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The organization that Gerald writes 
about is called Avaaz, named 
after the root that gives us the 
word “voice” in several European 
languages.

Over 44 million environmentalists 
around the world now belong to 
Avaaz, and they are pushing to 
make it the most powerful eco-
organization the world has ever 
seen, far beyond Greenpeace or 
World Wildlife Fund.

In my own circle, few farmers have 
heard of Avaaz. Even fewer were 
worried about it.

That’s about to change.

This is a group that has harnessed 
global energy to fight the world’s 
biggest environmental challenges.

They’re fighting climate change, 
which we can understand, and 
they’re fighting to keep our 
oceans healthy, which we can also 
understand.

But their third-highest priority is to 
kill glyphosate.

And they know how to do it, by 
mobilizing popular support with a 
Bernie Sanders sort of momentum, 
telling everyone who checks out 
their website that “Glyphosate kills 
‘everything’ except Monsanto’s 
genetically engineered crops, 
transforming our planet into 
ecological wastelands where 
nothing can live but one GM crop. 
It’s apocalyptic.” 

You know it’s wrong. I know it’s 
wrong. But the two million Avaaz 
members who lobbied Europe’s 
parliament this year to prevent 
the EU from giving glyphosate 
an automatic extension on its 
registration don’t know it. And, 
according to Pavel Poc, the vice-

chair of the EU’s environment 
committee, it was Avaaz that 
tipped the political balance against 
glyphosate.

With that success, Avaaz is getting 
bolder. If you can secure one 
victory with statements like “Our 
planet is one tremendously fragile, 
interdependent ecosystem, and 
Monsanto’s wasteland agriculture 
is taking a wrecking ball to it,” why 
would you give up?

But we must keep the balance in 
mind too. For this same issue of 
Country Guide, I spoke with the 
leaders of Nourish Marketing, and 
I encourage you to also read this 
story (The next step?, page 8).

For consumers, farmers are almost 
the only moral touchstone in a 
world where everyone seems 
directed only by their self-interest.

Farmers are wholesome, and what 
they do is wholesome, which is why 
McDonald’s and so many others 
are trying to save their corporate 
brands by using their ads to paint 
their links to the ranch and farm.

As you’ll see, Nourish president 
JoAnn McArthur believes this trust 
is one of the most valuable assets 
in today’s food industry. It creates 
opportunities, and despite Avaaz, 
these are opportunities that farmers 
can control.

Our challenge has got to be to 
show consumers that farmers are 
professional, and that wholesome 
can also be smart enough to make 
wise decisions about glyphosate.

Spend some time at avaaz.com, 
and then at nourish.marketing. 
Then let me know. Are we getting it 
right? Let me know at tom.button@

fbcpublishing.com.

Beyond our  
understanding

EDITOR’S NOTE

Before you put this issue down, read Gerald 
Pilger’s ‘The target is glyphosate’ on page 56, 
even if you think you don’t have time
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Somebody should 
speak up.

AgMoreThanEver.ca

Be somebody who does something.
Be an agvocate.

Somebody should set the record straight. 
Somebody should do something. 

Well I’m somebody. 
You’re somebody. 
Everyone in ag is somebody.

So be somebody who does something.

Somebody who speaks from a place of experience,  
with passion and conviction.

Somebody who proudly takes part in food 
conversations big or small, so our voice is heard.

Somebody who tells our story, before someone  
else does. 

Somebody who builds consumer trust so our 
industry can meet the demands of a growing,  
and very hungry, world. 

Somebody who shapes people’s relationship  
with agriculture.

It can be done. 

But it’s a big job that takes co-operation, patience  
and respect for every voice in the conversation.  
We need to build lines of communication, not draw 
lines in the sand.

Be somebody who helps everybody see Canadian 
agriculture as the vital, modern industry it is.  
Somebody who helps everybody see people  
in ag for what they are – neighbours, friends  
and family who share the same concern everyone 
does: providing safe, healthy food to the  
people we love. 

Our point of view is important.  
Our story is important. 
And people want to hear what we have to say. 
So be somebody who takes, and makes, every 
opportunity to share it.

I’m somebody. 
You’re somebody.

Together, we can tell everybody.

37962 E AMTE Be Somebody 8.125x10.75.indd   1 2016-08-05   8:02 AM



M
issouri may call itself the “Show Me” 
state, but in my experience, farmers 
demonstrate more of that “prove it to 
me” trait more than any other group — 

and for good reason. Over the decades they’ve heard 
machinery manufacturers make a lot of claims about 
the capabilities of their machines. Most of the claims 
turn out to be true most of the time, although some not 
so much, which is why nothing seems to impress farm-
ers more than seeing the equipment makers take their 
equipment into the field to prove itself.

That fact hasn’t escaped the notice of German equip-
ment manufacturer Lemken. This company has made 
a habit of taking its machines into fields and inviting 
farmers and the farm media to come and see them in 
action. In June, the brand held a joint field day in Hun-
gary with Krone, a Germany-based forage equipment 
manufacturer.

“Our definition of convincing farmers is showing 
machines in the field,” said Ralf Bornemann, export 
manager for Lemken. “That’s the most important thing. 
You can see how machines perform in the field. That’s 
what we want to show worldwide.”

The brand introduced new planting and tillage imple-
ments at last November’s Agritechnica machinery show 
in Germany, and the Hungarian event was the first time 
machinery editors had a chance to see them at work.

Lemken first introduced its Heliodor compact disc 
harrow in 2005, and this year it was given what the 
company describes as a major update. Disc size on the 
Heliodor 9 grows by 4.5 centimetres to 51 centimetres 
(20 inches). That allows it to work two centimetres 
deeper than the previous version. It’s now capable of 
digging down to 14 centimetres (5.5 inches). Hydraulic 
working depth adjustment is available as a new option, 
allowing operators to make changes right from the 

German company puts its focus on building a 
wider range of machinery for Canadian farms

machinery
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Lemken gets strategic

By Scott Garvey  /  CG MAChINERY EDITOR

Lemken’s new 

Azurit 9 planter 

is being 

introduced in 

Europe this year. 

The brand 

expects to offer 

a 16 row version 

in Canada in  

the future.

Left: The Karat 12 

uses a quick-

change shovel 

system.

Right: The Azurit 

places seeds 

 in a “delta” 

configuration in 

twin rows 5.5 

inches apart.
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tractor cab. Discs running in the 
tractor’s wheel tracks can be indi-
vidually adjusted to compensate 
and leave an even field surface.

The Gigant carrier system now 
allows four, four-metre Heliodor 
sections to be connected together 
to create a maximum overall work-
ing width of 16 metres (52.5 feet), 
making it one of the widest discs on 
the market. But the company also 
has another, heavier compact disc to 
offer Canadian farmers as well.

“Our business model in Canada 
is based mainly on the compact 
disc,” explained Bornemann. “For 
the corn areas, where you have a lot 
trash, we have the Rubin 12.”

The Rubin 12 is capable of 
working “as deep as a cultivator,” 
the company says. It was originally 
introduced in 2014, and it, too, has 
now been stretched to offer a wider 
seven-metre (23-foot) working 
width to suit Canadian needs. 

Designed to work at higher 
field speeds, the symmetrical disc 
arrangement eliminates any lateral 
draft when working, making it an 
easier pull and minimizing fuel con-
sumption. The Rubin 12 discs run at 
a 20-degree angle to the soil and 16 
degrees to the direction of travel.

For growers who want just one 
implement to meet “strategic” till-
age objectives, the company thinks 
the Karat 12 is the answer. It is 
capable of both shallow and very 
deep work, down to 30 centimetres 
(eight inches).

This tool combines a shank-
style cultivator design with discs 

and packing wheels  that can 
dig into stubble and bury large 
amounts of organic residue with-
out plugging, due to its 80-cen-
timetre (24-inch) under-frame 
clearance. It can be used to break 
up compaction layers or for shal-
low seedbed preparation work for 
producers, such as organic growers, 
who use intensive tillage.

The Karat 12 also gets hydrau-
lic depth adjustment for on-the-go 
changes. The ContourTrack option 
can automatically maintain consis-
tent working depths in uneven ter-
rain and assist in limiting wheel slip 
during hard pulling by transferring 
weight to the tractor drawbar.

Now the company has also 
announced it will eventually have 
a planter designed for Canadian 

conditions. The Azurit DeltaRow 
planter places seed in a staggered 
pattern in dual rows spaced 12.5 
centimetres (5.5 inches) apart. The 
idea is that the spacing gives each 
plant the maximum ground sur-
face area to absorb nutrients and 
moisture. That, claims the com-
pany, should help push yields 
higher.

“Azurit is our new precision 
planter range,” said Bornemann. “It 
will start next year. For the first step 
we have the European version, that 
means up to 12 rows. If we want 
to have the right machine for Can-
ada, for the Prairies for example, 
we need bigger dimensions. We’re 
talking about 16 rows. But that will 
be step number two, and we want to 
do it step by step.”  CG

    Talk with us today.

www.agleader.com

MAPS ON THE GO

Tablet-like Touchscreen Innovative Dual Map View Row by Row Mapping On-The-Go Data Management

See it all at 
AgLeader.com/InCommand Kearney Planters

Thamesville, ON
519-678-3206

Maple Lane Farm Service Inc.
Mount Forest, ON
519-323-4289

Ag Tech GIS Sales & Leasing, Inc. 
(SMS Dealer) 
Embro, ON 

519-475-6878

Maps are automatically generated within AgFiniti® for seamless viewing on any device– no desktop 
mapping software required. 

Download the Free 
AgFiniti Mobile App

Lemken upped 

the maximum 

working width  

of the Heliodor 9 

to 52.5 feet  in 

order to better 

meet Canadian 

farmers’ 

demands. 



A
mong my questions was the natural one 
for a skeptic to ask. “How are you going to 
convince farmers to take on an agency and 
pay all those fees?”

Seated across from me in a Guelph restaurant called 
Borealis — a thriving, trendy, happening sort of place 
that describes itself as “obsessively local” — agency 
execs JoAnn McArthur and Len Kahn didn’t pause.

“We aren’t,” said Kahn.

“Farmers will decide for themselves when the time 
is right,” Kahn said. “It’s like knowing it’s time to get an 
accountant.”

“It will come from their own business goals… they 
won’t need anyone to tell them.”

McArthur and Kahn are betting that a growing 
number of farmers will begin deciding an agency is 
exactly what they need, and that it will become a power-
ful new dynamic in Canadian agriculture.

It’s a prospect that McArthur wants to be at the cen-
tre of. Canada’s huge grocery sector, she says, is primed 
and set for farmers to play a bigger role than ever.

This begins, though, as one of those convergence 
stories. McArthur and Kahn had gone to the same high 
school in Oshawa. Later, they both built careers in mar-
keting and communications, but on opposite sides of 
the coin.

Kahn stuck with agriculture, building a Guelph-
based agency called Kahntact and working on many of 
Canada’s biggest accounts, selling seed, crop chemicals, 
machinery and more. 

But Kahn was also seeing the old boundaries start to 
become too limiting. If farmers stick on the farm side of 
the farm-food continuum, they’ll miss too many oppor-
tunities. “There’s a nexus between food and ag,” Kahn 
says. “It’s only going to get bigger.” 

McArthur, meanwhile, focused on the consumer 
side of the food and beverage industry. She rose quickly, 
becoming a brand manager at Procter & Gamble, a 
marketing manager at Unilever and then president of 
Molson Sports & Entertainment, reporting directly to 
the president of Molson Canada.

She left, she says, because she wanted to build the kind 
of agency that she had wanted to hire, explaining that in 
order to sell beer, you have to score big with young men 
who no longer watch much network television.

“We would get the agencies together every year and 
we would keep saying, ‘No television,’” McArthur says. 
“And the agencies would keep coming back recom-
mending huge advertising spends on television.”

The world was changing, and marketing wasn’t 
keeping pace, McArthur says.

And not only in beer. The food market is in the 
midst of a revolution too.

So today, McArthur is Toronto-based president of 
Nourish Marketing, Canada’s only marketing and com-

The next 
big step?

As your opportunities get bigger, 
suddenly it may make sense to 
hire a marketing agency

BUSINESS

By Tom BuTTon  /  CG Editor
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munications agency devoted strictly to food, 
complete with test kitchens, food stylists, 
experts in every area of food wholesaling 
and retailing, and a storied chalk board 
where cutting-edge brand concepts get 
fleshed out.

But it starts with understanding the key 
driver in today’s food market, she says. Con-
sumers want to trust their food.

“Our parents used to trust big food,” says 
McArthur. “Big used to equal trust.”

Now, she says, “Big is no longer beauti-
ful. Millennial consumers no longer trust 
big food.”

The Tidal wave
Kahn and McArther met when they were 
both pitching to do work for Agri-Food 
Management in Guelph, and soon saw the 
opportunity that led Kahn to become a 
partner in Nourish.

McArthur points out that because of the 
huge shifts in consumer attitudes, there’s 
blood on the floor at the mainline food 
companies. In the U.S., she says, the biggest 
25 have lost $18 billion in a death-by-a-
thousand-cuts spiral.

To stop that bleeding, companies like 
McDonald’s are linking their brands to the 
farmers who produce their food, such as in 
the fast-food maker’s Olympics ads, which 
focused not on the taste or the price of their 
hamburgers, but on the wholesomeness of 
the ranchers who raise their beef.

The point, says McArthur, is that 
McDonald’s saw it needed to create a new, 
farm-based story to embed the idea that it 
shares the values of its customers.

Now, say McArthur and Kahn, imagine 
that you didn’t have to try to link yourself 
to the farm. Imagine you ARE the farmer. 
The opportunities, they say, are essentially 
endless. 

“It’s all about story,” says McArthur. 
“When you meet someone, you want to 
know their story. Now we want to know the 
story of our food too.”

As an agency, their role is to help figure 
out and communicate that story.

In food, however, getting that story 
across to consumers isn’t such an easy thing. 
Food is sold differently than anything else, 

7th Annual CFGA Conference
N o v e m b e r  1 5 - 1 7 , 2 0 1 6
Fa i r m o n t  W i n n i p e g, W i n n i p e g, M a n i t o b a

For all details go to  

www.canadianfga.ca

Contact: by e-mail to  

conference@canadianfga.ca
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Producing environmental and economic  
opportunities on Canada’s grasslands

Canadian forage and grassland  
managers provide significant  
environmental and economic benefit  
for Canadians coast to coast.  

v Applying leading edge science to advanced 
production practices

v Growing a sector that sustains ecosystems  
and conserves biodiversity

v Providing ecological goods and services that 
benefit all Canadians 

v Enhancing prosperity for farmers and their 
communities

The 2016 CFGA conference will highlight 
how the Canadian forage sector is  
supporting sustainable growth and 
development throughout the Canadian 
agriculture industry.

