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Ben Ryan stared at the whiteboard on his office wall.  On it, he had sketched out preliminary ideas for the 
future of the company.  Clearly, there was opportunity, yet it was far from obvious what his next move 
should be.  It was October 2021.  Ryan was Chief Commercial Officer of Air North, Yukon’s Airline, a 
regional air carrier that provided passenger and cargo service within the northern Canadian territory of Yukon 
as well as connections between Yukon and major cities in Canada’s south (see Exhibits 1 and 2). 
 
Key questions weighed on Ryan’s mind.  After more than 18 months, the COVID-19 pandemic continued 
to wreak havoc across the globe.  Yet vaccination rates were rising, news headlines touted a promising new 
treatment that might make the disease manageable, and travel was beginning to bounce back.  Was now the 
right time to plan a major new growth initiative?  If so, he would need to decide if his focus should be on 
increasing passenger traffic, expanding cargo operations, or creating new spin-off businesses to diversify the 
company.  There were other important questions: Did strategic alliances with rival carriers make sense and, 
if so, which ones?  Finally, how could Air North contribute to the economic prosperity of Yukon and its 
Indigenous communities—especially the Vuntut Gwitchin First Nation, Air North’s principal shareholder.1 
 
Born and raised in Whitehorse, Yukon’s capital city, Ryan’s roots in Canada’s north ran deep.  His great 
grandparents, John Olaf and Kristina Erickson had purchased Whitehorse’s historic Regina Hotel in 1925 
after emigrating from Sweden—later passing it on to his grandmother, well-known businesswoman Gudrun 
‘Goody’ Sparling.  His grandfather, Joe Sparling Sr. was a well-known energy-sector impresario who had 
played a key role in the construction of the Alaska Highway.  Ben’s father, Joe Jr., had continued the family 
tradition of entrepreneurship by co-founding Air North in 1977. 
 
Ryan had started work as a commercial pilot with Air North in 2011 while a student at Carleton University’s 
Sprott School of Business.  During that time, he developed a passion for the airline industry and a particular 
affinity for Air North.  He graduated with a double major in information systems and finance and, in 2012, 
moved to the United Kingdom to complete a master’s degree in financial economics at the University of 
Oxford.  Despite receiving attractive job offers from companies in Canada, the United States, and Europe, 
Ryan’s heart remained in Yukon and he decided to return home.  He rejoined Air North in 2014.  Two years 

 
 
1 In Canada, the term “Indigenous” referred to descendants of the original inhabitants of North America, including First Nations, Inuit, 
and Métis. 
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later, Ryan was promoted to Chief Commercial Officer, with responsibility for marketing, sales, and 
management of the company’s information technology systems.  As part of this role, he led the creation of 
an affiliate business, Chieftain Energy, whose mission was to carve out a sustainable Indigenous-owned 
business from Air North’s energy-related activities. 
 
 
HOME MARKET 
 
Yukon was the westernmost and geographically smallest of Canada’s three northern territories (see Exhibit 
3).  Despite occupying a landmass of 474,391 km2—roughly the size of Spain or Sweden—its population 
was just over 43,000, approximately one-quarter of which was Indigenous.  Some 70 per cent of Yukoners 
lived in Whitehorse, the territory’s capital city and the largest population center in Canada’s north.  Due to 
the territory’s geographic remoteness and harsh climate—particularly north of the Arctic Circle— residents 
were highly dependent on goods shipped in from the south. 
 
The local economy was dominated by mining, particularly for lead, zinc, copper, silver, and gold.  More than 
100 years earlier, Yukon had become famous for the Klondike Gold Rush, a rapid influx of some 100,000 
prospectors to the territory between 1896 and 1899.  Stories written about this phenomenon—notably Jack 
London’s Call of the Wild—coupled with the natural scenery and outdoor recreation opportunities, had made 
tourism the territory’s second most important source of income and employment. 
 
 
COMPANY 
 
Whitehorse-based Air North operated scheduled passenger and cargo flights within Yukon, and between 
Yukon and the Northwest Territories, British Columbia, Alberta, and Ontario.  It also offered charter service 
throughout Canada and between Canada and the U.S.—most commonly Alaska—for mining firms, forestry 
companies, sports teams, fishing lodges, cruise tours, and a variety of other customers.2 
 
In addition to its core transportation business, Air North provided ground handling and fuel services to other 
airlines at airports throughout Yukon and was one of several ground service providers with contracts to 
service Vancouver and Edmonton International Airports.  Recently, the company had also set up a subsidiary 
that leveraged its flight kitchen by providing event catering across Yukon and supplying frozen meals to 
local grocery stores.  Air North was also majority owner of Chieftain Energy LP, a Whitehorse-based 
provider of commercial and residential fuel and lubricants. 
 
History 
 
Air North was founded in 1977 by Joe Sparling and Tom Wood as Air North Charter and Training.  Its 
original business model was to offer charter flights to the mining industry, along with flight training services 
for corporate and individual clients.  At launch, it operated a single Cessna 206, though this soon grew to 
include a variety of aircraft on wheels, floats, and skis.  Thanks to rapid growth, Air North acquired several 
Douglas DC-3 and DC-4 aircraft, but retired them by the late 1980s in favor of Hawker Siddeley 748 
turboprops.  In 2002, the company entered a new era with the purchase of two Boeing 737 jets and the launch 

 
 
2 Charter flights were flights operated by a carrier on behalf of a third party, who would rent the aircraft to fly between destinations at 
specific dates and times of their choosing. With charter service, flights were nearly always less frequent than scheduled service and 
responsibility for selling the seats, if tickets are sold, resided with the third party rather than the operating carrier. 
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of scheduled service between Whitehorse and the southern Canadian cities of Vancouver, Calgary, and 
Edmonton.  This growth was mirrored in new branding: Air North, Yukon’s Airline. 
 
The next two decades saw further growth and modernization of the fleet, with the purchase of Boeing 737-
400 and -500 jets and ATR 42 turboprops. Between 2013 and 2019, Air North also added new destinations 
to its network: Within Yukon, this comprised Mayo and Watson Lake.  Farther afield, it included 
Yellowknife, Kelowna, Victoria, and Ottawa via Yellowknife (see Exhibits 4A and 4B). 
 
