their season.

We have been already been contacted by a tribal grocery market wanting to carry and feature
Oneida products year round and seasonally. With current local healthy-food focused markets
such as Fresh Thyme and the new Hy-Vee chain that is being built in Green Bay, there is
additional opportunity to build relationships for product placement should our growth provide
us that opportunity.
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Advertising

With Covid and the increase in drive through events, word of mouth been a critical vehicle in
increasing program orders and sales. Direct sales to these programs and business units will
continue and be expanded upon as production capacity grows.

Additionally, working relationships with external professional partners continues to provide
avenues of program highlighting. Organizations like First Nations Development Institute and
NativeWellness Magazine have spotlighted the Cannery.

Our social media outlets are an effective advertising and educational tool for the Cannery. With
over 2,900 followers on Facebook and Instagram, we can communicate events, announce
product availability, provide transferrable knowledge, and answer customer inquiries. Quality
pictures elevate shares and hits. The Cannery also owns and operates a YouTube channel for
video content in which we contract with a third party videographer when funding allows.

A webpage is an area of advertising that we will need to be development. This webpage will
outline where products can be found, educate consumers on the importance of buying local
and supporting “food sovereignty” efforts, and spotlight readers on where our goods come
from. The intent will be to make our goods personal.

Internal staff continues to serve on professional advisory boards and committees, often asked
to present or teach on food sovereignty efforts. These spaces allow us to highlight our
programming and will continue to connect us to organizations for future revenue opportunities
like summits, trainings, and conferences.

*USDA ERS - Organic Market Summary and Trends
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Oneida Nation

Post Office Box 365

=

Phone: (920)869-2214 Oneida, W1 54155

BC Resolution # 08-25-21-B
Obligation for CIP #15-001, Food Innovation Center, Utilizing American Rescue Plan Act of 2021
Federal Relief Funds

WHEREAS, the Oneida Nation is a federally recognized Indian government and a treaty tribe
recognized by the laws of the United States of America; and

WHEREAS, the Oneida General Tribal Council is the governing body of the Oneida Nation; and

WHEREAS, the Oneida Business Committee has been delegated the authority of Article IV, Section 1,
of the Oneida Tribal Constitution by the Oneida General Tribal Council; and

WHEREAS, the Oneida Nation has received federal funds through the American Rescue Plan Act of
2021 (ARPA) funds to address matters arising out of the COVID-19 pandemic; and

WHEREAS, the Oneida Business Committee has approved application of ARPA funds to lost revenue
and allocation of tribal funds to the ARPA Federal Rescue Funds to investments in the
“Lost Revenue” line (ARPA FRF LR)) in the Investment Report; and

WHEREAS, the Oneida Business Committee has determined that these funds should be used as set
out in resolution # BC-06-09-21-B, as amended by resolution # BC-06-23-21-C which
designates percentage allocations of ARPA FRF LR to eight areas of use (percentages
rounded) —

Direct Membership Assistance, 45% of funds;

Housing, 17% of funds;

Food and Agriculture, 12% of funds;

Education, 6% of funds;

Culture and Language, 10% of funds;

Revenue Generations, 2% of funds;

Government Roles and Responsibilities, 3% of funds;

Overall Priority — Land, Infrastructure, Sovereignty, 5% of funds; and

WHEREAS, CIP #15-001 is a construction project to build a Food Innovation Center; and

WHEREAS, the Project Owner for the proposed project is requesting $7,155,000 obligated from the
ARPA FRF LR, Food and Agriculture category; and

WHEREAS, this project will be concluded no later than September 30, 2023; and

WHEREAS, the Oneida Business Committee has reviewed the proposed project;
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BC Resolution # 08-25-21-B

Obligation for CIP #21-111, Multi-Family Housing, Utilizing American Rescue Plan Act of 2021
Federal Relief Funds

Page 2 of 2

NOW THEREFORE BE IT RESOLVED, that CIP #15-001, Food Innovation Center project, in the amount
of $7,155,000 from ARPA FRF LR, Food and Agriculture category with Mark W. Powless, General Manager,
assigned as the Project Owner.

CERTIFICATION

I, the undersigned, as Secretary of the Oneida Business Committee, hereby certify that the Oneida
Business Committee is composed of 9 members of whom 5 members constitute a quorum; 9 members
were present at a meeting duly called, noticed and held on the 25" day of August, 2021; that the forgoing
resolution was duly adopted at such meeting by a vote of 7 members for, 0 members against, and 1
members not voting*; and that said resolution has not been rescinded or amended in any way.

Lisa Liggins, Secretary
Oneida Business Committee

*According to the By-Laws, Article I, Section 1, the Chair votes "only in the case of a tie."

" ARPA FRF LR as utilized in this resolution refers to Tribal Contribution Savings
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KemperSports

Course and Grounds
e Golf Course Superintendent — Steve Archuibald (13 years + 7 months)
e Assistant Golf Course Superintdent — Pete Nowak (16 years + 6 months)
e  Golf Course Mechanic — Ed Brusky (13 years + 6 months)

Golf
e Interium Golf Professional — Justin Meier (5 months + 17 days)

Food and Beverage
e Executive Chef —Jason Pump (1 month + 22 days)
e Sous Chef — Mike Provost (1 month + 20 days)
e Banquet Chef — Lindsey Klatt (5 months + 7 days)

Sales and Marketing
e Sales and Marketing Director — Shawn Prunick (5 months + 17 days)
e Event Coordinator — Sieeria Vieaux (9 months + 18 days)
e Admin/Event Coordinator — Aubrey Winters (2 months + 2 days)

Key Marketing Actions to Drive Performance:

e Developed a “piggyback” golf marketing program. For every golf outing that TCO is hosting we
provide for every player a foursome certificate to return at a favorable golf rate ($55.00 per
person) that is time and day sensitive.

Course & Grounds Report:

e The golf course lost approximately 40 trees during the tornado this summer and we have a
pending insurance claim to cover the lost of revenue, labor and materials.

Best Regards,
Jeff wilson

Jeff Wilson, CCM, PGA, CAM
General Manager
Thornberry Creek at Oneida

Uniquely dedicated. Distinctly different. Custom Property Management

500 Skokie Boulevard Suite 444 Northbrook, IL 60062 (847) 850-1818
www.kempersports.com