Topics for discussion include:

v Economics of forage production

v Environmental benefits  of grass on the landscape

v Export industry development

v The role of cover crops in annual production systems

v Soil nutrient management and conservation

Register Now!
Early registration deadline: 

September 30, 2016

Big is no longer 
beautiful,” says 

McArthur. “Millennial 
consumers no longer 
trust big food.”Continued on page 10



McArthur says. Packaging is crucial, but designs 
must not only meet regulations and standards, 
they must work with the way that grocers work 
too. They need what McArthur calls “shopabil-
ity and stockability.”

Besides, stores are already jammed. They 
already have a low-price, a store-brand and 
a premium brand for every product on their 
shelves, all shouting their own messages.

And on top of all that come the stocking 
fees that suppliers pay to get preferential shelf 
placement, and the labyrinthine relationships of 
suppliers, brokers and retailers.

It takes work and expertise to figure it all 
out. But there’s a rainbow that can make all that 
work worthwhile, says McArthur. “Everybody 
is looking for something new. Loblaws, Whole 
Foods, the independents… they’re all looking 
for the next big thing.”

Are you reAdy?
Kahn tends to be cautious. “If you have a prod-
uct and you’re selling all you can make of it 
from your farm retail location, you don’t need 
us,” he says.

“You need us if you’re laying awake, saying 
to yourself, ‘This is such a great idea. There’s got 
to be more we could do with it.’”

“It has to be innovative,” agrees McArthur. 
“I don’t care if people tell you that your cookies 
are best, the world doesn’t need another choco-
late chip cookie. There isn’t room for it… we do 
crush some dreams.”

But “innovative” is possible. Eversprings 
Farm near London, Ont. is a Nourish client, 
producing sprouted grain and seed products for 
a wide variety of food markets.

But innovative does mean that the product 
can be differentiated from other brands, and 
that it can carry a story.

And, McArthur emphasizes, “You should be 
able to come to me and say that you see a gap in 
the market.”

The product may still be in development 
at that stage. Nourish would then do a market 
assessment, followed by initial branding and 
naming work, and working up a road map for 
the best way to go to market, which might for 
instance involve starting up with a low-cost 
online, e-commerce approach, or test market-
ing on an exclusive basis with specially selected 
retailers.

At every step, you can expect a rigorous 
focus on the product’s differentiation “It needs 
to be expressed across all touchpoints,” McAr-
thur says. 

PlAnning for business
With Canada’s rapidly evolving food market, 
McArthur and Kahn see big opportunity for 
farmers to find such gaps.

Doing some quick mental arithmetic, the 
conservative Kahn says he sees the number of 
significant value-adding Canadian farms climb-
ing to 5,000.

It’s a good thing, he adds, that these farms 
are inherently business minded. “We do better 
work when there’s already a business plan in 
place,” he says. “You should have the sort of plan 
you could take to the bank.”

Keep in mind, though, the plan has to be 
reality-checked. At Nourish, that could mean 
calling in brokers or distributors. “Nobody out-
side the food sector really understands how 
grocers work,” McArthur says.

“There are more opportunities now than 
there have ever been,” she adds. “Consumers 
want local, they want authentic, they want craft.

“The market has changed. Figure out your 
story… the time has never been better.”  CG

BUSINESS
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Finding the  
right agency
So you think maybe it’s time 
to get some marketing help. 
What criteria should you use 
to choose your agency?

Here are tips from Nourish’s 
JoAnn McArthur and Len Kahn:

1. Does the agency have deep 
knowledge in your product 
area? This typically means 
it will bring in people with 
extensive food experience.

2. Review the agency’s 
other campaigns, especially 
in your sector.

3. Specifically ask the agency how 
it will help you define success, 
and how it will measure and 
report on that success. Says 
McArthur, “It’s all about metrics.”

4. Will the agency give you the cell 
phone numbers of its principals? 
McArthur says agencies are 
notorious for a kind of bait and 
switch. “They bring in the big 
hitters to get your business, but 
once you’re signed up, they walk 
away,” she says. “Know who is 
going to do the actual work.”

5. Be sure you can build a good 
personal relationship with 
the agency, says Kahn. “It’s 
a people business,” he says. 
“Find an excuse to spend some 
time together. Play a round of 
golf. Is the chemistry good?”

We do better work 
when there’s 

already a business plan 
in place,” says Kahn
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W e’ve all heard the phrase 
“young farmers are the 
future of agriculture.” 

According to Stats Canada the 
average age of the Canadian 
farmer is 54, and rising.”  But is 
this actually the average age of 
the farm business owner? In our 
observation, many of our family 
farms have 2 to 3 generations 
working on the farm.  If all 
those working on the farm were 
included, this could bring the 
average age of farmers much 
lower. Maybe young farmers are 
not just the future of agriculture, 
but are in fact the farmers of today. 

The CFFO organized our 2016 
free barbeques for farmers 
under 40 to celebrate the work 
of today’s farmers. We want to 
recognize young farmers, show our 
appreciation and let them know 
that we admire their hard work 
on the farm. This is the second 
year we have travelled across the 
province inviting every young 
farmer in the area to come for an 
evening of fun and fellowship. 

At the same time we show our 
appreciation for what they do for 
a living.  A speaker from FCC at 
each event talks about “Getting 
in on the Food Conversation” and 
how important it is to speak up for 
agriculture and be “AgProud.”  

Each event is held at one of 
our members’ farms. Our fi rst 
event was hosted on July 14 in the 
Chatham-Kent- Essex district at 

Appreciating Young Farmers

the home of the CFFO’s President 
Clarence Nywening. The second 
barbeque was held at the home of 
Roger and Julie Wikkerink on July 
25 in Oxford. The third event was 
at Rounds Ranch, home of Ken 
and Geraldine Rounds, on July 27 
in Simcoe County. All three events 
were a huge success.

We entertained the kids with 
carnival games, face painters, 
bouncy castles, a photo booth and 
a cotton candy machine. We also 
had amazing door prizes that 
were donated by our sponsors, 
including one-hundred dollar gift 
cards, T-shirts, camping chairs, 
picnic backpacks and more. At 
each location we had a food bin 
where farmers were able to donate 
non-perishable goods to the local 
food bank. 

The CFFO acknowledges that 
younger farmers have their own 
issues and concerns. This event 
was another way for them to voice 
their opinions and connect with 
staff on issues such as lack of local 
processing, onerous regulations, 
or the challenges of starting a new 
farm business.

We want to thank our sponsors 
FCC, Beef Farmers of Ontario, 
Alpine, FBC, Jaylor, Grand Valley 
Fortifi ers, Grain Farmers of Ontario 
and Meester Insurance on their 
amazing support. Without them we 
wouldn’t have been able to give back 
to the young farmers in these three 
districts. Overall these were amazing 
events of fellowship, great food and 
entertainment. We look forward 
to planning similar events for 2017 
celebrating farmers of today. 



You grew it… 
make them pay
So you think you do a passable job of 
marketing. Not great, but not bad. 
These six steps let you shoot for more

BUSINESS
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C
ommodity marketing can be like dancing a two-step with 
work boots on. Your timing is often off, you’re dragging 
your feet, and you trip way too often. 

With volatility making our commodity markets more 
erratic, and with more information spewing out of our smartphones 
night and day, marketing is getting ever more complicated.

Dancing with tighter margins also means a small misstep can 
cause a lot of pain.

So now that the super cycle of sky-high grain and oilseed markets 
has faded into memory, it’s time to take your marketing up a notch, 
employ all the tools, become more disciplined, and make the most of 
any opportunities that come your way. 

Improvement is possible. In fact, it can even be realistic. In the 
following pages, we bring you advice from three top commercial 
marketers, with their six key strategies for superior results.

No one is sugar-coating the job. Based in Winnipeg, Agri-Trend 
marketing coach Lawrence Klusa captures the crux of today’s mar-
keting challenge in a single sentence. “To be successful over the long-
term, farmers need to be successful both when market prices are 
higher and when market prices are low,” Klusa says

Then there’s this extra complication. “What works one year 
might be totally wrong the next,” says Frank Backx, marketing man-
ager at Hensall District Co-operative north of London, Ont. “Grain 
and oilseed markets are continually changing, and every year pro-
vides different challenges.”

And, adds David Derwin, portfolio manager with PI Finan-
cials in Winnipeg, who worked on the floor of the Winnipeg Stock 
Exchange for years.“The next few years, managing risk is going to be 
more challenging.”   

Following are six strategies that will help you take your commod-
ity marketing from good to great, say Klusa, Derwin and Backx.

Get ready to dance.

By Maggie Van CaMp  /  CG SENIOR EDITOR

1. Know your 
farm’s financials

A few years ago it was easy to be 
lullabied by the dreamy returns 

for delivering off the combine, without 
any storage costs, without even think-
ing about cost of production — just 
show up, dump, and wait for that lovely 
transfer to hit the bank. 

But with current markets, knowing 
your farm’s financials is an imperative 
first step to marketing. And it should 
be done long before seed is in the 
ground.

Although many more farmers have 
learned to link input costs to market 
prices, some farmers have gotten stuck 
in the watch-and-hold mode, wait-
ing for grain and oilseed prices to go 
higher without taking advantage of 
opportunities along the way to capture 
returns over their production costs.

Backx gets right to the point. “The 
main difference between average and 
excellent marketers,” he says, “is know-
ing cost of production, and being will-
ing to sell at levels that turn a profit.”

Knowing your financials for each 
crop makes it easy to accept sell deci-
sions and move on. Once an order is 
filled, great marketers ask themselves 
where’s the next sale, instead of dwell-
ing on what’s done. They know they 
made a profit above their costs. “After 
pulling the plug, strong marketers don’t 
look back to see if it was the right deci-
sion,” says Backx.

Many provincial  agr icultural 
ministries have cost-of-production 
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2. Take a team 
approach

A solid marketing team will give the 
farm multiple eyes and ears. It will 

also keep decision-makers accountable to 
others, and it offers a built-in sounding 
board for ideas.

Top marketers meet with their market-
ing teams and review plans often, at least 
weekly. Together they look at the plan, 
update price charts and basis charts, and 
make sure offers are called in. 

By talking about marketing out loud, a 
team approach helps ensure all avenues are 
explored, although this doesn’t mean that 
everyone has to agree all the time.

Still, if the decision gets talked about by 
the team, it helps stop the blame game if a 
sale happens to go south. At least everyone 
knows what the alternatives were, and why 
the decision got made.

Plus, having to report to a team helps 
ensure that the farm’s marketing plan 
actually gets implemented.

Team membership can vary with the 
farm, including farming partners, manag-
ers, children and couples, but everyone 
has to be knowledgable about markets and 
understand not only the tools available but 
also the farm’s objectives.

A similar option is to pay for mar-
ket advisory services. More farmers 
are concluding they can’t do it all, and 
they’re looking for help in areas where 
they may not have all the expertise they 
believe the farm needs. “As farms get big-
ger, and as operations become more com-
plex, I expect more and more bushels will 
be managed by marketing experts or 
coaches,” says Klusa.

For example, one of Klusa’s clients last 
fall had low-grade chickpeas over a year old. 
The farmer was frustrated with trying to 
market them and was going to feed them in 
his livestock operation replacing a $4-per-
bushel feed grain. Klusa kept pushing the 
crop into commercial channels, where they 
eventually sold for over $13 per bushel, net-
ting the farmer just under $100,000. And 
that was just one minor crop on this pro-
ducer’s farm over a short time period.

Some simply don’t have the time to 
fully understand certain aspects of their 
operation (in this case marketing) and hire 
experts to help them. Or maybe it’s just 
because of the large dollar amounts and 
risk involved with marketing decisions. 
Another educated voice to offer alternatives 
and help make decisions can be invaluable, 
considering the complexity of understand-
ing various marketing strategies. 

Besides, it takes a huge amount of time 
to stay on top of all the market informa-
tion. Part of an adviser’s job is to filter 
through information and source out new 
ideas. Moving from understanding the 
local markets to monitoring and evaluating 
outside influences can improve marketing 
but often that takes some outside help.  

“There’s no lack of information or 
opinions out there,” says Klusa. “Putting it 
all together to make good decisions is what 
takes some time and skill.”

Plus, all that information can create an 
additional danger if you don’t have a system 
in place to review the markets and make 
decisions. It can be easy to become over-
whelmed, says Backx. It can be easy to get 
confused by listening to too many experts 
too, and often the result is procrastination.

spreadsheets on their websites. On Mani-
toba’s, for instance, you get a fill-in Excel 
spreadsheet to track your marketing plan 
and harvest results, with cells to input 
your operating and fixed costs for cost 
of production. There are even webcasts 
explaining logistics, how to use options, 
and the details of futures trading. 

At some point during the crop year, 
most crops, most years, will offer a price 
that allows you to make a profit with that 
crop, says Klusa. Enterprise analysis helps 
identify which crops to grow to maximize 
returns, and the analysis will also give you 
a sense of what price is required to sell that 
crop at a profit. “Knowing which crops are 
profitable and what is a profitable price 
are keys to a successful marketing plan.”

A sometimes-neglected part of a suc-
cessful marketing strategy is linking it to 
a farm’s overall financial numbers, includ-
ing cash flow, debt repayment, expense 
payments, and operating line exposure in 
order facilitate both margin marketing of 
hedging of inputs and as well as outputs.

It’s a process of understanding your 
farm’s net exposure. Usually good market-
ing advisers will embed in their services a 
spreadsheet to help track things like acres, 
yields, expenses, debt servicing and pro-
duction to be marketed for their clients.

On livestock operations, hedging both 
inputs and outputs is becoming more 
common, especially by pre-booking both 
feed grain prices and sales prices to guar-
antee a margin. Most are using only cash 
sales and cash purchase, not options. 
However, other businesses, like the cor-
porations handling your grain and selling 
you inputs, use futures to mitigate market 
risk on both sides of their budgets. “Don’t 
you want to level the playing field as much 
as you can? “ asks Derwin.

Derwin also suggests benchmarking 
your selling results against yourself over 
multiple years, as a percentage, rather than 
in terms of dollars per bushel. Year-over-
year will give you a clearer idea of how to 
improve your marketing strategy, regard-
less of market prices.

There’s no lack of information out there,” 
says Klusa. “Putting it all together to 

make good decisions is what takes some time 
and skill.”

Continued on page 14



A lthough you don’t need to 
be an expert and continu-

ally track markets, it’s important to 
become aware of the systems and 
tools that are available and to be 
able to ask questions to build a solid 
marketing strategy. “Do your home-
work, so you can ask the right ques-
tions,” suggests Derwin.

It’s a leap to go from know-
ing that something exists to actu-
ally using it. However, it doesn’t 
take a huge financial commit-
ment to open a trading account. 
For a 3,000- to 5,000-acre farms a 
$25,000 deposit would generally be 
enough to start a trading account, 
he explains, although the fees per 
trade or annually depend on the 
individual company.