Ownership Structure 
 
Air North was controlled by a holding company—Air North Partnership—that held full ownership of the 
operating arm, Air North Charter & Training Ltd.  The business was 100% owned by residents of Yukon, 
with one in 15 Yukoners holding an equity or employment stake in the airline.  Its main shareholder was the 
Vuntut Development Corporation (VDC), the for-profit economic development arm of the Vuntut Gwitchin 
First Nation, a local Indigenous group.3 4 
 
In addition to its ownership stake in Air North, VDC had significant holdings in Yukon real estate, a road 
and quarry construction business, and an eco-adventure company that offered grizzly bear viewing 
opportunities in northern Yukon.  VDC’s stated mission was “to balance economic development and the 
natural environment while respecting the traditional lifestyle and culture of the Vuntut Gwitchin First 
Nation.”  Practically speaking, this meant owning and operating a broad range of sustainable businesses in 
north Yukon in order to fuel economic prosperity. 
 
In-Flight Experience 
 
Despite being small by international standards, Air North prided itself on the quality of its passenger 
experience.  The airline recruited flight attendants and ground staff who were committed to excellent service, 
and operated a comprehensive training program to ensure that employees delivered high-quality customer 
care.  Consistent with this philosophy, passengers on Air North were allowed two checked bags and one 
carry-on at no extra charge.  Most Air North flights also offered complimentary, freshly-made meals that 
featured elements of northern Canadian cuisine while appealing to mainstream tastes.  Snacks were a further 
point of pride, with the scent of warm cookies or other treats often wafting through the cabins of the 
company’s aircraft.  These helped distinguish Air North from its larger southern rivals, all of which charged 
extra for meals and snacks. 
 
The high level of service had not gone unnoticed.  In 2019, Air North was named Best Specialty and Leisure 
Airline in North America by Trip Advisor based on customer feedback and reviews.  In 2020, the company 
repeated the performance, while also adding the title of Best Airline in Canada.5 
 
Custom Offerings 
 
In addition to its usual flights, Air North had recently experimented with a pair of unique offerings in 
partnership with Travel Yukon, the territory’s government-owned destination marketing agency.  Although 
these initiatives required substantial work and coordination with other tourism industry and media partners, 
they had been highly successful from both a financial and a promotional standpoint: 

 
 
3 https://www.vgfn.ca/ 
4 The term “First Nations” referred to groups of Indigenous peoples in Canada, excluding the Inuit and Métis. 
5 https://www.flyairnorth.com/air-north/news/air-north-yukons-airline-named-best-airline-canada-tripadvisor 

https://www.vgfn.ca/
https://www.flyairnorth.com/air-north/news/air-north-yukons-airline-named-best-airline-canada-tripadvisor
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• Aurora 360.  An opportunity to experience the aurora borealis—the world-famous Northern 
Lights—from the air.  The package also included four nights’ accommodation in Whitehorse and a 
range of pre- and post-flight activities, including Yukon inspired meals, an evening of Yukon First 
Nations dance, and culture, and VIP access to four special guest speakers (see Exhibit 5). 6 7 

 
• Across the Top of Canada.  A nine-night epicurean travel package out of Vancouver or Toronto 

that offered an opportunity to experience Canada’s north from the Pacific to the Arctic and Atlantic 
coasts.  The itinerary included stops in St. John’s, Iqaluit, Churchill, Yellowknife, and Whitehorse, 
along with accommodation and excursions.  Its distinguishing feature was a series of signature meals 
from iconic Canadian chefs that showcased each region by working directly with local chefs, 
producers, and communities.8 

 
Operational Considerations 
 
Air North differed from most other airlines in terms of the economics of its operations, although its model 
was common in remote and rural areas with small populations.  Normally, aircraft utilization was a key 
determinant of profitability: Customers expected a wide range of destinations, along with high-frequency 
service that allowed them to fly at a time of their choosing.  Airlines responded by acquiring fleets of new, 
fuel efficient planes that minimized operating costs and allowed them to fly to more places with fewer 
aircraft.  Substantial investment was needed to own or lease these planes, and they needed to be used as 
much as possible in order to maximize return on investment. 
 
Air North’s aircraft were older and much less fuel-efficient, but considerably cheaper to acquire.  The 
average age of the company’s aircraft was just under 30 years (see Exhibit 6).  This made sense for an airline 
that served smaller population centres and operated relatively few flights, since the lower fixed cost made it 
feasible to operate each aircraft less often—flying only when the airline could achieve a high load factor.  
Additionally, unlike the new 737 MAX, older Boeing 737s could be equipped with “unpaved strip kits” that 
enabled them to land on and take off from gravel runways. 
 
Global Distribution System 
 
As a small, regional airline, Air North had traditionally handled ticket sales in-house.  In its early days, the 
company relied on paper tickets; later, it transitioned to its own internal computer-based reservation system.  
Although this worked well when selling to Yukoners, it also meant that inbound traffic—i.e., people 
traveling to Whitehorse from elsewhere—rarely considered Air North: The company had virtually no brand 
awareness outside of Yukon and its flights did not appear on the booking systems used by travel agents and 
consumers.  In addition, since government and business travelers booked the vast majority of their travel via 
GDS-enabled online booking tools, Air North was effectively shut out of the corporate market for inbound 
and outbound traffic.  This was a serious limitation in a territory where government spending and 
procurement accounted for nearly a quarter of the economy. 
 
In June 2019, the situation changed when Air North connected its internal flight reservation software to the 
Global Distribution System (GDS), a set of platforms that enabled travel agencies and consumers to access 
flight schedules, compare options and prices, and book travel.  As a result, Air North’s flights became visible 

 
 
6 https://www.travelyukon.com/en/plan/operator/aurora-360 
7 https://youtu.be/EQCcmYd-Nvg 
8 https://web.archive.org/web/20190103000215/http://acrossthetopofcanada.com/ 

https://www.travelyukon.com/en/plan/operator/aurora-360
https://youtu.be/EQCcmYd-Nvg
https://web.archive.org/web/20190103000215/http:/acrossthetopofcanada.com/
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to travel agents and most travel booking websites, including Expedia and Travelocity.  Although this meant 
surrendering some of the company’s usual margin, it greatly expanded the potential customer base.  
Moreover, it made it possible for customers to book multi-airline itineraries that included Air North flights, 
regardless of whether the carriers involved had interline or codeshare agreements. 9 
 
Interfacing with the GDS had not been a simple matter.  While large airlines used reservation systems that 
were specifically designed for this purpose, Air North’s internal booking software was an older system that 
communicated with the GDS through an application programming interface (API).  This arrangement limited 
Air North’s ability to fully tap into the capabilities of the GDS—preventing it, for instance, from unbundling 
services and selling things such as seat selection for an additional price.  Moving forward, a complete 
overhaul of the reservation system was a possibility.  However, the company did not have a Chief 
Technology Officer, and its talented but small IT team relied on U.S.-based contractors for a number of key 
functions.  As s result, Air North was highly dependent on personnel over which they had little control. 
 