“Every year it’s important to 
try to capture value but using mar-
keting tools is more important in 
break-even years. That’s when they 
can make the difference between 
having a so-so year to having a 
disaster,” Derwin says.

”Don’t spend time guessing 
what’s going to happen to the mar-
kets. Instead spend time learning 
ways to manage your farm’s risk,” 
he says.

All three of our advisers agree 
that today’s Canadian farmers are 
more disciplined and have a better 
idea of target pricing and minimum 
price contracts. Excellent marketers 

also have a greater understanding of 
how to hedge, sell direct, and pre-
book contracts to counter the vola-
tility of the markets. The farms that 
get more aggressive at pre-booking 
also use crop insurance and options 
to offset their more aggressive for-
ward sales. 

Using put options to price pro-
tect without having to commit to 
delivery is another marketing tool. 
Calls are used as a cash replace-
ment or to create a minimum price 
contract when shared with direct 
delivery contracts where situations 
warrant. Buying put options con-
nected to your cost of production is 
like buying insurance on the price 
falling to the point of your farm 
having to absorb negative margins, 
says Derwin.

Derwin says that strong mar-
keters not only look for profitable 
selling opportunities but also con-
sistently protect the downside. “Can 
they go lower? Of course they can,” 
says Derwin. “The question is what 
are you going to do about it?” 

Beyond cash sales, there are 
three major ways to take advantage 
of higher pre-harvest prices: for-
ward contracts, futures contracts 
and options. According to a study 
by University of Guelph econo-
mist Richard Vyn, strategies using 
futures or options tend to do better 
than those with forward contracts 

because the price of an entire sea-
son’s production can be hedged.

Yet only five to 10 per cent of 
Canadian farmers use futures and 
options, compared to a third of U.S. 
farmers. 

Several factors have contributed 
to this disparity, says Derwin. The 
futures industry developed in the 
U.S. and that’s where the big com-
modity exchanges and brokerage 
firms are located. So the concept has 
been known there longer and there’s 
been more education around trad-
ing futures and options. 

Also, Canada has a much greater 
on-farm storage capacity, so the pres-
sure to sell crop off the combine is 
lower. Furthermore, the former long-
standing Canadian Wheat Board 
monopoly on western grain market-
ing may have changed the dynamics 
and attitude for generations. Under 
the system, grain deliveries were set 
and staggered, so the other crops 
(such as canola) were often consid-
ered harvest cash commodities.

Or, the difference in our uptake 
of options may simply be due to 
societal differences, with Canadi-
ans traditionally being a little more 
conservative and shy to try new 
things while Americans are gener-
ally considered more proactive and 
aggressive. 

However, today Canada’s farmers 
have a very different mindset about 
commodity marketing, particularly 
the younger generation. The ability 
to market is now considered acces-
sible to everyone, anytime, anywhere. 
“It’s often the younger generation 
who I deal with on the week-to-week 
transactions. They’re the ones who 
are managing risk,” says Derwin.

BUSINESS
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3. Learn to use more tools

Don’t spend time guessing what’s 
going to happen to the markets," 

Derwin says. “Spend time learning ways 
to manage your farm’s risk.”



These websites  
can help you improve  
your marketing:
www.cmegroup.com

The Chicago Mercantile Exchange is where most of the 
options and futures are traded so you can find pricings for 
your options. The charts show the base global prices for 
corn, soybeans and livestock. This is the source for getting 
a good sense of what’s happening on the market daily.

www.barchart.com

Good online source for all sorts of charts. From 
what has happened to prices in the last two weeks 
to what price levels have done historically.

www.purdue.edu/agbarometer

On the first Tuesday of each month, Purdue’s Ag Economy 
Barometer provides a sense of the agricultural economy’s 
health with an index value. The index is based on a survey of 
400 farmers on economic sentiment each month. Quarterly, 
the index will be accompanied by an in-depth survey of 
100 agriculture and agribusiness thought leaders.

www.gov.mb.ca/agriculture/business-and-

economics/marketing-management/

If you are looking to get back to the basics, try Manitoba 
Agriculture’s marketing management website. Their webcasts 
explain how to use marketing tools including options and 
futures. By clicking on MarketPlan, you get a fill-in Excel 
spreadsheet to track marketing plan, production, and cells to 
include your operating and fixed costs for cost of production.

www.pdqinfo.ca 

This site reports cash and basis prices across the Prairies  
in an effort to make market bids more transparent to farmers.  
(See more on the following page under “5. Watch the charts.”)

www.hdc.on.ca/grain-marketing.html

Hensall District Co-op’s website has cash and 
futures prices and general market news.

4. Yes, you need a 
marketing plan

I t’s one thing to know how to do something and it’s another to 
actually do it. But if you have a predetermined written strategy 

using those tools, it’s like starting off on a higher rung of the 
management ladder.

Not having a written marketing plan is one of the major mis-
takes farmers make, believes Backx. “That’s why it’s imperative that 
producers have a written marketing plan, with pre-determined 
objectives, and why they choose the target prices to sell at,” he says.

With the increased volatility in the grain markets, making a 
series of 10 to 15 per cent (or five to 20 per cent) sales will work 
better than trying to hit the highs. Consistently stronger market-
ers often use the simple approach of incrementally selling with a 
combination of cash sales and forward booking.

A common mistake Backx sees over and over again is not 
forward contracting anything when prices are profitable, add-
ing “One of the most common mistakes is trying to hit the 
home run, instead of singles.”  

As the understanding and comfort builds, the strategies get 
more aggressive and complex. They tend to forward sell more of 
their crop than they had prior to using our marketing services, 
says Klusa. The impact of a good or bad impulsive decision multi-
plies as farm size gets bigger.

A 6,000-acre farm sells about 250,000 bushels of grain, oil-
seeds and pulses, says Klusa. Changing the average price by only 
50 cents a bushel changes revenues by over $100,000. 

The plan for each farm is unique and somewhat flexible 
depending on crop mix, grain marketing understanding and risk 
tolerance and looking for market opportunities and trends.

To have a successful grain marketing strategy, farmers need to 
have a good sense of market fundamentals or have access to some-
one with an in-depth understanding of the markets, says Klusa. 

Better grain marketers make better decisions because they 
have the tools and expertise to know their farm operations, they 
know their farm financials, understand the grain markets and 
understand market timing.

And they get better over time. “As farmers become more com-
fortable with the information and expertise, they usually become 
more aggressive in their marketing strategies and tend to forward 
sell more of their crop,” says Klusa. “This often involves using new 
or more complex strategies than they used in the past but, not 
necessarily.”
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Although it’s impossible to predict what 
the markets are going to do, it’s quite 

possible to be aware of good selling oppor-
tunities, if you stay on top of the situation. 
Excellent marketers make marketing a year-
round project, reviewing their position at 
least weekly. Some advisers suggest making 
decisions early in morning, before the mar-
ket opens. 

The reality is that no one knows where 
the top will be, or the bottom. However, 
strong marketers like to know general price 
direction, and good market analysts will be 
able to tell you what market factors to watch 
and how these market factors will influence 
crop price direction. They look for trends. 
Charts can help identify which commodi-
ties have the best upside potential, which 
are likely to remain flat, and which crop 
prices are likely to decline going forward, 
says Klusa.

A good online source for all sorts of 
charts is www.barchart.com. It includes 
stock market and commodity markets and 
from what has happened to prices in the 
last two weeks to what price levels have 
done historically.

Even if you do not trade futures or 
options, do watch charts so you know where 
and when to place orders to get cash grain 
sold or new crop contracted ahead. “Selling 
in the top one-third of a crop’s marketable 
price range is another key aspect to a suc-
cessful marketing strategy especially when 
markets are declining,” says Klusa.

The Chicago Mercantile Exchange is 
where most of the options and futures are 
traded so on their website (www.cmegroup.

com) you can find prices for options. The 
charts show the base global prices for corn, 
soybeans and livestock. This is the source for 
getting a good sense of what’s happening in 
the market daily.

Understand that timing is often more 
important than price. “Market timing is a 
very important aspect of any market strat-
egy, especially in times of falling commodity 
prices,” says Klusa. 

However, identifying specific market 
timing opportunities is complicated and 
time-consuming and can cause information 
overload. Derwin suggests excellent market-
ing strategies focus on trends of the agri-

cultural economy. They follow commodity 
trends over many years, and look for trends 
of stock prices of agricultural businesses. 
Some of the charts will show some over-
arching trends that can be extrapolated into 
future grain markets. 

Risks and timing are automatically incor-
porated into the cost of buying call and put 
options. The more volatile the market and 
the further out you book, the higher the 
cost. Deciding how much that “insurance” 
premium is worth depends on your farm’s 
risk tolerance.

Often strong marketers follow and chart 
local basis levels. The website, www.pdqinfo.

ca, gives cash and basis levels from nine dif-
ferent Prairie regions. This information levels 
the playing field between elevator bids and 
allows for some transparency in the market, 
including between the large grain companies. 
In Ontario the basis is not as easily tracked 
and is highly impacted by U.S. sales.

In Ontario, basis is more difficult to fol-
low. Basis is fluctuating more than ever, 
primarily due to Canadian currency swings, 
says Backx. “There is a very strong nega-
tive correlation between Chicago and basis 
in Ontario. It seems when commodities 
rise, grains participate,” he says. “Stronger 
commodities (such as crude oil and met-
als) causes a stronger CAD, and basis gets 
lowered.”

This is why Backx strongly recommends 
flat-price sales only. He says if you do only 
futures or basis first, and you do the wrong 
side first, you can get a double whammy very 
easily. He prefers incremental, flat-price sales 
on a scale-up basis as the best marketing 
plan. “Often there’s money left on the table 
(such as in soybeans this year), but as the 
old saying goes, you never go broke taking a 
profit,” he says.

Beyond the charts, farmers need a strong 
baseline of matching the farm’s cash-flow 
needs with some sense about when is the 
best time to make crop sales to maximize 
returns. Strong farm marketers know which 
crops to sell first and which crops to hold, 
choose the right pricing vehicle at different 
time periods during the crop year and know 
when to be aggressive and when to be defen-
sive in setting prices, applying new cropping 
ideas and making large capital purchases.
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6. Analyze your 
farm’s potential 

When harvest is over and done, 
excellent marketers take the 

time to look at their farm’s overall 
strategy, connect with buyers and con-
sider new opportunities.

They also review the year and look 
for crops they could potentially grow 
and learn how to grow to maximize 
returns, says Klusa. With that profit 
mindset, they consider crop rotations 
and inputs requirements to continue to 
be successful in the years ahead. 

Top marketers are always on the 
lookout for new opportunities and 
synergies. Read, ask, think, listen and 
look around. Is there a backhaul or 
a new processor in the area? Did the 
specialty crop your neighbour grew 
last year turn out well? Maybe there’s 
a chance to go together with another 
farmer and deliver a full load directly 
to a processor? 

Take some time to do a new SWOT 
analysis focused on farm’s marketing. 
Have a good hard look at your farm’s 
strengths and opportunities, weaknesses 
and threats.

Then, together with your market-
ing team, start writing a new marketing 
plan for next year.

Let the dance begin again.  CG

5. Watch the charts
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After a 
sale, good 

marketers don’t 
look back to see 
if it was the right 
decision,” says 
Backx. Instead, 
they know they 
sold at a profit, and 
they turn their 
attention to finding 
the next profitable 
opportunity
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Fall forage management

As fall approaches and forage stands 
approach near dormancy stage, it’s 
tempting to think what’s going on in those 
stands can be dismissed until springtime. 
However, if your goal is to maintain 
productive long-term capacity in your 
forage stands, experts say there are some 
important factors to keep in mind for fall 
management.

Ensure good fertility
The � rst is ensuring good fertility, 
particularly with potassium going into the 
fall as it helps prepare the forage stand for 
winter. Yousef Papadopoulos, a research 
scientist with AAFC specializing in forage, 
explains this is because as the seasons 
shift from summer to fall and then into 
winter, perennial species like forage and 
legumes need to become dormant.

“Potassium triggers a slowdown of growth 
and changes components in the soil to 
facilitate winter survival,” he says. “It is 
important, especially with legumes, to 
avoid winter kill.”

While fall potassium is particularly 
important, Papadopoulos stresses that 
good fertilization is critical throughout 
the year. To ensure you maintain the 
proper levels of all nutrients year round, he 
recommends doing repeated soil tests and 
putting manure or fertilizer on if needed.

Avoid grazing
The second is not grazing, or harvesting, 
during the critical rest period to allow 
the forages to have su�  cient root 

reserves going into the dormant season. 
Papadopoulos recommends allowing it to 
grow into September and mid-October.

“To extend the life of a stand, you really 
have to not take most of what you can,” 
he says. “Leave some growth to acclimate 
that stand.”

This is particularly important if a farm 
is vulnerable to icing. “You need to 
accumulate good snow coverage and the 
growth will trap snow and the snow will 
help avoid exposure to cold temperatures.”

Choose good varieties
Another important consideration is 
ensuring the forage mixtures you seed 
have the appropriate species and varieties 
to tolerate the conditions a region can 
expect for the winter, especially regarding 
freeze-thaw cycles.

“Varieties are very critical,” says 
Papadopoulos. “They have to be persistent 
and they have to be compatible. Some are 
very aggressive, especially orchardgrass as 
it has something in the root that prevents 
other plants from growing because they 
compete with them, except white clover 
because it gives them nitrogen.”

Legumes are important for their nitrogen-
� xing capabilities and the longer you can 
sustain them in their stands, the better.

“When animals go in to graze, they select 
the very best, especially legumes,” says 
Papadopoulos. “If they keep grazing it, re-
growth becomes very slow and eventually 

dies out. Let the stand overmature to 
allow legumes to grow and they may even 
� ower and seed.”

If you’re interested in stockpiling to 
extend the grazing season and reduce 
feed and feeding costs, some species are 
good because they grow throughout 
the fall, namely bluegrass and tall fescue. 
Papadopoulos explains you should look 
for varieties that maintain their quality 
but don’t grow beyond September and if 
you’re going to stockpile, don’t touch the 
� eld in August.

Ask for help
Maintaining productive long-term 
capacity in your forage stands is 
something you don’t have to � gure it out 
on your own. Papadopoulos recommends 
you contact an extension specialist if you 
have any questions.

By Trudy A. Kelly Forsythe

A look at maintaining productive long-term capacity

Dr. Bruce Coulman (third from left) received the CFGA Leadership Award from (l-r) 
CFGA chair Doug Wray, Claude Lesperance of CNH and Doug Warrener of CNH.

A productive grass-legume pasture stand 
(left) next to a stand with poor regrowth. 

PHOTO: YOUSEF PAPADOPOULOS
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Active  
mArketing
On these farms, marketing is no longer  
a matter of waiting for the right price

N
o matter how closely they 
watch the skies, farmers can’t 
control the weather. Nor do 
they have any influence over 

the amount of volatility in their markets.
But pricing? Well that, says Irmi 

Critcher, is one aspect of farming that pro-
ducers can exercise some control over, and 
that she works hard at.

“You can put a few extra dollars into 
your own pocket by doing that marketing 
yourself,” says Critcher, who grows grains, 
oilseeds, peas, and grass seeds in the Peace 
region of British Columbia.

Gunter Jochum, who farms west of 
Winnipeg in Manitoba’s Red River Valley, 
sees the value in marketing grain, too.

“If you can grow a crop, that’s great. But if 
you don’t know how to market a crop, I think 
your farm is going to be in trouble,” he says.

By Marie SMith

Continued on page 20

PhOTOGRAPhY: ChRIS PROCAYlO
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It takes a 
little time 

to build that 
trust,” Jochum 
admits. But 
taking control 
of marketing 
increases his 
control of his 
farm’s future



AlwAys leArning
But how do you learn to market your grain 
effectively?

Jochum chuckles. “Well, the thing is I 
don’t know much about marketing yet. I’ve 
only been farming actively since ’84 and I’m 
still learning.”

Jochum and his wife Crystal farm along 
the Assiniboine River. Most of their land 
is a heavy Osborne clay, and they’re on a 
“keep it simple mission,” says Jochum, grow-
ing soybeans, wheat, canola, and a few oats. 
The soybeans looked good in this year’s wet 
weather, he adds.

But marketing changes constantly, says 
Jochum, and he has to be ready to adapt.

Jochum first learned the ropes from his 
father, Karl, who emigrated from Germany 
in 1980.

After earning an ag diploma from the Uni-
versity of Manitoba, Jochum came back to the 
family farm. One of his first tasks was to mar-
ket grain. He would talk through decisions 
with his dad first, and Karl asked the right 
questions to help him analyze that decision.

Jochum took more hedging courses after 
university. He was also an active hedger at 
one time, which turned into speculation, 
although he doesn’t have a trading account 
right now.

Speculating is not a good way of making 
money, he says. He compares it to gambling 
in Vegas. But true hedging is a very good 
tool, he says, as long as you can keep the 
emotions out of it and know your reasons 
for taking a position in the market.

And being an active hedger “was a 
very good learning experience,” he says. 
He learned how much the markets move 
around. He learned about the forces at play 
— fundamentals such as weather, crop qual-
ity and volume, and speculators who don’t 
grow crops but still trade it. 

Speculators might read something in the 
news about the upcoming canola crop and 
buy or sell based on that information.

“Those people influence my grain prices 
as well,” he says.

Critcher and her husband, Barry, have 
also been farming for over 30 years, and 
they’ve seen their share of changes in grain 
marketing, too. In the past, farmers basically 
hauled grain to the local elevator and got a 
price the day they delivered, she says.

“You left the marketing or the buying up 
to somebody else.”

The end of the Canadian Wheat Board’s 
single desk signalled big changes in mar-
keting wheat, but the Critchers had started 
taking charge of their own marketing 

before that shift. In fact, the Wheat Board 
also picked up on that trend, offering farm-
ers different marketing options, which the 
Critchers took advantage of.

“We started comparing prices. We started 
seeking out new opportunities.”

Critcher also learned through the mar-
keting packages offered by line companies. 
Farmers could commit a specific tonnage 
or acreage to the program. The company 
takes the crop, protects its position with puts 
and calls, and then the cost of those options 
comes off the farmer’s final cheque.

Critcher says they’ve opted for this two 
or three times with different companies over 
the years. They commit a small percentage 
of their expected production to see what the 
company can do for them.

“You don’t know whether you’re doing 
the best job unless you can compare it to 
something,” says Critcher, explaining it’s 
partly about seeing what they can learn from 
other people.

Critcher learned that the person repre-
senting the company was vital to making the 
service work. It’s about how seriously they 

take their job, she explains, as well as the 
farmer’s relationship with that person.

Critcher says she also realized they could 
do it themselves as long as they paid atten-
tion to the markets.

“Their vested interest isn’t necessarily to 
make you more money. For them, it’s prob-
ably to source more grain and have more 
clients. So you have more vested interested 
in marketing your own grain than anybody 
else will have.”

MArketing routine
Each morning Barry Critcher gets a market 
report, which zeroes in on different events 
around the world. He also checks commod-
ity prices throughout the day, and gives Irmi 
the playback.

The Critchers also get text messages with 
market updates up to three times a day, and 
they periodically check the Alberta Wheat 
Commission’s Crop Data and Price Report-
ing website.  They also sell feed to dairy pro-
ducers in the lower mainland, so they keep 
an eye on feed prices as well.

Critcher says watching global markets and 
news is also important. Problems with Bra-
zil’s soybean harvest will eventually affect the 
canola market, she says. Markets react to the 
USDA report before it even comes out, in 
anticipation of what the report may contain. 
And political events, such as the Brexit vote in 
the U.K., also “filter down into our markets.”

“You have to be able to anticipate a few 
things and read into things,” she says.

Jochum used to get a lot more market 
reports via email, but these days he focuses on 
one daily email. That report tells him about 
global fundamentals. It’s also big on incre-
mental selling, which is something he does.

If it’s a “wild day,” Jochum checks the 
markets with his smartphone. But because 
he aggressively forward-contracts grain, he 
can go on holidays without worrying about 
markets. 

Jochum doesn’t hedge or speculate these 
days. Instead, he uses run-ups in prices as 
opportunities to forward contract with local 
elevators.

“I never want to be caught in a situation 
where all of a sudden I have to pay for crop 
inputs and I have no cash, but I have bins full 
of grain so now I’m forced to sell something in 
order to pay for crop inputs,” he says, explain-
ing why he prefers to forward contract grain.

“I like to have empty bins and have the 
money in the bank.” His ultimate goal is to 
have his whole crop combined, marketed, 
and off the farm by November 1, something 
he came close to achieving last year.
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You have  
more vested 

interest in marketing 
your own grain  
than anyone else  
will have.”

Irmi Critcher



Once Jochum reaches the point where 
he’s comfortable with how much he’s already 
sold, he pays less attention to the markets. 
But if something makes a big move —for 
example, soybeans in his area topped $13 
per bushel this summer — he’ll “open up the 
vault again and let some more go.”

Both Jochum and Critcher see marketing 
as a year-round activity. And the Critchers 
also sell in increments, and like to have some 
movement during harvest. Usually they have 
about 30 per cent of their crop contracted 
before it’s even in the ground.

Critcher says they sell their increments 
by super-B loads. For example, with canola, 
they could sell 80-tonne increments, which 
would take into account dockage, she says.

Markets fluctuate so much that by the 
time a farmer picks up the phone to make 
a deal, the price could drop again. To get 
around this, Critcher prefers to have targets 
in, rather than trying to pull the trigger when 
the market hits the price she wants. Once her 
target hits, the computer picks it up and the 
company contacts her, she explains.

Usually they put in targets with more 
than one company, she says. But she cau-
tions that if two people are entering targets, 
they need to keep track of what the other 
person is doing. Otherwise they could have 
several targets hit at once, and end up with 
more grain contracted than intended. 

The Critchers’ son, Michael, returned to 
the farm from college a few years ago. He’s 
gearing up to take over the farm, and is get-
ting his feet wet with marketing, too.

One gets the impression that marketing 
is a job the entire Critcher family enjoys. 
Irmi Critcher says that when several people 
are interested in marketing, it’s important to 
designate one person to make the contracts 
to avoid confusion. The rest of the team can 
then feed that person information, she adds.

Beyond online marketing
These days farmers can do much of their 
grain marketing online. In fact, they don’t 
even have to be in the country for some of 
it. But both Critcher and Jochum see rela-
tionships with elevators and other buyers as 
important.

The Critchers are a short haul from 
Dawson Creek or Fort St. John, B.C. They 
also sell some grain to Rycroft, Alta., which 
gives them more options and access to big 
throughput elevators.

Marketing grain starts with knowing what 
you have. Critcher says they participate in 
the Canadian Grain Commission’s Harvest 
Sample Program, which provides farmers 
with unofficial grades, and other quality infor-
mation, for free. And before hauling a load 
into the elevator, they bring in representative 
samples to see if they can make a deal. If they 
can’t, then the Critchers start setting targets 
for that grain.

Critcher also emphasizes the importance 
of being honest about what you’ve got to 
sell. If you have poor-quality grain, tell the 
elevators that it’s poor quality, and ask what 
they can do for you, she says. In those cases, 
farmers need to be “willing to take a little bit 

of a hit on it because you know they’ll have a 
job finding a market for it,” she says.

Having a relationship with those elevators 
is especially important when it’s time to deliver, 
says Critcher. Contracts may include clauses 
that outline deductions if the delivery isn’t quite 
up to the company’s specs. But sometimes the 
quality can be averaged out over the total ton-
nage, rather than each load. Or the elevator 
may take something that’s a little lower qual-
ity if the farmer is delivering something that’s 
higher quality later on. You’ve got to keep those 
lines of communication open, Critcher says.

There are several line companies and feed 
mills in Jochum’s area, and they compete 
aggressively for farmers’ grain. But Jochum still 
sees relationships with those buyers as vital.

And like any relationship, there has to be 
a little give and take. He’s not afraid to sign 
contracts that require delivery during busy 
seasons, whether that’s seeding, harvest, or 
even Christmas holidays. 

“When they call us for grain, we try to 
accommodate them every time. And by 
doing that, you build a relationship.”

Because he’s quite accommodating, he 
says he feels comfortable walking into the 
office of any line company to discuss a prob-
lem. “It works very well. But it takes a little 
time to build that trust.”

Ultimately, Jochum doesn’t see market-
ing as an onerous task. Like most farmers, he 
is driven by the anticipation of growing and 
harvesting a crop. But selling that crop is a 
big part of it, too.

“I love marketing,” he says.  CG
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A
llison Fenske pulls a reluctant grey cat off 
her dining room table to make room for her 
jars of homemade pea-shoot pesto, pickled 
beets and spicy slices of jicama turnip.

She points to the turnips. “Jonathan says he always 
tells people you can eat them the way you’d eat an apple, 
and I was like, yeah right,” she says. “But sure enough, 
you can. They are really tasty and you could absolutely 
eat them raw.”

Born and raised in the city, Fenske works as a lawyer 
at the Public Interest Law Centre and lives on a tree-lined 
street in Winnipeg’s West End. But like many young, 
urban professionals, she is interested in knowing how her 
food is grown and who is producing it, even though she is 
employed far outside the agricultural world.

Jonathan is Jonathan Stevens — owner of Jonathan’s 
Farm and one of a growing number of small-scale 
producers in Manitoba and across the country who are 
building their businesses by selling directly to consum-
ers like Fenske, rather than dealing with third parties, 
brokers or wholesalers.

Stevens is also, in the view of Charlie Touchette, part 
of a new generation of direct marketers who are often 
driven more by social and ecological ideals than eco-
nomic outcomes.

Touchette, executive director of the North American 
Farmers’ Direct Marketing Association, says that when 
his organization was founded 30 years ago, most farmers 
who chose direct marketing were looking for an alterna-
tive to the slim profit margins in traditional farming.

“The whole idea of farm-direct marketing or market-
ing directly to the consumer is born out of economic 
survival,” says Touchette. Even 10 or 15 years ago, direct 
marketing was primarily tied to slashing the high costs 
of machinery, labour and land associated with large-
scale commodity farming.

“So farm-direct marketing or direct to the consumer 
marketing emerged as a way to capture more of the 

marketing dollar, not just the farm or agricultural dollar,” 
Touchette says. “And I think it’s fair to say that economic 
evaluation, the ability to successfully earn a living on the 
farm, is still what captures many farmers attention.”

But not always.
Touchette has been noticing a substantial shift within 

the younger generation of direct marketers over the last 
five or 10 years. New direct marketers tend to see the rela-
tionship between the farmer and the consumer as a start-
ing point rather than a final destination, he says.

They want to farm and they want to deal directly 
with customers who appreciate their labour of love. 
They want to connect with consumers who understand 
their love of growing produce or flowers, for instance, or 
starting up a brewery and growing their own grains and 
perhaps even their own hops, Touchette says.

As a philosophy, Touchette believes, it’s fine if it is 
also accompanied by a solid business plan — even if it 
ruffles the feathers of an older generation.

The problem is that many people now jumping onto 
the direct farm marketing bandwagon don’t have either 
a background in farming or a business plan, he says.

“What I am seeing as a trend in new entrant farms… 
is farm businesses that aren’t surviving after they get 
rolling in the strong numbers they did 20 or 30 years 
ago,” explains Touchette. “With this new philosophy, 
the outcomes are starting to look a little bit like the 
business model you see with new restaurants, where for 
every one business that is surviving five years, 10 or 12 
of them have started but then weren’t able to maintain 
their business and closed.”

In many ways, Jonathan Stevens is that idealistic new 
entrant farmer, even if he has beaten the odds by not 
just surviving for six years, but thriving and growing.

“I actually grew up in the city, so I have no back-
ground in farming at all, it was just something I was really 
interested in,” he says. “Every time I went out to the coun-
try I could just feel that pull, and that idea of growing my 
own food was really appealing to me — doing that kind 
of work was something I was just drawn to.”

“So I took that interest in organic farming and 
small-scale farming and I went to Ontario where there 
is a lot of that and worked there for a summer, learning 
how it all worked, then I decided to give it a try myself,” 
he says, speaking while on the road near Selkirk, Man.

By his own admission he didn’t have a business plan 
when he launched, and even now he isn’t particularly 
formal in preparing for the year ahead. That said, eco-

Selling direct

BUSINESS

By Shannon VanRaeS  /  CG Field editor

22     SePteMBer 2016  /  CoUNtrY-GUide.CA

Small, direct-market farmers are 
building better business cases 
for their farms. But will business 
smarts be enough?



nomics have become more important to 
him as the business grows — he now bud-
gets for four employees, buying seeds and 
compost, and paying down the mortgage on 
the 13-acre farm he purchased just north of 
Winnipeg last year.

In the long term he wants to expand and 
buy some machinery to lessen the burden of 
tasks like digging up garlic or potatoes. He 
would also like to take a vacation at some 
point, he says drily.

“I don’t really have a plan and I didn’t 
really think too much about the making 
money part of it when I started it, I just 
thought I would give it a try and see how 
it went and see what I made. It just felt like 
something I wanted to do,” Stevens explains. 
“The first year, it probably wasn’t a living 
wage… I lived a pretty simple life and there 
was just enough for me. The next year I grew 
and I think I hired one person.”