Chieftain Energy 
 
Air North had established Chieftain Energy LP as a way to lower operational costs by providing the airline 
with ready access to fuel storage and tanker trucks.  The company was jointly owned by Air North 
(approximately 80 per cent) and Kluane Dana Shaw LP, the investment arm of the Kluane First Nation 
(approximately 20 per cent).  As part of an opportunistic acquisition in 2017, Chieftain had expanded to offer 
home heating fuel and 24-hour vehicle fueling via cardlocks to consumers and corporate customers.10  It was 
also a full-line distributor of lubricants to customers across northern Canada. 
 
As Chieftain’s scope of operations expanded, Air North had come to see its role more broadly.  In addition 
to its profit mandate, Chieftain aimed to make Whitehorse an energy hub and ensure that northern Canada 
benefited from its energy supply chain.  Traditionally, energy companies that serviced northern Canada had 
been based in the south, extracting profit but not always reinvesting in the region.  As a locally-owned 
partnership between Air North and leading Indigenous-owned businesses, Chieftain was uniquely positioned 
to ensure that its operations benefited residents of the north.  Chieftain had working relationships with a 
number of underserved First Nations communities, providing Indigenous business owners with secure access 
to energy, thereby supporting economic growth. 
 
 
COMPETITORS 
 
Air North’s main competitors were Air Canada and Westjet, large national carriers whose vast networks 
included flights between Yukon and southern Canada.  Although there was minimal overlap between the 
route networks of these airlines and those of Air North, the larger players competed on the critical 
Whitehorse-to-Vancouver and Whitehorse-to-Calgary routes that accounted for the vast majority of Air 
North’s revenues. 
 
Air Canada 
 
Air Canada, founded in 1937 and by far the country’s largest airline, operated two daily flights between 
Whitehorse and Vancouver.  The company served 207 destinations worldwide with a fleet of 159 Airbus and 

 
 
9 Interlining was an agreement between airlines to coordinate on itineraries involving multiple carriers so that passengers did not 
have to check in again or deal with baggage at transfer points. Codesharing was a deeper contractual arrangement whereby one 
airline would operate a flight but allow another airline to sell seats on that flight using its own flight code. 
10 Cardlocks were an automated, unattended fueling station designed for customers looking to fuel any time of day. 
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Boeing aircraft.  In addition to its namesake mainline carrier, the publicly-traded company operated a range 
of subsidiaries, including: Air Canada Cargo, Air Canada Rouge (a low-cost airline aimed at leisure 
travelers), Air Canada Express (a regional feeder airline), Air Canada Vacations (a tour package company), 
Air Canada Jetz (a charter jet service for professional sports teams), and Aeroplan (the company’s loyalty 
marketing arm). 
 
As a full-service international carrier, Air Canada’s strength was its comprehensive national network and the 
access it provided to destinations across the globe (see Exhibit 7).  The company offered various classes of 
service (Economy, Premium Economy, and Signature/Business Class), with various fare levels and 
combinations of restrictions/benefits.  As member of the Star Alliance—a global association of 26 carriers 
that included Air China, Air India, Ethiopian Airlines, Singapore Airlines, Turkish Airlines, and United 
Airlines—the company had interline and codeshare agreements that allowed customers to connect 
seamlessly to virtually any destination and enjoy recognition of their frequent flyer status across member 
airlines.  
 
Westjet 
 
Westjet was a more recent arrival on the Canadian airline scene.  Launched in 1996 as a regional, low-cost 
carrier, it offered seasonal daily service between Whitehorse and Calgary from June through September.  In 
recent years, the company had evolved into a full-service international airline that as beginning to rival Air 
Canada (see Exhibit 8).  Like its larger competitor, Westjet offered three classes of service with increasing 
levels of benefits.  The company had historically operated a fleet consisting exclusively of Boeing 737s.  
Recently, however, it had begun to expand its global footprint with the acquisition of six Boeing 787 
Dreamliner aircraft and a firm order for four more.  Westjet also had plans to update and increase its narrow-
body fleet with orders for 42 Boeing 737 MAX aircraft. 
 
Westjet also operated a regional subsidiary, Westjet Encore, and a tour package company, Westjet Vacations.  
In 2018, the company had also launched Swoop, an ultra-low-cost subsidiary that served destinations in 
Canada, the United States, Mexico, and the Caribbean.  Publicly-traded for most of its existence, Westjet 
had been taken private by equity firm Onex Corporation in May 2019. 
 
Canadian North 
 
Although not a direct rival, the airline that most resembled Air North was Canadian North.  Headquartered 
in Ottawa, Canadian North was jointly-owned by two holding companies that were run by and in the interests 
of Canada’s Inuit populations. 11  Some 80 per cent of shares were held by Makivik Corporation, based in 
Quebec, with the remaining 20 per cent controlled by the Inuvialuit Development Corporation, based in 
Inuvik, Northwest Territories.  Canadian North operated a fleet consisting largely of older model Boeing 
737s and served population centres in Nunavut, the Northwest Territories, and the Nunavik region of 
northern Quebec.  The airline also partnered on a code-shared flight that Air North operated between Ottawa 
and Whitehorse via Yellowknife (see Exhibits 9A and 9B). 
 
Canadian North was the product of a 2018 merger between two airlines: a previous incarnation of Canadian 
North and First Air.  The combined entity operated a fleet of 18 Boeing 737s and 13 Aerospatiale ATR 42s, 
and connected 25 northern population centres to the southern Canadian cities of Edmonton, Ottawa, and 

 
 
11 The term “Inuit” referred to groups of culturally similar Indigenous peoples inhabiting the Arctic regions of Canada, Greenland, and 
Alaska.  In Canada, the Inuit population totaled approximately 70,000, the vast majority of whom reside in the territory of Nunavut, 
Nunavik in the northern third of Quebec, Nunatsiavut and NunatuKavut in Labrador, and in portions of the Northwest Territories near 
the Arctic Ocean. 
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Montreal.  Prior to their merger, Canadian North and First Air had competed fiercely with one another on 
many small routes across the Arctic—a relationship that proved both challenging and costly.  Now that they 
were a single entity, some industry experts speculated that they might look to conquer the entire north.  Air 
North’s operating region in Yukon represented the only part of northern Canada not served by Canadian 
North. 
 