He attributes the success of Jonathan’s Farm 
to choosing the community-supported agri-
culture model or CSA, where customers buy 
a share or half-share in the farm before the 
growing season even begins, with the promise 
of fresh vegetables every week for as many as 18 

weeks. Each full share costs the consumer $587. 
This year he sold over 300 shares and his goal 
is to eventually be able to provide for 500 
shares, which would push his enterprise gross 
into the neighbourhood of $300,000.

But Stevens knows all too well that not 
everyone who tries their hand at market gar-
dening succeeds.

“Whether they have a CSA, or just go 
through farmers markets, I’ve seen a lot of 
people start up and then after a few years 
realize they’re still not making any money 
and they’ve been working themselves really, 
really hard, and then they give it up,” he 
says. “I think there definitely is a knack to 
it, and I think you have to be in the right 
market for it.”

Across the country
How many Canadian producers engage in 
direct marketing?

It’s impossible to tell — at least for now.
Historically, neither Statistics Canada 

nor Agriculture and Agri-Food Canada have 
collected information on direct marketing. 

Continued on page 25

The first year, 
it probably 

wasn’t a living 
wage,” direct farmer 
Jonathan Stevens 
admits. Now, with 
several seasons 
under his belt,  
he’s targeting 
$300,000 a year  
in CSA sales
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An opportunity  
for larger farms?
The growing gap between consumer 
demand and the ability of the farm 
business community to meet that demand 
presents a dangerous vacuum for small 
farmers, believes Charlie Touchette, 
executive director of the North American 
Farmers’ Direct Marketing Association.

It could, he says, become a vacuum 
that gets filled by corporate entities 
rather than local producers.

As he sees it, farms that got into direct 
marketing in order to preserve farming 
as a lifestyle are coming under threat.

“My concern would be that there is a 
big enough consumer demand that a 
non-farm, non-back-to-the-earther, non-
agricultural or a non-traditional farm 
corporation, such as something that might 
be designed on Wall Street, could actually 
become the farm-direct marketing of 
20 years from now,” Touchette says.

Farmers who see themselves as back-
to-the-landers, making a romantic and 
possibly short-lived attempt at commercial 
farming may exacerbate that production 
shortfall, inadvertently paving the way 
for big-box stores to capitalize on a 
local aesthetic, rather than actually 
promoting local food production, says 
Touchette. Even large amusement parks 
could hop onto the bandwagon.

“You could one day have a Six-Flags 
that offers something very similar to the 
agrotourism farm down the way, a pick-
your-own pumpkin patch for example,” 
Touchette says, adding that he isn’t 
trying to be provocative, but rather 
wants to encourage direct marketers 
to take a hard look at their industry.

“I despise fear-mongering, but I 
don’t mind slapping ourselves upside 
the head with a two-by-four once 
in a while,” Touchette says.

Phil Veldhuis, the association’s Manitoba 
president, says the fact that large chains 
are attempting to latch onto the ideas of 
local, healthy food is a sign that direct 
marketers have succeeded in getting 
their message out to the consumer.

“But I don’t think they are fooling 

anyone,” says the beekeeper. “No 
one who goes to a grocery store that’s 
decked out like it’s a bistro in downtown 
Montreal really thinks that they are.”

Consumers who are passionate 
about local foods won’t be sucked in 
by supermarket schtick, Touchette 
agrees, but he says middle-of-the-road 
consumers who could go either way 
might be caught up and confused by 
such marketing. If that happens it will 
be direct farm marketers that lose out.

Back in Allison’s Fenske’s tidy Winnipeg 
kitchen (see main story), it’s clear she is 
one of the passionate ones, drawn to direct 
marketing because it offers something 
even the most creative advertiser can’t 
recreate — a real and personal relationship 
with the farmer who grows her food.

“One of the things that’s really interesting 
for us is that we get to learn about 
vegetables that we probably wouldn’t 
have bought if we came across them in 
the grocery store, so we are getting to 
try new things and be a bit more creative 
in our meal planning,” she says, adding 
it’s also drastically reduced the amount 
of food that goes to waste in her home.

“Now when we are sitting down to have a 
salad or to roast some veggies for dinner, 
there is not that distance between the 
immensely hard work put into growing 
the vegetables that go on our plate,” she 
explains. “So all the fermenting and pickling 
is really just a direct response to me not 
wanting to waste a single thing — when you 
are just grabbing a box of mushrooms off 
the shelf in the grocery story for whatever 
reason it doesn’t resonate the same way, 
I mean I never feel good about wasting 
food, but now that we have an actual farm 
and a group of people to connect it to, I just 
feel a really strong sense of responsibility 
to make the most out of everything we 
are so lucky to be provided with.”

Those like Fenske who buy shares in 
Jonathan’s Farm don’t just get vegetables, 
they get a weekly newsletter with updates, 
recipes, news about farm employees 
and information on what to expect in the 
week ahead. They can also follow the 
farm on social media sites like Facebook 
and Instagram, and most importantly 
they have the opportunity to meet 
Jonathan in person or visit the farm.

But social media is doing more than just 
helping producers like owner Jonathan 
Stevens tell their story and make sales, 
it’s challenging the very idea of what 
the farm gate is, creating confusion as 
farmers and regulators work to redefine 
parameters around first sales.

“Sometimes the regulations don’t take 
into account how the world has changed,” 
says Veldhuis. “Does a farm gate sale 
include a Facebook post that is read by 
your friend list? I don’t think we have 
thought very much about how we define 
the farm gate in the 21st century.”

That is of particular consequence for 
producers who offer value-added products 
to consumers such as jam, ice cream, 
cheese or even meat products. While 
regulations are important for food safety 
and consumer confidence, they also have 
to be modern and easily understood.

“One of the reasons our organization 
has come into existence has been 
to try to create a dialogue on some 
of those issues,” Veldhuis says.

However, amid all the regulations and 
trials that come with direct farm marketing, 
Touchette says there is something else 
the small farm offers, which can’t be 
forgotten in the quest for success.

“I do like to remind those of us in 
agriculture that the rest of the public 
does not solely associate farms with food 
and vice versa,” he says. “I would like to 
submit that as farmers we also grow fun. 
And that is how you hit the real sweet spot 
as it applies to farm-direct marketing… 
so let’s not get so up on our high horse 
that it’s only about food, only about fuel 
or fibre, because it is about fun, and 
anything else you want to talk about that 
hopefully maintains good stewardship 
of our farmland and our farm families.”



However, that’s about to change as the federal government recognizes 
the growing interest in the practice of direct marketing.

For the first time in its history, the Census of Agriculture posed a 
question to producers about direct marketing this spring. The results 
will be published May 10, 2017.

“As a new question there is no previous data upon which to 
base trend conclusions,” said a spokesperson with Statistics Can-
ada. “As well, we will not be able to provide the revenues generated 
by those sales.”

Some information can be gleaned from individual provinces and 
a federally commissioned survey conducted in 2007, which asked 
farmers if they sold any of their products directly to consumers. The 
now-dated results found that 25 per cent of Canadian farmers sold 
at least some of their output at the farm gate, a two per cent increase 
over a previous survey conducted in 2004.

The same survey found that Manitoba had the lowest number of 
farmers who used direct marketing, a mere 16 per cent compared 
to 53 per cent of farmers in British Columbia, 39 per cent in New 
Brunswick and 43 per cent in Nova Scotia. The survey also indicated 
that 72 per cent of farmers in Newfoundland and Labrador used 
direct marketing, but cautioned the results were based on a very 
small sample group in that province.

For Crystal Anderson-Baggs, a market development officer with 
the government of Newfoundland and Labrador’s forestry and agri-
foods agency, that figure sounds a little low.

With the new web series: AGGronomyTV
Grow informed.
AgCanada.com is proud to present this new informative web video series.
AGGronomyTV is a series of videos that covers today’s top issues related
to soil management and crop production. Video topics include:

Scan the code or visit the website for more information

www.agcanada.com/aggronomytv

	New Seeding Technology
	Tire Performance
	4R Stewardship
	Growing Soybeans

	Crop Suitability for 
 NW Saskatchewan
	Plus more…

Sponsored by
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“I would think it’s probably a little bit 
higher, but that is an educated guess,” says 
Anderson-Baggs. She calls direct marketing “a 
very important tool, it’s the majority mecha-
nism that our farmers use here in the prov-
ince, given the size of the industry and the 
geography of the province. Most producers do 
avail themselves of direct marketing, whether 
it’s direct to the end-consumer, or the use of 
CSA, or direct to the culinary market.”

While few farms in Newfoundland are 
close to the capital St. John’s, smaller centres 
also favour directly marketed farm goods 
because they can provide a way to com-
pensate for underdeveloped supply routes, 
says Anderson-Baggs. There is also a long-
standing cultural basis for direct marketing 
throughout the Atlantic provinces.

“We have smaller farms and they are able 
to find suitable markets nearby, without hav-
ing to necessarily depend on the St. John’s 
market,” says the development officer. “And 
buying things local is a part of our culture in 
terms of rural Newfoundland and Labrador.”

While no solid numbers could be 
found for direct marketers in Alberta, the 
Alberta Farm Fresh Producers Association 
says their membership has declined in 
recent years.

“It’s kind of a tough one to answer in 
terms of numbers, in a way,” says president 
Jason Andersen. “Our membership levels 
are down slightly and I think in general 
there are fewer growers out here. The thing 

is we are getting fewer new growers, a lot 
of the older growers are beginning to retire, 
but nobody is taking over — as far as the 
vegetable end of it goes.”

Population density plays a part in limit-
ing the growth of direct marketing in Alberta 
as well, according to Anderson, co-owner of 
Kathy’s Greenhouse near Lloydminster.

“You’ve got a rural population and a lot 
of them are already doing their own gardens 
and everything else anyways, so it’s kind of 
pointless for someone else to come in and 
try and set up a direct marketing operation 
in some of these areas,” he says.

Geography also plays a role in Manitoba, 
which has the lowest levels of direct mar-
keting in Canada. Phil Veldhuis, president 
of the freshly minted Direct Farm Market-
ing Association of Manitoba and a local 
apiarist, says it’s one of several factors influ-
encing the ability of a farm business to sell 
directly to the consumer.

“We really only have one large urban 
centre and there are not that many farms 
clustered around it, compared to southern 
Ontario where there are a lot of large or 
larger urban centres that have farms close 
by, where they can access things like farm-
ers markets,” says Veldhuis. “Another factor 
would be the climate. If you are in B.C. or 
Ontario there are apples and other fruits 
that we don’t have here, so there will be 
some types of farms that just can’t exist in 
our harsh climate.”

We’ve seen 
a lot of new 

farmers starting up, 
which is exciting,” 
says Kalynn Spain. 
But will those farms 
succeed, or are 
they just building 
a market that 
grocery stores and 
other food giants 
will learn how to 
exploit?



Anecdotally, however, he believes that direct market-
ing is growing in Manitoba, especially when it comes to 
community-supported agriculture.

Kalynn Spain would agree.
The founder of Small Farms Manitoba, which offers 

direct marketing tools to small farm businesses, she says 
she has seen the number of small farm businesses that 
rely on direct sales grow in recent years. But she is also 
worried that these farms won’t be able to keep up with 
consumer demand.

“Over the last two years I have really seen the 
demand for local food increase,” she says. “I think the 
awareness in Manitoba and beyond is growing… but 
when it comes to the sales and the livelihood of the 
farmers, that’s still quite slow to catch up. We’ve seen 
lot of new farmers starting up, which is quite excit-
ing, but we also need those farmers to succeed, so just 
because we see farmers markets starting up or we see 
new farmers, it doesn’t mean that those are extremely 
successful.”  CG

™

What’s your next move? 
Planning to expand? You may need new equipment to plant, harvest 
and ship what you grow. With an RBC Equipment PurchaseLine®, buy or 
lease what you need, when the opportunity’s right, with a repayment 
schedule that suits your farm. Setting it up is easy and convenient, and 
expert advice comes standard.

Go on, make your move. At RBC®, we’re ready to help. 
Talk to one of our agriculture banking specialists today. 

® / ™ Trademark(s) of Royal Bank of Canada. Agriculture lending products are offered by Royal Bank of Canada and are subject to its standard lending criteria.

Visit rbc.com/farmequipment
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A
lthough neither of them had been raised on 
a farm, Andrew and Jennifer Lovell bought 
the shares of a farm corporation four years 
ago. The farm was a small orchard near 

Keswick Ridge, a half-hour west of Fredericton, N.B., 
and when they took over, it was only 37 acres of apple 
trees, a quarter acre of raspberry bushes and a 4 x 6-foot 
shack for weighing the U-pick produce.

Today, River View Orchard is a bustling farm enter-
tainment and school-trip destination. It has a contract 
to supply produce to four grocery stores and the Lovells 
have added snow removal and deer fence-building ser-
vices for other growers throughout the Maritimes.

Today’s River View also has 50 acres in production, 
including pumpkins, squash, cucumbers, apples, straw-
berries, raspberries, sunflowers and even a corn maze.

And on top of that, the Lovells have also become 
this year’s Outstanding Young Farmers for the Maritime 
region.

It’s an outcome that Andrew Lovell traces to an initial 
insight. Buying an existing business, he says, is 10 times 
easier than starting from scratch.

The insight is based on business experience he had 
already acquired before he even saw their future farm. 
After graduating from agricultural college, Lovell had 
started a cabinet-making business, and later a landscap-
ing business.

Buying an existing business, he decided, would 
mean he could focus on their primary goal. “At least 
you’ve got some cash flow and you don’t have to go 
prove it to everybody, digging and scratching,” Lovell 
says. “You’ve already got revenues. All you’ve got to do 
is get some more.”

And get more they did. Lovell projects that next year 
their gross revenues will be up 500 per cent since they 
started farming five years ago.

They did that by taking care of details, by seeking out 

new ideas and opportunities, and by making changes with 
people-centric thinking.

The Lovells are a team, with Jennifer also work-
ing off-farm as a nurse while Andrew empowers their 
employees to be creative and self-motivated. And with 
every change, he tries to understand the emotional needs 
of his customers, using human behavioural patterns first 
to draw them to the farm, and then to engage them to 
spend money.

It’s the psychology of marketing, but Lovell says it’s 
just about treating people well. It was a lesson he learned 
while reading Creating Magic: 10 Common Sense Leader-
ship Strategies from a Life at Disney by Lee Cockerell, for-
mer executive vice-president of operations for the Walt 
Disney World Resort.

“The idea behind it,” says Lovell, “was to never say 
no. You might not be able to give them exactly what 
they want but people appreciate that you try to accom-
modate them.”

InspIred 
by Disney

Andrew and Jennifer Lovell turned this small 
U-pick into a thriving farm market and 
entertainment destination, using the magic of 
Disney’s marketing psychology

BUSINESS

By Maggie Van CaMp  /  CG Senior editor
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The first challenge was the lim-
ited production capacity of the small 
patch of raspberries, which meant 
they could only open every other day 
in the summer. This frustrated cus-
tomers, and for Lovell it was impor-
tant to look at that frustration, not 
the production capacity of the farm, 
as the major problem.