In December 2020, Canadian North announced a deal to purchase two Boeing 737-700 aircraft with the aim 
of expanding service to western Greenland.12  Initial plans were for flights from Ottawa-Iqaluit-Nuuk and 
Ottawa-Iqaluit-Ilulissat, with the possibility of subsequently connecting Greenland directly with southern 
Canada during the high tourism seasons, which included March to April and August to October.  Importantly, 
the extended range of these new aircraft would also give Canadian North the ability to offer direct, nonstop 
flights between northern Canada and tourist destinations such as Las Vegas. 
 
Air Transat 
 
Air Transat was a leisure airline based in Montreal, Quebec.  It operated a mix of scheduled and charter 
flights from 19 Canadian cities to vacation destinations in the Caribbean, Mexico, the United States and 
Central America during winter and Europe during the summer.  The company had a fleet of 37 wide- and 
narrow-body aircraft and mainly flew out of two gateway airports: Montréal-Pierre Elliott Trudeau 
International Airport and Toronto-Pearson International.  It also operated a limited number of direct flights 
out of other Canadian cities, including Ottawa, Halifax, and Quebec City.  Although most of its customer 
based consisted of Canadian holidaymakers, Europeans flying inbound to Canada accounted for a 
meaningful percentage of Air Transat’s summer passenger volumes. 
 
Porter Airlines 
 
Porter was a regional airline based in Toronto, Ontario.  Founded in 1999, the company exclusively operated 
De Havilland Dash 8 turboprop aircraft.  It had built its business on short-haul traffic in Eastern Canada and 
to select U.S. cities, mainly via its hub at Toronto Island Airport in the city’s downtown core.  In July 2021, 
the company announced plans to extend service across North America with the purchase of up to 80 Embraer 
E195-E2 jet aircraft and the addition of Toronto-Pearson International Airport to its route network.13 
 
Ultra-Low-Cost Carriers 
 
A longer-term consideration for Air North was the arrival of ultra-low-cost carriers (ULCCs) on the 
Canadian airline scene.  Like Westjet’s Swoop, Flair Airlines had recently begun an aggressive expansion 
to cities across Canada.  Based in Edmonton, Alberta, Flair was a privately-owned business that had begun 
as a small freight carrier operating flights between Canada and Cuba.  The company had transformed itself 
in 2019 with a brand makeover that included new colors, livery, and a new tagline (“Plane and Simple”) 
along with firm orders for 24 Boeing 737 MAX 8s and options for 60 more.  As with most ULCCs around 
the world, Flair used an ‘unbundled’ pricing strategy that allowed the company to offer extremely low base 
prices while charging additional fees for services like seat selection, checked luggage, carry-on bags, flight 
changes, meals, extra legroom, in-flight entertainment, and use of the airlines call centre for bookings.  
Although Yukon was not part of Flair’s initial expansion plan, it was clear that ULCCs would place 
significant downward pressure on prices if they decided to service the north. 
 

 
 
12 https://www.ch-aviation.com/portal/news/98365-canadian-north-to-add-b737ngs-for-greenland-routes 
13 https://www.flyporter.com/en/about-porter/who-we-are/porter-and-embraer 

https://www.ch-aviation.com/portal/news/98365-canadian-north-to-add-b737ngs-for-greenland-routes
https://www.flyporter.com/en/about-porter/who-we-are/porter-and-embraer
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COVID-19 PANDEMIC 
 
As with many businesses, particularly in the travel and tourism sector, Air North had been seriously impacted 
by the SARS-CoV-2 coronavirus.  In the months following the declaration of COVID-19 as a global 
pandemic, passenger traffic on Canadian airlines declined by more than 90 per cent. 
 
Although there had been no serious COVID-19 outbreaks in Yukon, the virus had seriously impacted travel 
to and from Canada’s north.  To control the spread of infection, the Government of Yukon actively 
discouraged leisure travel and required individuals entering the territory to self-isolate for 14 days before 
interacting with others.  Although this policy was rescinded on August 4, 2021, rising case counts caused by 
the new Delta variant of the virus created a risk of travel restrictions being reinstated. 
 
Air North had responded by increasing on-board health and safety measures and eliminating the sale of 
middle seats on its Boeing 737s except to passengers of the same social bubble.  The company had also 
scaled back its flight operations.  For the most part, this meant reducing frequency rather than cities served, 
but the reduced service had a major impact on profitability.  While recovery was a slow process, company 
management expected to be back at full operation by summer 2022. 
 
 
INDIGENOUS ENGAGEMENT 
 
Indigenous people accounted for nearly one in four residents of Yukon, and were the historic stewards of the 
land in North America.  Yet despite their rich culture and long history, Indigenous Canadians often faced 
enormous social and economic barriers that prevented them from thriving.  Many Indigenous communities 
had poor access to clean water and residents were far more likely than average to experience food insecurity 
and live in sub-standard housing.  Although they made up four per cent of Canada’s population, Indigenous 
people accounted for just 1.5 per cent of the country’s GDP.  Education and employment rates in Indigenous 
communities were both well below the national average. 
 
Governments in Canada had become increasingly mindful of this problem in recent years, and public opinion 
increasingly took the view that something needed to be done.  While the issue was complex, it was clear that 
companies had both an obligation and an opportunity to be part of the solution.  A key aim of Air North was 
to create opportunities and benefits for Indigenous groups in Yukon.  From the perspective of company 
management, economic growth and prosperity in Canada’s north were directly linked to increased economic 
participation by Indigenous groups, both as investors and as skilled employees in the local workforce. 
 
 
CHALLENGES AND DECISIONS 
 
For Ryan, the immediate priority was to guide Air North through the remainder of the COVID-19 pandemic.  
The company’s cash position had been seriously impacted by the decline in business and its airline operations 
scaled back by more than half (see Exhibits 10 and 11).  Management needed to ensure that Air North was 
in a position to survive the months ahead and ready to resume normal operations when circumstances 
allowed.  Looking beyond the pandemic, however, there were some important questions to answer. 
 
First, where were the best opportunities for growth?  In its core airline business, Air North had thrived 
alongside larger rivals thanks to its efficient operations, strong local network across Yukon, commitment to 
high-quality service, and a brand that was closely aligned with Yukoners’ identity and sense of pride.  Just 
as importantly, the company’s route network and unique blend of passenger and cargo service had been 



AIR NORTH: YUKON’S AIRLINE Page 9 
 
 
designed to serve the needs of Yukon residents—a contrast to competitors which, from Ryan’s point of view, 
saw their business as ‘flying southerners to Whitehorse’.  Could these strengths be leveraged to expand the 
business? 
 
Passenger Network Expansion 
 
One possibility was to increase the reach of the airline’s passenger network, as Canadian North was preparing 
to do.  Air North already operated seasonal vacation charter flights from Whitehorse to Victoria, British 
Columbia, and to Las Vegas and Reno-Tahoe International Airports in Nevada.  It could expand these 
operations to fly Yukoners to sun destinations while encouraging residents of those destinations to explore 
Canada’s north.  However, this would require new planes; the company’s current fleet of 737-400 and -500 
aircraft lacked the necessary range to reach those destinations with a full load of passengers and/or cargo. 
 
If Air North chose to expand its passenger network, it would need to decide which new cities to serve, 
whether it should do so via charter flights or scheduled service, and whether it should it expand its fleet of 
aircraft.  There was also the question of whether to offer additional classes of service—i.e., business class 
and/or premium economy—as part of this growth initiative.  Doing so would be critical if the airline hoped 
to make inroads in the corporate market. 
 
Cargo Network Expansion 
 
Likewise, Air North could consider expanding its cargo operations.  Cargo had been the savior of several 
airlines during the COVID-19 pandemic and remained a stable part of Air North’s business over the past 18 
months.  Globally, air cargo volumes were growing by more than 4 per cent annually—a trend that was 
forecast to continue as global supply chains adjusted to a post-pandemic world.  Air North had considerable 
experience handling cargo and would be a credible player if it chose to expand its operations.  In addition, 
the economics of air cargo shared many characteristics with Air North’s passenger operations: Since quick 
turnaround and high aircraft utilization was rarely feasible, most cargo companies used older aircraft that 
were cheaper to acquire but more expensive to operate.  The aircraft that Air North would acquire for cargo 
operations could easily be converted for passenger use (and vice-versa), and would be a good fit with the 
lower aircraft utilization model currently used by the airline.  If he decided to proceed, Ryan would need to 
decide where and how to expand. 
 
Fleet Expansion 
 
Under normal circumstances, fleet renewal or expansion would be cost-prohibitive, but the COVID-19 
pandemic had led to record numbers of aircraft being placed into storage around the world, as well as a 
number of airline bankruptcies.  Although air travel was starting to recover in some regions, the global market 
for used aircraft remained flooded.  If Air North wanted to expand its fleet, it could do so at historically low 
prices.  This might also be a good time for the airline to replace its current aircraft with newer, more fuel-
efficient models: As Ryan was keenly aware, the fuel consumption and carbon emissions of a brand-new 
aircraft were roughly one-third lower than those of Air North’s existing jets. 
 
Ryan estimated that a used 737 Classic series aircraft (which included the 737-300, -400, and -500 models) 
could be acquired for US$3-5 million, while a used 737 NG (which included the 737-600, -700, -800 and  
-900) cost around US$12-15 million.14  In contrast, a new 737-MAX listed at US$100 million, although it 
was generally understood that these could be acquired for around US$35-45 million, depending on the 

 
 
14 As of October 2021, US$1 = $1.25 Canadian. 
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model.  Another potential option was the Canadian-built Airbus A220, estimated to cost US$28 million for 
the smaller A220-100 model and US$35 million for the larger A220-300. 
 
The key challenge to fleet expansion was finding a way to pay for it.  Air North had traditionally been very 
careful with its investments, operating a small fleet of aircraft acquired on very favorable terms.  Buying 
new—or even newer—planes would represent a major departure from that philosophy and require additional 
capital.  This would either need to come from an infusion of cash from the company’s current owners, the 
issuing of new shares on the open market, or the addition of a new strategic partner.  Alternatively, the airline 
could consider leasing—either as a short-term measure to test market viability or as part of a longer-term 
strategy to grow without the need for major capital investment. 
 
Relationship with Other Carriers 
 
Another question on Ryan’s mind was how best to manage Air North’s relationship with other airlines, 
particularly Air Canada, Westjet, and Canadian North.  All three carriers had the potential to be either a 
strategic ally or a competitive threat, and possibly both.  Up to now, Air North had viewed Air Canada and 
Westjet as rivals, with whom it competed mainly on service.  Conceivably, however, it could sign interline 
or codeshare agreements with one or both.  Air North already had a baggage transfer agreement that 
facilitated connections for passengers transferring to and from Air Canada’s domestic flights, but Air Canada 
had always stubbornly resisted Air North’s efforts to establish an interline agreement. 
 
An unanticipated benefit of Air North’s participation in the global distribution system was access to data.  
Since mid-2019, Ryan had been able to access information on passenger volumes, final destinations, and 
fares paid by segment for passengers traveling in and out of Whitehorse (see Exhibit 12).  This had shed 
light on the customers being served by Air Canada and Westjet—particularly, the fact that some two-thirds 
of passengers flying in or out of Whitehorse on those airlines were connecting from or to other destinations.  
This insight had prompted Ryan to create a $99 “connector fare,” which was offered to passengers who were 
transferring between Air North and another airline as part of their travel itinerary.  The move had been 
successful in attracting some customers who had previously used Air Canada or Westjet for their entire trip, 
but was only available if a customer knew about it and called Air North directly.  There was no practical way 
to offer it via the GDS. 
 
If Air Canada and Westjet refused to partner with Air North, Porter Airlines was a potential alternative.  
Porter was an intriguing partner in view of its recently-announced expansion plans.  The company was 
unlikely to compete in northern Canada anytime soon, and its growing North American network might 
provide a nice fit for passengers looking to connect to or from other destinations. 
 
Carriers based in the United States offered another option.  U.S. airlines were active in Canada and keen to 
establish partnerships since international aviation law barred them from selling tickets between two points 
in a foreign country, and Canadian regulations prevented them from acquiring a controlling interest in a 
Canadian carrier.  With that in mind, Air Canada had formed an alliance with United Airlines and WestJet 
had aligned with Delta Air Lines.  Air North had already begun work on an interline agreement with Alaska 
Airlines, a carrier whose network overlapped well with that of Air North.  (Alaska Airlines flew between 
various U.S. cities and Vancouver, Victoria, Kelowna, Calgary, and Edmonton.)  In addition, Air North 
could easily fly into Alaska and had done so in the past; resuming this service would provide additional 
points of connection to the Alaska Airlines network. 
 