So in 2013 they expanded the 
raspberry production area to 1.3 
acres and planted two more acres 
of apples, However, the next winter, 
both were destroyed by deer so the 
expanded raspberry area was not 
productive until 2015. They also 
built a new parking lot and a more 
professional farm market stand. 

That summer, they also bought a 

wagon to take the customers out to 
the trees, which has proved to some-
times be more important to their 
customers than the actual fruit. “We 
get calls asking if we are the farm 
that gives free wagon rides. They’re 
thrilled to take their kids on a wagon 
ride… And then they’ll spend $30 or 
$40,” says Lovell.

They also reached out to schools, 
charging only $3 per head to go 
on a wagon ride and pick apples. 
Lovell says they kept the fees low, 
but in exchange asked the schools 
to put their logo on their mail-outs. 
In 2012, 250 students come to their 
farm and four years later about 
1,200 students are booked six weeks 
in advance for $6 per head. 

The idea behind the school pro-
gram was that the children would 
bring their parents back on the 
weekend. “Our focus is getting the 
kids’ attention,” says Lovell.

Today they focus on the farm 
experience that they provide. In 
other words, it’s about entertain-
ment as well as production.

In 2014 they built a giant, 24' x 30' 
sandbox, fenced in and loaded with 
toys, and they added picnic tables 
for the parents, and now they even 
have a big bouncy castle. They dug 
a duck pond and the resulting duck-
lings this year are a big hit. When 
his 11-year-old son wanted to raise 
a calf for the summer, Lovell built a 
paddock and now the calf gets pet-
ted all the time. 

The farm also has a two-acre 
corn maze that takes about 25 min-
utes to walk through, compared to a 
couple of hours for most mazes, says 
Lovell. They went with a smaller one 
because they knew it was too much 
for the maze’s target market: chil-
dren under 10.

He also managed to leverage 
some free advertising out of the 
corn maze this year by making it 
in the form of local radio station’s 
logo in exchange for some on-site 
broadcasting.

The farm has expanded its prod-
ucts and now grows cucumbers for 
pickling plus pumpkins and squash, 
with everything selling for a pre-
mium. They sell the pumpkins for 
$6 each in a market where the local 
grocery store charges $3.99. Their 
berries are often more expensive 
than any other local ones too.

But they aren’t only selling the 
fruit, Lovell explains. Customers are 
paying for the experience too.

This year the Lovells have taken 
children’s engagement and the 
school program to another level. 
In the spring, Lovell and the farm’s 
retail manager provided soil and 
seeds to three schools and taught 
kindergarten to Grade 5 students 
how to plant pumpkins, while 
explaining basic agriculture. The 
students took care of the seeds, 
watering daily until the plants were 
at transplant stage.  Then they came 
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out to the farm, transplanted them into 
the field and each row was marked with a 
sign stating which class planted them.

The students are so excited by the proj-
ect that they dragged their parents to the 
farm to check the progress of their pump-
kin plants. While they’re there, the family 
picks berries, and maybe buys some other 
fresh produce.

The message is, if you engage the chil-
dren, the parents will come.

As another example of people-first 
thinking, they bought a four-seater 
Polaris Ranger to transport older, less 
mobile people to the trees so they could 
pick apples too. As well, the retail man-
ager ensures parents with strollers get 
help carrying in the produce. These cus-
tomers really appreciate the extra ser-
vice that allows them to participate and 
they tell others how they were looked 
after. “It’s all about treating people with 
respect,” says Lovell.

Referrals like these have been their 
main form of  advertising, and that 
extends into social media. The farm’s 
Facebook page has 4,100 followers of 
which 32 per cent are women aged 35 to 
44. “These mothers are the target market 
of the farm. They have 10-year-old kids 
that want to be entertained and they also 
do much of the food shopping for their 
households,” says Lovell.

Sunday afternoon and evening are 
the busiest time for Facebook so he posts 
either Saturday evening or Sunday morn-
ing before opening the store. He also pays 
for boosting the post, which you pay for by 
the click and says it’s well worth it. He also 
posts with a picture, and has found doing 
that always gets more clicks.

Connecting to customers on social 
media takes time and commitment 
but the results can be staggering. For 
example, one week in July the River View 
Orchard’s Facebook page had 31,000 
views and 125 new likes. That’s not bad 
for a province with only three-quarter 
million people, and for a farm whose 
closest urban centre, Fredericton, has 
fewer than 60,000 people.

Treat people well and they will treat 
your business well, Lovell says. That 
includes engaging them personally, 
not just selling to them. It also includes 
empowering employees.

Lovell gives full credit for the farm’s 
success to his staff, especially production 
manager Dale Voutt and retail manager 
Barb Hoit. Not only do the managers take 

care of the crops and the retail store, they 
hire, train, fire, set wages and manage 
other employees. Neither Voutt nor Hoit 
were farmers but both worked in related 
fields. Voutt came from the forestry indus-
try and Hoit worked in a greenhouse.

Both managers love the work, learn 
quickly, and are self-motivated and cre-
ative. Lovell continually asks for their 
input, and is repeatedly impressed with 
their thoughts and ideas. “Everyday we 
talk, but both managers know what has to 
be done and do it,” he says. 

On-farm markets demand close 
attention to detail. Not only does the 
farm have to be productive, it also has 
to have the look of a place that produces 
quality, says Lovell. He insists the grass is 
mowed like a lawn, and the tractors are 
washed and waxed daily. “I want custom-
ers to think quality when they see our 
farm,” Lovell says.

Voutt crop scouts almost daily and 
only uses pesticides when needed on the 
berries. Hoit takes care of the custom-
ers and is constantly coming up with new 
ideas to make them happy and to draw 
people in. 

Meanwhile, Lovell is busy looking for 
opportunities, doing sales and delivering 
to customers, and he sits on several agri-
cultural committees. He’s the guy who 
asks the questions no one else seems to 
be asking. 

For example, a few years ago he asked 
folks at the department of agriculture 
about growing Fuji apples in the Mar-
itimes, but no one in New Brunswick 
was growing them and the idea was dis-
missed. So he asked other people, found 
an early strain and planted 300 trees 
that are now starting to produce. “Just 
because no one’s doing it doesn’t mean it 
won’t work,” he says. 

Lovell often looks south for ideas, and 
says Cornell University is an amazing 
resource for their apple research and exten-
sion. A lesson Lovell learned in the land-
scaping business was to always go looking 
for ideas in other places, other provinces 
and other industries. “Always embrace new 
technology and ideas. If you don’t, you’ll go 
stagnant and die,” he says.

On-farm marketing tends to lend itself 
to experimentation, partly because they 
can do it in small increments and they 
have a ready test market right on site. For 
example, Lovell has tried growing a small 
plot of sweet corn but learned that they 
couldn’t sell it.

BUSINESS
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Help for  
new farmers
Clearly, some provinces  
are better than others
Many provinces have loan and grant 
programs to help young and beginning 
farmers during farm transfers and through 
the higher-risk start-up period. Programs 
are designed to assist in the purchase 
of a farm and can complement other 
sources of lending, like Farm Credit 
Canada and other financial institutions.

To qualify for these programs, eligible 
applicants typically cannot own or 
have owned a farm. Their business 
plans must show that demand exists 
for the products and that the farm can 
be viable. As well, applicants must 
have an acceptable credit history, plus 
security for the proposed financing.

Usually eligible applicants also need 
agricultural knowledge and business skills.

New Brunswick’s new farmer loan program 
is particularly encouraging. The Agricultural 
Development Board provides loans of up 
to 100 per cent of the appraised value 
of security, to a maximum of $750,000. 
During the first four years, it’s an interest-
only loan and the new entrant may apply 
for additional funds for expansion or 
improvement (not exceeding a total of 
$750,000). From then on interest and 
principal payments are blended, amortized 
up to 20 years at the provincial lending rate.

With Manitoba’s Bridging Generations 
Initiative, farmers (aged 18 to 39) can opt 
for either 90 per cent financing or five 
years of interest-only payments. Also, 
they can apply for a two per cent rebate 
on the first $150,000 of principal for the 
first five years of an MASC loan (with a 
lifetime maximum rebate of $15,000).

Quebec has a similar interest-free program 
for five years, while the Alberta Farm Loan 
Program is 1.5 per cent for five years, 
contingent on limited net worth. Nova 
Scotia’s FarmNext program is a direct benefit 
program covering interest payments for a 
few years up to a maximum of $30,000.

For a full listing of the new farmer loan 
programs and links go to www.farmstart.ca 
and search “beginning farmers provincial.”



However, Lovell isn’t one to let failure get in the way of trying. 
For a year and a half he tried to connect with Sobeys, calling and 
getting shunted around until he finally connected with the corpora-
tion’s “Buy Local” manager. After asking a bushelful of questions, he 
came to the understanding that it was a matter of finding a solution 
between price competitiveness and maintaining farm margins.

He learned to see the world from the grocery retailer’s perspec-
tive, and to see that they shared a lot with him as a farmer. Like 
him, the stores are mainly concerned with how they’re going to 
fulfill customers wants in a market where price is part of that 
equation. “They need to make enough money for their sharehold-
ers to be happy, and yet compete with (the) Costcos and Walmarts 
of the world,” he says. 

This fall he’s going to supply four Sobeys stores with five acres of 
pumpkins and two acres of squash. He views it as an add-on to his 
core on-farm sales. “It’s a way to increase revenues without increasing 
my debt load for infrastructure,” Lovell says. “It’ll help pay for some 
overhead, through diversification, and allow us to get back into a 
more comfortable financial position.”

New ideas often start with trying to create more revenue from the 
same fixed assets. Similarly, he established snow removal contracts 
for the farm’s tractors and other equipment.

The farm also sells imperfect apples to hunters for deer baiting, 
which it advertises on Kijiji. Normally orchards dump bait apples in 
old feedbags, apples crates or even directly into the back of pickup 
trucks. However, Lovell saw this as another opportunity to connect 
the farm with people, so he got bags printed with his farm’s logo. “It’s 
all about brand recognition.”

When originally buying the farm, Lovell had written a business 
plan to get a mortgage and to apply to the New Brunswick New 
Entrant Program. However, a few years in, hail damaged the crops 
and in 2014 deer ate $100,000 worth of apples and raspberries.

So he rewrote his business plan to include wildlife mitigation 
fencing, enclosing 50 acres of orchard and berries, the corn maze and 
the other crops. However, after having difficulty finding someone to 
install his own wildlife fencing, he began a new division of the farm 
in 2015 to supply and install fencing and trellis to other Maritime 
orchards. “It’s made a huge different to our cash flow,” he says. 

In spite of production still not being fully back, revenues are 
improving with the additional crops, other divisions and school 
program. Next year the trees and bushes will be back in full pro-
duction, and the Lovells will be ready for their customers with a 
warm greeting.  CG

Their customer-focus 
strategy works beyond the 
farm gate too. It took a year 
and a half for the Lovells to 
get into four local Sobeys, 
a breakthrough that came 
when they learned to see 
what the food giant needs 
from farmers

Looking for objective, actionable advice? You can rely on Collins Barrow,  
the audit, tax and advisory experts, to help grow your business. 

Break new ground.

Top soil your finances
Watch your business grow
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W
hat is success? How 
do we define it? 
How can we achieve 
it? Personally, my 

definition of success has mainly to 
do with becoming the best person 
you can be. I believe we all have a 
contribution to make on Earth, and 
we should use our talent to improve 
the world around us. .

I also believe that success is 
a journey. You don’t wake up one 
morning and say, “Wow! I’m success-
ful now.”

But that’s just my definition. 
What is yours? 

Almost all my life, I have lived 
on a farm. As the daughter, sister 
and spouse of farmers, I am very 
attached to the land and nature. 
But as a coach and psychologist, 
my purpose is to help my clients be 
more successful.

The first question to ask is, “Why 
do I pursue success?” Why do you 
want to become famous or buy a 
bigger car, more land, or a huge 
house? Yes, it’s because we want to 
be happy. But we should look at the 
way we pursue happiness and ask 
ourselves if those things are really 
working for us. 

For many people, success means 
money, prestige and beauty. How-
ever, the pursuit of those extrinsic 
values or “success symbols” is asso-
ciated with anxiety and depression. 
What if I don’t get appointed to that 
board, or if I lose my beauty, or if I 
have to sell the cottage?

We should ask these questions 
because the pursuit of intrinsic val-
ues such as personal growth, auton-
omy, competence, relationships, 
morality and ethics really are cor-
related with well-being. So, success 
and happiness are all about those 
intrinsic values. 

Sometimes we should pause and 
look at what we can do to reap suc-
cess more abundantly. I’ve found 
seven laws apply to success in life. 

Law 1: Vision
Just as farmers need to know what 
they want to harvest in order to pre-
pare the field, we need a vision for 

success. What do you want to har-
vest? What does success look like? 

Law 2: KnowLedge
Farmers have to know their soil 
and their environment. You can-
not plant just any seed. You have to 
plant what is right for your land. 
Farmers increase the probability of 
an abundant crop if they know their 
soil and climate, and if they work in 
harmony with them.

Know yourself and your environ-
ment. Focus on your natural talents 
and be honest about weaknesses. 
Also consider those around you. 
Know your people’s needs too. 

Law 3: PLanning
Farmers must plan ahead of time 
— where, when, how. They have to 
evaluate the resources they’ll need. 

It is the same with success. You 
need a plan to achieve your goals. 
What are the resources you need in 
order to be successful?

Law 4: PreParation 
and maintenance

Farmers have to prepare the equip-
ment and maintain it all year long so 
that everything is in shape when they 
need to use the equipment. They also 
have to prepare the land for the seed. 

How do you prepare yourself for 
success? What do you need to main-
tain your body and your brain?

Law 5: FertiLization
Farmers have to know what kind of 
fertilizer will assure the most growth 
and be good for the soil. If they push 
too hard, they could have a wonder-
ful harvest for one year but jeop-
ardize the harvest in the future by 
depleting the soil. Similarly, we can 
overwork ourselves and burn out. 
Good farmers know the best man-
agement practices to protect against 
pollution while maintaining a fertile 
soil in the long term.

How do you nourish yourself 
and others around you? How do you 
know if you are pushing yourself or 
your employees too hard? How do 
you fertilize your relationships? How 
do you achieve work-life balance? 

Law 6: obstacLes
Farmers have to walk their fields 
and manage the obstacles they find. 
Weeds or pests can threaten the har-
vest. Controlling them with the right 
products in the right dose is essen-
tial. Farmers often seek help from 
the experts in order to deal with the 
unknown. 

Consider your goals and the 
obstacles you will encounter along 
the way. You will have to stop, 
reflect, and ask for help and sup-
port. Challenges are part of life. We 
have to deal with them rather than 
avoiding or denying them. Don’t 
hesitate to ask for help. 

Law 7: eVaLuate 
and ceLebrate!

Many times throughout the season, 
farmers will walk their field. They 
will savour the experience, contem-
plate their options, evaluate how 
things are going, and make adjust-
ments for the next season based on 
what they learn from the land. 

You have to evaluate how you 
are doing along the road and adjust 
your course accordingly. 

For many generations, farmers 
used to celebrate after the hardest 
period of work, when the harvest 
was finished.

Celebrate steps along the road 
to success with the people who help 
and support you. 

When we take the time to look 
and learn from nature, we find it has 
a lot to teach us.   CG

The seven laws of success
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Pierrette Desrosiers, MPS, CRHA 
is a work psychologist, professional 
speaker, coach and author who 
specializes in the agricultural industry.  
She comes from a family of farmers and she 
and her husband have farmed for more 
than 25 years. Contact her at: 
pierrette@pierrettedesrosiers.com. 
www.pierrettedesrosiers.com

hR By Pierrette Desrosiers  /  wORk PSYChOlOGIST
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Go ahead, just ask him. Trevor 
Cunning will share almost any-
thing he knows about farming 

and his farm. He even calls himself an 
“open book” and he says there’s little to 
hide about the family’s Starhill Farms 
operation in the Ottawa Valley, between 
Vankleek Hill and St-Eugène.

Cunning and his father Allen — who 
began farming in 1978 — work roughly 
800 acres in a combination cash-cropping 
and dairying enterprise. 

Between them, they know that there 
will be multiple challenges every year for 
every farmer. That’s just how it is. But 
Cunning also believes that for farmers 
today — and especially younger farmers 
— the challenges are different.

Challenges are coming in ways that 
this generation’s parents and grandpar-
ents rarely if ever had to deal with. And, 
he says, they’re coming fast.

Among them is growing consumer 
activism, especially in livestock produc-
tion with today’s focus on animal welfare. 
But there are rising costs too, as well as 
other barriers to launching a farm career. 
And together, they are unlike anything 
that any other era has seen.

To counteract some of these pres-
sures, Cunning believes in a time-hon-
oured virtue — persistence. And he also 
believes in staying connected with other 
growers and like-minded individuals, 
and in being organized and focused on 
what he does best.

But he knows that in the end, the qual-
ity of their decisions is what will deter-
mine their success. 

Trevor Cunning tinkers, 

tweets and tightens his 

schedule to stay ahead

By Ralph Pearce,  

CG Production Editor

Committed  
to BEttER dECisions

Continued on page 4

“I’m someone who likes to 
try different things.”

— Trevor Cunning
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“I’m someone who likes to try differ-
ent things,” says Cunning, explaining that 
from a cash-crop perspective, for instance, 
he’ll alter fertilizer applications or change 
up seed treatments or populations. “Last 
year, I tried a speed trial with my planter, 
just to see how it would work. We’re not 
people who let things come at us — we go 
out and try to do our own thing, and try 
not to fall in line with the way everyone 
else does things.”

When it comes to his questioning atti-
tude, Cunning notes he often thinks of all 
the things his dad has done on their farm, 
like being one of the first producers in the 
region to switch to high-moisture corn, 
much to the surprise of others.

It helps explain why, in 2014, they pur-
chased a self-propelled sprayer to apply 
their nitrogen in the spring, since they 
rely on their dairy manure for phospho-
rus and potassium. Yet wanting to follow 
new studies on splitting N applications, 
Trevor reasoned they needed something 
similar to a Y-drop system. 

So he built his own.

“We go in in the spring and apply 
our nitrogen pre-plant using streamer 
nozzles, and we put enough on to get us 
to when the corn is just about to tassle,” 
says Cunning. “Then we go in and side-
dress the rest with these drop-nozzles, 
which are from a kit from HJV. I modi-
fied it to drop down farther below the 
canopy, so now I can put nitrogen on 
corn that’s up to seven or eight feet tall. 
It has a ‘V’ on the bottom and it splits 
and goes right out to the root base of 
the plant.”

Thus far it has worked well, although 
they have picked up some bugs — liter-
ally — in the apparatus. But as with any 
do-it-yourself innovation, it isn’t a big 
surprise if it takes several times to learn 
how to tweak the design for maximum 
per formance. That  expla ins  why 
Cunning worked on it this past winter, 
and modified it a little more in the 
spring. 

Now he’s more confident. In fact, he 
also used the unit for some custom work 
for other growers this past spring, and 
was pleased to find they’ve been happy 
with the results.

Robotics and elevatoRs
Althought they’re always looking to 

improve their on-farm efficiency, 
Cunning and his dad are treading a little 
carefully on robotic milking. They aren’t 
afraid to invest. In fact, for instance, 
they’ve built an elevator in order to give 
them more marketing flexibility while 
also growing the value of the farm.

Given the uncertainty of how con-
sumer demands and the animal welfare 
lobby may change farming, however, the 
idea of automating their milking opera-
tion seems in a different category. With a 
relatively new tie-stall barn (built in 
2009), they’ve been looking at imple-
menting a robotic system, but they’re also 
concerned with the Dairy Farmers of 
Ontario’s proAction initiative and how 
that will affect livestock and dairy pro-
duction going forward.

“We’re not sure of where everything’s 
going probably in the next 10 years — it’s 
hard to say with quota,” says Cunning, who 
adds that financial analysis will be key to 
any eventual move. “It’s like any kind of 
decision — weigh it, and re-weigh it and 
look at it again.”

Continued from page 3

“Be patient and try not to 
get too high or too low — 

keep an even keel.”

— Trevor Cunning
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The animal welfare and consumer 
interest in farming is raising considerable 
stress in the farming community, making 
it difficult to predict just how some of 
these issues are going to affect the agri-
food sector, particularly livestock and 
poultry. Cunning adds that he looks at 
the European situation and where pro-
ducers there are heading. He also believes 

that North America is roughly five to 10 
years behind the trends in Europe, 
whether it’s in equipment or technology 
or the dairy sector itself. Regardless, he 
suggests that those who are still in a tie-
stall setup will either exit the industry in 
the next 10 years or they’ll have to build 
another barn. 

Yet Cunning says building the elevator 
for his farm was the best decision they 
could have made. It was a challenge get-
ting it built and set up, but once in place, 
it saved him and his dad more stress than 
any other decision in the last 10 years. 

“With your own elevator, you can go 
out and harvest five acres if you have to, 
and not worry about trying to line up an 
elevator somewhere else, and trucks, or 
not having to worry about someone 
being full or having to take corn or 
wheat or soybeans for a couple of days,” 
says Cunning. “It was an investment, but 
the return on investment has been huge. 
The amount of stress it’s saved us in the 
last two years has been incredible, espe-
cially last year with the volumes that 
were coming out of the field.”

On-farm storage came into question 
about five years ago when engineers and 
retailers urged caution on farmer famil-
iarity with the concept of storing grain. 
It’s one thing to build a storage bin or an 

elevator, but the liability for anything 
happening to that stored product then 
falls on the farmer. Knowing when to 
turn on the fan or to check for bugs — 
all of that and more — suddenly became 
the domain of the farmer. Cunning says 
he’s lucky that since he works with 
DuPont Pioneer as a seed dealer, he has 
access to resources that he’s come to 

value greatly. He can ask those questions 
about bugs or fans from within his 
dealer and company network.

Of course Twitter is also an incredible 
source of information and advice, and 
Cunning counts it among his most 
important resources.  

“If you want to know what’s happen-
ing in the country, you just pop open 
Twitter and everyone seems to want to 
share what’s going on with them, or their 
crops or the weather,” he says, adding 
that he converses primarily with farmers, 
dealers and manufacturers. “I probably 
use Twitter more than Facebook or 
Instagram or even YouTube.”

Tough Times
For all of Cunning’s optimism and 

willingness to try, he concedes that one of 
the biggest challenges facing growers on 
the farm today is the dollar squeeze. 
Commodity prices are cyclically low, and 
that’s the challenge for cash croppers. But 
the price for milk has been cut, fruit and 
vegetable growers are getting ratcheted 
down on their prices, and consumers are 
demanding greater accountability yet 
complaining about high prices for food.

“Everything is so tight, financially,” 
Cunning says. “Every year it seems your 
expenditures go up but your income 
doesn’t really increase much. And we’ve 
diversified our business as much as we 
can, getting into custom work and the 
cash-crop business and dairy. I’m happy 
we’ve done that because it eases the pres-
sure on one single sector. But it’s probably 
the biggest concern I’ve heard expressed 
by other growers — the amount of 
money left over.”

“Guys are concerned about it,” Cun-
ning repeats. “There’s less left over 
every year.”

To answer that, Cunning and his dad 
are always trying to stay ahead by follow-
ing a fairly rigid schedule that helps 
organize each day and each week’s tasks. 
For Trevor, it’s a matter of getting every-
thing lined up and planning everything 
out as best he can, and to live by the 
mantra “control the controllable.” He 
also tries to stay up-to-date with news 
and trends in the agri-food industry, and 
he’s never satisfied with the “just 
enough” mindset. 

“Be persistent, keep your ears open, 
talk to lots of people and take every 
opportunity that you get to make con-
nections,” Cunning says. “And be patient 
and try not to get too high or too low — 
keep an even keel.”  Cg

For father Allen and Trevor Cunning, building their own elevator has boosted their 
operational flexibility and greatly reduced stress.
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With consumers pushing for a 
greener, more sustainable 
chemical industry, agriculture 

is poised to play a key role in the new bio-
economy, especially with renewable 
resources that can be converted into bio-
energy and biobased chemicals.

This time, farmers aren’t waiting 
around to find out how they can get 
involved.

A group of farmers in southwestern 
Ontario is getting in on the ground floor 
of a commercial-scale facility at Sarnia, 
Ont. that will convert corn stover into cel-
lulosic sugar, which can then be used to 
make plastics, lubricants, paints and other 
bio-based products.

The new facility, to be operated by 
Comet Biorefining, is a win-win for farm-
ers. That’s according to Dave Park, a 
Sarnia-area grower who is a director with 
the Grain Farmers of Ontario and presi-
dent of the Cellulosic Sugar Producers 
Co-operative, formed two years ago to col-
laborate on the development of a sustain-
able agricultural biomass supply chain.

Creating a market for cornstalks will 
benefit farmers in two ways, says Park.

The first is agronomic. Corn stover has 
become a management challenge for 
farmers, especially with the bigger, 
tougher plants produced by today’s high-
yield corn crops. Many farmers now find 
that because of the amount of crop resi-
due after corn, it is difficult to get a good 
stand of soybeans the following year.

Farmers are having to use more tillage 
to manage the crop residue, says Park, but 
removing a portion of the corn stover 
from the field would make it easier for 
farmers to plant a subsequent crop and 
eliminate the need for extra tillage.

The second reason is business. Selling 
the corn crop residue would be an oppor-
tunity to boost income from the farm 

without having to increase the land base, 
Park says.

The Cellulosic Sugar Producers 
Co-oper ative will be responsible for 
removing the corn crop residue, aggregat-
ing it at a central location and delivering 
it to the conveyor belt at the biomass 
plant, says Park.

Farmers would combine their corn 
crop as usual, with Park envisioning a two-
pass system for the removal of the corn 
stover. First, a flail chopper would be used 
to cut the cornstalks. The chopper would 
be set high in order to leave 50 per cent of 
the crop residue in the field to maintain 
soil organic matter levels, he explains.

The second pass would be with the 
baler, after which bales will be stacked at 
the edge of the field until they can be 
transported to a central aggregation site.

The co-operative will ensure the bales 
are removed from the field by March 30 
of the following year, and bale weights 
and moisture levels will be recorded at the 
central aggregation facility.

All of the farmers supplying corn crop 
residue will need to be members of the 
co-operative. This ensures that a consis-
tent product is delivered to the conveyor 
belt and also gives farmers a voice at the 
table, says Park.

The co-operative will own a 40 per 

cent stake in the biorefinery, which means 
farmer members will also get “a portion 
of the value of the sugar coming out the 
other end,” says Park.

The new cellulosic sugar plant is the 
culmination of several years’ work by sev-
eral players, including farmers, industry, 
and government, who have been trying to 
advance green technology and the bio-
economy.

The Ontario Federation of Agriculture 
(OFA) has been working on biomass 
issues for several years, says OFA presi-
dent Don McCabe. McCabe farms in 
Sarnia-Lambton, near the proposed plant 
site and is also vice-chair of the Bio-
industrial Innovation Centre (BIC), a 
non-profit group which aims to bridge 
the gap between research and the com-
mercial application of green technologies.

“You have to get everything moving in 
the same direction,” says McCabe. 
“Farmers aren’t going to take off the sto-
ver without a market but the company 
won’t come unless farmers are taking off 
the feedstock.” While some say it’s the 
proverbial “chicken and egg” situation, 
McCabe prefers the analogy “the same 
tide will raise all boats.”

In 2013, the OFA hired the University 
of  Guelph (Ridgetown Campus) to 
investigate the potential for a commer-

Farmers ready to participate 

in bioeconomy

By Helen Lammers-Helps

From cornstalks to sugar

Cornguide 

The farm co-op will own a 40 per cent share of the  
biorefinery, and assure farmers a place at the table

The co-op is looking for up to 150 growers within 100 kms of Sarnia.



cial-scale biorefinery. The report, called 
“Develop ment of a Business Case for 
Cornstalks to Bioprocessing Venture” is 
available on the OFA website along with 
other studies completed by the OFA. 
Focus group meetings with producers 
were held as part of the investigation to 
determine producer interest and con-
cerns. The analysis also considered four 
possible business models, and it then 
determined that a supply co-op where all 
entities of the value-chain could poten-
tially be equity members was the pre-
ferred model.

OFA’s research indicated that problems 
with high levels of corn crop residue occur 
at yields above 150 bushels per acre, says 
McCabe. Soils will warm up faster with the 
excess corn stover removed but farmers 
will need to be compensated for the nutri-
ents that are leaving the field, he adds.

OFA also organized corn stover baling 
demonstrations which were attended by 
about 1,000 farmers. McCabe says this 
work showed that the AGCO large square 
baler is capable of handling cornstalks in 
addition to wheat straw and hay.

Sarnia, which has been a petrochemi-
cal industry hub for more than 70 years, is 
a good location for the bioprocessing 
plant, says McCabe. Industrial land with 

all of the necessary infrastructure services 
is available as well as a skilled workforce. 
“And the feedstock is available just one 
concession over.”