Canadian North had long been a potential threat, but had largely steered clear of destinations served by Air 
North, leaving the two airlines with complementary networks.  With its merger with FirstAir now complete, 
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Canadian North appeared to be shifting its focus toward growth.  If the airline adopted a more aggressive 
stance on its western flank, Air North’s position in Yukon could be at risk.  The airlines’ codesharing 
agreement for flights between Whitehorse and Ottawa via Yellowknife—in place since 2014—had worked 
well, and Ryan wondered whether this might provide a basis for collaboration instead of competition. 
 
A final consideration involved long-haul airlines that offered seasonal service to Whitehorse for vacationers 
from overseas.  An interline agreement with Condor, a leisure airline based in Germany, made it possible for 
travelers flying from Europe to Whitehorse to connect onto Air North flights to northern Yukon.  On days 
of the week or at times of year when the direct Frankfurt-Whitehorse flights were not offered, Europeans 
could also opt to fly to Vancouver and connect to an Air North flight to Whitehorse.  Ryan wondered if 
similar arrangements might be possible with Air Transat or other international airlines.  Such efforts might 
be particularly effective if they were part of a collaborative effort to promote northern tourism, run in 
conjunction with the Yukon and Canadian governments. 
 
Loyalty Program 
 
Ryan believed that loyalty programs played an important role in influencing some travelers to choose Air 
Canada or Westjet rather than Air North, especially for corporate travel.  With that in mind, the company 
was looking into three options. 
 

• In-House.  Air North could build its own program, which Ryan estimated would cost anywhere 
from $1.5 to $2.5 million depending on the technology used, level of marketing expenditure, and 
the benefits offered.  This would require major upgrades to the company’s computer systems and 
take at least two years to complete.  It would also be difficult to do without significant additional 
investment in IT personnel. 

 
• Airline Partner Program.  Alternatively, it could seek to partner with an existing loyalty program, 

such as Air Canada’s Aeroplan, Westjet Rewards, or the Alaska Airlines Mileage Plan.  Canadian 
North already had such an agreement with Aeroplan, so such an arrangement was not out of the 
realm of possibility.  However, an interline agreement was an essential precursor since, without it, 
Air North would be providing data and customers to the partner without gaining reciprocal access. 

 
• Non-Airline Loyalty Partner.  General loyalty programs such as Air Miles, owned and operated 

by Toronto-based LoyaltyOne, were also a possibility.  This option would give Air North access to 
an existing system without having to invest in technology infrastructure, but would provide minimal 
access to customer data and limit its flexibility to define rewards. 

 
Regardless of which approach the airline took, Ryan knew that other changes would likely be needed if Air 
North decided to proceed.  Apart from influencing the choice of airline, a key objective of loyalty programs 
was to incentivize customers to upgrade to more profitable seat classes, more flexible tickets, or additional 
services such as complimentary baggage, meals, and lounge access. This would be difficult to do if the airline 
continued to offer a single class of service, complimentary meals, and free baggage allowance to all of its 
customers. 
 
Diversification 
 
For all its success in the airline business, Air North also had a strong track record of diversifying beyond it.  
During the COVID-19 pandemic, the company had built an entirely new business by repurposing its flight 
kitchen to create frozen meals for sale in grocery stores.  After developing expertise handling cargo for its 



Page 12 AIR NORTH: YUKON’S AIRLINE 
 
 
own flights in Vancouver and Edmonton, it had expanded its operations to serve other airlines.  And when 
the company had seen a need to exert greater control over its fuel storage and tanker trucks, it had founded 
Chieftain Energy—a business that had evolved into one of Yukon’s leading distributors of fuel and 
lubricants.  For Ryan, the lesson was clear: Air North was not just an airline, but a platform from which 
successful new business ventures could be launched.  All he needed was an unmet market need that could 
be satisfied by a product or service that leveraged Air North’s unique set of skills and expertise. 
 
Social Responsibility 
 
In charting out his plan, Ryan was also mindful of Air North’s mission to create economic prosperity for 
Yukoners, not just returns for its shareholders.  He knew first-hand that that the connections created by flights 
provided small communities with goods and services and access to markets.  He had seen the benefits of the 
jobs created by Air North and its various businesses.  But even more than that, he understood that Air North 
provided the means to cultivate entrepreneurship and management talent in Yukon—particularly within 
Indigenous communities.  Whatever path he charted, it would need to serve these larger goals, while placing 
environmental and social sustainability at the heart of the strategy. 
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EXHIBIT 1: AIR NORTH HOME PAGE 
 

 
 
Source: Company Files 
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EXHIBIT 2: AIR NORTH LEADERSHIP TEAM 
 

 
Source: Company Files  
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EXHIBIT 3: MAP OF CANADA 
 

 
NOTE: Population data as of Q3 2021 

 
 
 
 
 
Source: Statistics Canada, Company Files  
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EXHIBIT 4A: AIR NORTH PASSENGER NETWORK 
 

 
Source: Company files 
 
 

EXHIBIT 4B: AIR NORTH CARGO NETWORK 
 

 
 

Source: Company files 
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EXHIBIT 5: AURORA 360 ADVERTISEMENT 
 

 
 
Source: Company Files 
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EXHIBIT 6: AIR NORTH FLEET 
 
Boeing 737-500 
 

 
 
Boeing 737-400 
 

 
 
ATR 42-320 
 

 
 
Source: Company Files  
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EXHIBIT 6: AIR NORTH FLEET 
(Cont’d) 

 
 Boeing 737-500 Boeing 737-400 ATR 42-320 

Number in fleet 4 1 4 (3 passenger, 1 cargo) 
Passenger Capacity 122 156 42 
Length 31.1m (101 ft, 9 in) 36.5m (119 ft, 7 in) 27.7 m (74 ft. 5 in.) 
Wingspan 28.9m (94 ft, 9 in) 28.9m (94 ft, 9 in) 24.9 m (80 ft. 7 in.) 
Maximum Theoretical Range 5,600 km (3,500 miles) 4,989 km (3,100 miles) 4,167 km (2,589 miles) 
Maximum Practical Range 
(Fully Loaded) 3,500 km (2,100 miles) 3,300 km (2,000 miles) 2,900 km (1,750 miles) 

Cruise Speed 792 km/h (495 mph / 430 Kts) 792 km/h (495 mph / 430 Kts) 495 km/h (308 mph/267 kts.) 
Maximum Altitude 11,278m (37,000 ft) 11,278m (37,000 ft) 7620 m (25,000 ft.) 
Engines 2 General Electric CFM56-3C1 2 General Electric CFM56-3C1 Pratt & Whitney PW121 

 
 

Registration Aircraft Type Added to Fleet Age Notes 
C-FVGF ATR 42 September 2016 32.9 Years  
C-FVGP ATR 42 May 2021 32.4 Years  
C-FVGY ATR 42 August 2018 30 Years Cargo 
C-GVGX ATR 42 June 2010 29.9 Years  
C-FANB Boeing 737-400 June 2014 29.3 Years  
C-FANF Boeing 737-500 December 2010 28.9 Years  
C-GANH Boeing 737-500 August 2012 28.1 Years  
C-GANJ Boeing 737-500 June 2014 28.7 Years  
C-GANU Boeing 737-500 September 2016 28.9 Years  

 
Source: Company Files 
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EXHIBIT 7: AIR CANADA PASSENGER NETWORK 

 

 
Source: Company files 
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EXHIBIT 8: WESTJET PASSENGER NETWORK 
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EXHIBIT 9A: CANADIAN NORTH PASSENGER NETWORK 
 

 
Source: https://canadiannorth.com/plan_your_trip/route-map/ 
  

https://canadiannorth.com/plan_your_trip/route-map/
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EXHIBIT 9B: CANADIAN NORTH CARGO NETWORK 
 

 
Source: https://canadiannorth.com/cargo/routes-network/ 
 
  

https://canadiannorth.com/cargo/routes-network/


Page 24 AIR NORTH: YUKON’S AIRLINE 
 
 

EXHIBIT 10: AIR NORTH CONSOLIDATED FINANCIALS 
 

 
Source: Company Files  
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EXHIBIT 11: AIR NORTH REVENUES BY SEGMENT 
 

 
Source: Company Files 
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EXHIBIT 12: COMMERCIAL DEVELOPMENT DATA 
 
 

Sales Data for Routes between Southern Canada and Whitehorse 
 

 
 

Total 
Number of 
Passenger 
Bookings 
Across All 
Channels 
[Air North] 

 

Revenue from 
Tickets  

Sold via GDS 
[Air North] 

($) 

Total Gross 
Margin  

[Air North] 
($) 

Total #  
of Flights 
Operated  

[Air North] 

Total #  
of Flights 
Operated  

[Air Canada] 

Air North 
Passenger 

Market 
Share 

(%) 

Jan 2019 27,951 0 929,539 84 93 63 
Feb 2019 40,292 0 1,382,481 69 84 61 
Mar 2019 22,984 0 1,587,479 85 93 65 
Apr 2019 22,984 0 1,276,672 75 90 63 
May 2019 19,962 0 2,169,131 83 62 71 
Jun 2019 26,563 88,534 1,910,944 90 107 66 
Jul 2019 24,773 224,075 2,636,126 101 142 64 
Aug 2019 25,232 270,645 2,875,094 98 142 64 
Sep 2019 24,452 301,176 1,731,037 84 135 57 
Oct 2019 26,541 314,749 1,763,589 80 62 64 
Nov 2019 26,613 483,929 1,399,542 81 60 64 
Dec 2019 20,131 475,991 2,028,531 94 62 66 
Jan 2020 34,824 792,348 1,199,790 96 62 65 
Feb 2020 38,763 607,977 1,386,699 81 58 61 
Mar 2020 12,237 229,286 1,094,818 71 62 58 
Apr 2020 1,356 16,051 125,664 18 16 59 
May 2020 2,748 27,129 349,368 22 13 71 
Jun 2020 6,857 36,635 376,188 29 31 65 
Jul 2020 9,930 87,494 791,707 43 52 62 
Aug 2020 9,618 181,245 804,630 61 51 66 
Sep 2020 10,847 219,811 1,203,307 57 33 69 
Oct 2020 11,542 225,296 1,230,287 58 32 74 
Nov 2020 7,145 143,671 604,727 54 28 74 
Dec 2020 4,751 73,678 269,884 46 24 71 
Jan 2021 5,381 88,925 318,380 36 16 74 
Feb 2021 4,956 90,472 518,632 29 10 82 
Mar 2021 7,139 121,067 661,492 37 12 85 
Apr 2021 7,156 140,081 522,407 39 13 84 
May 2021 11,156 262,534 655,246 43 14 86 
Jun 2021 19,159 461,624 821,836 59 18 84 
Jul 2021 25,776 812,690 1,597,269 80 29 83 
Aug 2021 26,122 1,226,561 2,677,386 92 31 82 
 
Source: Company Files 
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EXHIBIT 12 (cont’d) 
 
Air Canada Sales – Outbound from Whitehorse by Final Destination (2019) * 
 

Segment 
Origin 

Segment 
Destination 

Final Destination Passengers 
who Bought 

Ticket via 
GDS 

Total 
Number of 

Passengers 

Passenger 
Share by 

Final 
Destination 

Fare Paid for 
Whitehorse-
Vancouver 
Segment  

($) 

Revenue 
from 

Whitehorse-
Vancouver 

Segment ($)  

Total 
Fare Paid 

($) 

Total 
Revenue 

from Ticket 
($) 

Whitehorse Vancouver Vancouver, BC 15,213 48,901 35.3 310 15,161,020 310 15,161,020 
Whitehorse Vancouver Toronto, ON 4,182 12,719 9.2 166 2,105,539 420 5,337,475 
Whitehorse Vancouver Ottawa, ON 1,999 5,919 4.3 156 922,508 419 2,480,209 
Whitehorse Vancouver Edmonton, AB 1,879 5,797 4.2 183 1,059,523 319 1,846,630 
Whitehorse Vancouver Calgary, AB 1,873 5,600 4.0 190 1,065,939 320 1,794,743 
Whitehorse Vancouver Montreal, QC 1,328 3,582 2.6 159 571,112 419 1,499,798 
Whitehorse Vancouver Victoria, BC 1,104 3,538 2.6 266 939,774 320 1,132,846 
Whitehorse Vancouver Kelowna, BC 916 2,876 2.1 227 652,550 327 940,094 
Whitehorse Vancouver Yellowknife, NT 1,073 2,815 2.0 152 427,984 329 925,664 
Whitehorse Vancouver Winnipeg, MB 914 2,748 2.0 196 537,525 430 1,180,730 
Whitehorse Vancouver Tokyo (NRT) 1,827 2,744 2.0 173 475,210 563 1,545,622 
Whitehorse Vancouver Halifax, NS 737 1,931 1.4 126 243,096 426 823,266 
Whitehorse Vancouver Saskatoon, SK 623 1,911 1.4 194 369,847 393 750,947 
Whitehorse Vancouver Nanaimo, BC 525 1,704 1.2 280 477,495 332 566,356 
Whitehorse Vancouver Zurich (ZRH) 639 1,660 1.2 186 308,547 637 1,058,156 
Whitehorse Vancouver Prince George, BC 509 1,611 1.2 187 301,024 298 479,826 
Whitehorse Vancouver Kamloops, BC 475 1,429 1.0 245 349,549 347 495,458 
Whitehorse Vancouver London-Heathrow 598 1,393 1.0 92 128,849 306 425,784 
Whitehorse Vancouver Regina. SK 382 1,240 0.9 203 251,879 402 498,654 
Whitehorse Vancouver Quebec City, QC 407 1,006 0.7 128 128,777 390 392,565 
Whitehorse Vancouver Comox, BC 308 982 0.7 245 240,526 319 313,477 
Whitehorse Vancouver Las Vegas 424 809 0.6 138 111,412 285 230,813 
Whitehorse Vancouver Seattle 422 805 0.6 194 156,316 266 214,268 
Whitehorse Vancouver Los Angeles 402 753 0.5 156 117,104 326 245,161 
Whitehorse Vancouver Moncton, NB 230 662 0.5 117 77,181 394 260,801 
Whitehorse Vancouver London, ON (YXU) 210 632 0.5 142 89,821 401 253,207 

 
* Fare data has been rounded to the nearest dollar. 
 
Source: Company Files  
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EXHIBIT 12 (cont’d) 
 
Westjet Sales – Outbound from Whitehorse by Final Destination (2019) * 
 

Segment 
Origin 

Segment 
Destination 

Final Destination Passengers 
who Bought 

Ticket via 
GDS 

Total 
Number of 

Passengers 

Passenger 
Share by 

Final 
Destination 

Fare Paid for 
Whitehorse-
Vancouver 
Segment  

($) 

Revenue 
from 

Whitehorse-
Vancouver 

Segment ($)  

Total 
Fare Paid 

($) 

Total 
Revenue 

from Tickets 
($) 

Whitehorse Calgary 
 

902 3,903 26.4 270 1,052,913 270  1,052,913  
Whitehorse Calgary Toronto, ON 807 2,660 18.0 166 440,965 376  999,722  
Whitehorse Calgary Winnipeg, MB 410 1,429 9.7 193 275,470 357  509,487  
Whitehorse Calgary Hamilton, ON 265 972 6.6 151 146,344 341  331,810  
Whitehorse Calgary Edmonton, AB 232 762 5.2 212 161,764 296  225,211  
Whitehorse Calgary Saskatoon, SK 191 725 4.9 227 164,626 356  258,165  
Whitehorse Calgary Kelowna, BC 160 697 4.7 211 147,199 314  219,018  
Whitehorse Calgary Victoria, BC 101 407 2.8 171 69,669 285  116,025  
Whitehorse Calgary Regina, SK 87 297 2.0 213 63,365 350  103,876  
Whitehorse Calgary Ottawa, ON 93 279 1.9 163 45,393 384  107,193  
Whitehorse Calgary Paris (CDG) 48 261 1.8 85 22,193 263  68,678  
Whitehorse Calgary Kamloops, BC 40 155 1.0 216 33,555 329  50,978  
Whitehorse Calgary Vancouver, BC 42 139 0.9 155 21,490 253  35,236  
Whitehorse Calgary Cranbrook, BC 40 138 0.9 260 35,841 353  48,669  
Whitehorse Calgary Comox, BC 34 134 0.9 183 24,557 309  41,348  
Whitehorse Calgary London-Gatwick 34 123 0.8 82 10,039 249  30,622  
Whitehorse Calgary Abbotsford, BC 28 116 0.8 160 18,599 259  30,071  
Whitehorse Calgary Lethbridge, AB 27 111 0.8 231 25,643 308  34,183  
Whitehorse Calgary Halifax, NS 25 87 0.6 141 12,255 382  33,191  
Whitehorse Calgary San Francisco 36 87 0.6 99 8,592 196  17,068  
Whitehorse Calgary Penticton, BC 18 85 0.6 235 20,006 355  30,207  
Whitehorse Calgary Medicine Hat, AB 19 85 0.6 258 21,890 360  30,558  
Whitehorse Calgary London, ON (YXU) 23 83 0.6 174 14,410 390  32,409  
Whitehorse Calgary Yellowknife, NT 28 82 0.6 143 11,696 308  25,283  
Whitehorse Calgary Phoenix 30 81 0.5 115 9,321 240  19,404  
Whitehorse Calgary Grande Prairie, AB 22 80 0.5 189 15,084 297  23,759  

 
* Fare data has been rounded to the nearest dollar. 
 
Source: Company Files 


	Home Market
	Company
	History
	Ownership Structure
	In-Flight Experience
	Custom Offerings
	Operational Considerations
	Global Distribution System
	Chieftain Energy

	Competitors
	Air Canada
	Westjet
	Canadian North
	Air Transat
	Porter Airlines
	Ultra-Low-Cost Carriers

	COVID-19 Pandemic
	Indigenous Engagement
	Challenges and Decisions
	Passenger Network Expansion
	Cargo Network Expansion
	Fleet Expansion
	Relationship with Other Carriers
	Loyalty Program
	Diversification
	Social Responsibility

	Exhibit 1: Air North Home Page
	Exhibit 2: Air North Leadership Team
	Exhibit 3: Map of Canada
	Exhibit 4A: Air North Passenger Network
	Exhibit 4B: Air North Cargo Network
	Exhibit 5: Aurora 360 Advertisement
	Exhibit 6: Air North Fleet
	Exhibit 6: Air North Fleet (Cont’d)
	Exhibit 7: Air Canada Passenger Network
	Exhibit 8: Westjet Passenger Network
	Exhibit 9A: Canadian North Passenger Network
	Exhibit 9B: Canadian North Cargo Network
	Exhibit 10: Air North Consolidated Financials
	Exhibit 11: Air North Revenues by Segment
	Exhibit 12: Commercial Development DATA
	Sales Data for Routes between Southern Canada and Whitehorse

	Exhibit 12 (cont’d)
	Air Canada Sales – Outbound from Whitehorse by Final Destination (2019) *

	Exhibit 12 (cont’d)
	Westjet Sales – Outbound from Whitehorse by Final Destination (2019) *