Park and several other local farmers 
got involved about two years ago. BIC 
brought all of  the players together, 
including farmers, government, end-
users and technology providers. “It 
seemed to be a worthwhile project so we 
formed a co-oper a tive,” says Park. “That 
meeting seemed to create traction… the 
ball gained momentum.” He adds: 
“We’ve been passing all of the check-
points ever since.”

“It’s good for farmers to be involved to 
steer the way the industry goes. We’re tak-
ing an active role in adding value to 
undervalued corn crop residue,” says Park.

BIC evaluated the various companies 
that had the technology to convert bio-
mass into sugar. They started with 19 
potential companies and during a process 
that took a year and a half, whittled the 
field down to a handful. At this point they 
let the farmer co-operative choose the 
successful company. “We let the co-op 
have the final say since it would be work-
ing with them,” says Dr. Murray 
McLaughlin, an adviser at BIC and the 
former executive director.

One of the reasons the co-op chose 
Comet Biorefining is that its proposal was 
not a megaplant, but it is scalable. “We 
have to walk before we can run. We don’t 
want to get too big too fast,” says Park.

The co-op also liked that Comet 
Biorefining can use more than one feed-
stock, continues Park. If there are prob-
lems, such as a heavy rain or early snow 
that makes it difficult to remove the stover, 
the plant could run on wheat straw or 
wood chips instead, although Park hopes it 
will be running on 100 per cent corn sto-
ver. “We want to build up a surplus inven-
tory in the event of poor weather,” he says.

The Cellulosic Sugar Producers 
Co-operative will be holding information 
meetings this fall in order to complete its 
Equity Raise Campaign.

“We’ll show what work’s been done, 
but it will be up to each farmer to decide 
if it’s a fit,” says Park, who adds that they 
are hoping to attract about 100 to 150 
members within a 100-km radius of the 
Sarnia plant.

McLaughlin expects agriculture will 
see even more diversification opportu-
nities in the bioeconomy. “It could be 
selling crop residue or it could be pur-
pose-grown crops such as Miscanthus 
or switchgrass.”  CG
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ResouRces
“Development of a Business Case for Cornstalks to Bioprocessing 

Venture” report by the University of Guelph (Ridgetown) is at: 

www.ofa.on.ca/uploads/userfiles/files/CornstalkReport-FINAL.pdf
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The 2016 growing season in the 
United States has been excellent 
for corn production, and it’s mak-

ing distant memories of the 2012 drought 
that reduced U.S. corn yields and sent 
prices into the stratosphere.

Such a severe drought doesn’t happen 
very often. At that time it drove corn 
futures to an all-time high of $8.49 a 
bushel, which not surprisingly then made 
the whole world want to grow corn, and 
which in turn is why prices have slid the 
long way down ever since.

But market demand is its own story. 
For instance, this year the USDA is pro-
jecting corn demand to be 14.5 billion 
bushels. This is huge especially consider-
ing that last year at the same time corn 
use in the United States was lower than 
this by 500 million bushels.

The world still wants corn, especially 
at lower prices. It is almost like a chal-
lenge of abundance. Good weather and 
improved genetics and crop management 
produce ever bigger corn crops.

However, that abundance usually 
comes with lower prices and bigger sur-
pluses. At mid-July 2016 the old-crop 
corn stocks-to-use ratio was still sitting 
at 14.7 per cent, compared to last year’s 
12.4 per cent.

Strong corn production in the U.S. is 
the key to sustaining these markets.

Getting here has been an adventure, 
however, and it has taken the better part 
of eight years since that first run-up in 
corn futures prices to the $8 level.

Before 2008, U.S. corn farmers were 
given the challenge to produce corn for 
ethanol to satisfy the renewable fuel stan-
dards (RFS) brought in under the U.S. 
Energy Act. At the time this meant that 

corn production would need to climb sig-
nificantly in order to satisfy this demand. 
As prices went up because of increased 
ethanol demand, the 2012 drought added 
to the corn price effervescence.

Today’s ethanol demand for corn in 
the United States is 5.275 billion bushels, 
but production has risen over time to feed 
this demand, and we are now back to 
futures prices similar to those before the 
great ethanol boom erupted.  

The implications for corn producers 
especially in Eastern Canada are telling. 
Over the last eight years, corn prices have 
been significantly higher than the $3.30s 
we saw in August. Many younger produc-
ers have become used to those prices.

At the same time, corn productivity 
has shown healthy annual gains partly 
based on improved genetics and manage-
ment techniques. This has led to higher 
profits than usual in the corn market.

Now, in 2016 it looks like those days 
are over.

Big production in the U.S. has been 
the biggest reason for the lower futures 
prices. On August 12, 2016, the USDA 
released its corn estimate of 15.153 billion 
bushels, up significantly from its estimate 
of 2015 at the same time of 13.6 billion 
bushels. Even with the huge demand fig-
ure of 14.5 billion bushels, U.S. ending 
stocks are expecting to come in at 2.4 bil-
lion bushels. These huge supply numbers 
have swamped the corn market.  

Clearly, it is what it is, but for produc-
ers with corn there is hope. Markets are 
cyclical and the corn futures market is 

We’re back to the corn  

prices we saw before the 

great ethanol boom, but 

weather is always a wild card

By Philip Shaw

Tame The Bear

Cornguide 



legendary for its gyrations. The U.S. corn 
yield projection from USDA is 175.1 
bushels per acre going into the September 
USDA report.

Any change in U.S. yield projections 
will have an impact on prices. The 
Brazilian crop was down 10 per cent in 
2016, meaning Brazil will import U.S. 
corn for their poultry sector.  

Interestingly enough, change may 
come from North American production 
in 2017 with the possible formation of a 
La Niña weather pattern and unfriendly 
crop conditions. Although, this might be 
a factor for prices in 2017, some of it will 
surely catch some of the 2016 old crop.

Weather is always a wild card, and this 
surely will continue.

In Eastern Canada the saving grace 
for Ontario and Quebec cash prices has 
been the value of the Canadian dollar as 
of August 2016 valued at approximately 
US$0.7680. This has been extremely 
important to cash price, although in 
some ways, it’s a bit of a price illusion as 
low corn futures prices in the $3 to $4 
range translate into Canadian cash prices 
of $4 to $5 a bushel. As the Canadian 
dollar gyrates, so too does the cash price.  

The Canadian dollar is a thinly traded 
currency compared to the U.S. dollar. As 
the U.S. dollar moves, usually the 
Canadian dollar moves in the opposite 
direction. Global instability usually means 
strength in the U.S. dollar and acts as a 
drag to agricultural commodity demand.

Brexit’s continuing instability should 

support the U.S. dollar, and future 
moves by the U.S. Federal Reserve to 
possibly raise interest rates would sup-
port it too. This will continually give 
clues on the direction to the Canadian 
dollar and basis levels.

The Canadian dollar affects basis levels 
for corn, but the eastern basis is also 
influenced by the quality and quantity of 
corn supplies within Ontario and 
Quebec. In 2016, the crop size is still 
being measured, but it will clearly be sig-
nificantly less than the 170 bushels per 
acre recorded in Ontario in 2015. In fact, 
Ontario has been importing corn in the 
summer of 2016 and if drought condi-
tions continue in many parts of the prov-
ince, an import basis may become much 
more common.

In other words, expect higher basis 
levels than the past few years for Ontario 
corn. Drought does have its price, and for 
many regions of Ontario in 2016, the 
corn crop is paying that price.

This will be very challenging to 
Canadian corn farmers. In August 2015, 
the Canadian dollar was valued at approx-
imately US$0.91. In August 2016, it is 
approximately US$.7680. That movement 
in the Canadian dollar during late 2015 
was the whole story with regard to pricing 
cash corn during that period.  This is 
always the inconvenient truth of pricing 
corn in Canada. Futures prices move and 
do what they do, but when you have a pre-
cipitous drop in the value of the Canadian 
dollar like we saw last fall, sometimes that 

is the key factor to pricing Canadian grain. 
It is really nothing new, but going into the 
harvest of 2016 foreign exchange is likely 
to remain very important.

The market reality in August 2016 for 
corn is bearish, but keep in mind that the 
market is very fluid.

Nothing ever remains the same, espe-
cially when it comes to corn futures prices 
and the corn market.

It also may mean, the bottom is yet to 
be found. Much will depend on the U.S. 
dollar value going forward as well as how 
South America adapts to changing corn 
prices. With the Brazil crop size down this 
year, will they plant more next year?  
Argentina is expected to plant more corn 
in the fall as the new government has 
changed the schedule of export taxes on 
commodities.  

No discussion about the corn market 
is ever complete without talking about 
ethanol. In the U.S., ethanol demand is 
the highest ever, but much will depend on 
the outcome of the U.S. presidential elec-
tion. A different president may have a dif-
ferent opinion about continuing the 
ethanol mandate. 

In Ontario, subsidies from the Ontario 
Ethanol Growth Fund come to an end on 
December 31, 2016. The administrative 
end of the program comes at the end of 
March 2017. Ontario’s ethanol refiners 
will have to find their way forward.  

It is a low-price corn scenario, which 
we’ve seen before. However, change is our 
only constant in agriculture. Combines 
are yet to roll and late-summer weather 
could still change the U.S. yields.

USDA reports will surely continue to 
serve as flashpoints for price volatility. 
The challenge for eastern Canadian corn 
growers will be to market where they are 
profitable and comfortable. There will be 
corn-marketing opportunities ahead. 
Daily market intelligence in both the cash 
and futures market will be key.  CG
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Heading into harvest, it’s easy to see all the reasons why 
the bear market could dominate our winter. But the 
market is fluid. Nothing ever stays the same forever, 

especially in corn
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The ones whose DNA runs in rows,

the ones who value pinky swears as much as handshakes,

and the ones who never wanted to be anything but.

Here’s to farmers.

The ones who don’t believe in man’s work,

the ones who’ve never heard of an 8-hour workday,

and the ones who don’t believe the week ends.

Here’s to farmers.

The ones who stand as tall as their fi elds,

wipe the dedication from their brow,

and whose hearts span beyond their acreage.

Here’s to farmers who never stop growing.
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More hybrids, more technologies, more choices for 2017

By ralph Pearce, Cg Production editor

What’s new in 
corn hybrids

Corn has become the go-to crop 
for even more farms across 
Canada, despite the fact that it 

already has over a century of history 
north of the border. In fact, despite 
this year’s pricing worries and all the 
talk of a potential oversupply in the 
market, it’s a choice that more growers 
seem ready to be loyal to.

When a farm opts for corn, it isn’t 
just choosing a crop to grow. It’s choos-
ing a way to structure and grow the 
farm itself. It’s choosing a future.

In this second edition of our “What’s 
new in corn hybrids,” we offer a quick 
summary of the latest hybrids and tech-
nologies coming available to growers. In 

all, 10 seed and trait companies are par-
ticipating in this year’s edition, with 
more than 60 new hybrids.

Some differentiate their listings 
between grain and silage hybrids. 
Others are featuring their companies’ 
latest technologies. We have tried to cre-
ate the most value for you from the 
information they felt able to share.

As always, we strive to make this list 
as comprehensive as possible, but it’s 
still important to discuss your seed and 
planting decisions with your dealer or 
seed company representative.

Also take note of  the following 
abbreviations: CHU means corn heat 
units; RM is relative maturity.

Country Farm SeedS

grain hyBridS

CF 190 is a conventional hybrid, suited 
to regions with 2400 CHU including 
Ontario’s near north.

CF192 is a Roundup Ready 2 technol-
ogy hybrid and is also bred for the 2400 
CHU region.

CF430 is a conventional hybrid with 
suitability for 2825 CHU regions. 

CF458 features Genuity SmartStax 
RIB Complete technology, and is bred for 
areas with 2875 CHUs.

Silage hyBridS
CF978S is an advanced technology 

hybrid with the Agrisure GT system. It 
performs best in areas with 2200 CHU. 

CF990S is a Roundup Ready 2 tech-
nology silage hybrid, suited for dairy pro-
duction in 2775 CHU regions.

CF994S features Genuity SmartStax 
RIB Complete technology. It is bred spe-
cifically for silage producers in the 2850 
CHU area. 

CroPlan
1756VT2P/RIB is an early, fixed-ear 

type suited for medium to high stand 
populations in 2350 CHU regions. 
1756VT2P/RIB flowers in the mid-range 
of the maturity set for good quality grain. 
It is a medium-height plant with very 
good stalk strength and a 77 RM.

2587VT2P/RIB is able to perform con-
sistently across varying soil types in the 
2625 CHU area. It features plant health 
for late-season intactness, and the hybrid 
has excellent drydown characteristics and 
an 85 RM. Preliminary data show excel-
lent stress capability.

3314VT2P/RIB is similar to 3146 and 
2845 in maturity, with strong emergence 
and late-season intactness. Suited for 
2750 CHU region and a 93 RM.

3614VT2P/RIB is a potential pair for 
3899, with superior stalk strength and dis-
ease tolerance. Best suited to 2850 CHU 
with a 96 RM.

3705VT2P/RIB and 3705SS/RIB have 
been selected for top production of high 
test-weight grain combined with early 



flowering and the capacity to travel beyond 
their heat unit ranges (2850 and 2875 
CHU, respectively). Both have strong plant 
health for late-season intactness, with an 
aggressive root structure and a 97 RM.

4350SS/RIB is an aggressive hybrid 
from seedling onwards and an impressive 
performer, with early flowering in its 
maturity class (103 RM). This hybrid 
responds to management in the 3100 
CHU regions.

4791AS3111/GT and 4791AS3000/GT 
have the capacity to produce large plants 
that handle stress well and respond to high-
yield situations. Both are noted for root and 
stalk strength and are best suited to 3200 
CHU with a relative maturity of 107.

S4100VT3P/RIB is a leafy silage 
hybrid, with excellent emergence and 
early growth vigour. A longer harvest 
window in the 3000 CHU region ensures 
potential feed quality. Like most leafy 
products, it yields best at moderate popu-
lations with a relative maturity of 101.

DeKalb/Monsanto
DKC34-57RIB is a VT Double PRO 

RIB Complete hybrid that has demon-
strated excellent yield potential and high 
test weight in all yield environments. It 
performs best on loamy soils and has very 
good drydown and stalk strength.

DKC35-88RIB has shown excellent 
yield potential in all soil types and yield 
environments. This VT Double PRO RIB 
Complete hybrid flowers and dries down 
true to its relative maturity and has excel-
lent stalks and roots.

DKC38-55RIB is a hybrid that per-
forms best on loamy soils at medium to 
high planting populations. It is a medium-
statured VT Double PRO RIB Complete 
hybrid that flowers early for its relative 
maturity and has excellent drydown and 
very good test weight.

DKC40-77RIB is a stable performing 
hybrid with good yield potential. This 
SmartStax RIB Complete hybrid has a 
very good overall defensive disease pack-
age to make for excellent seedling vigour 
all the way through to excellent late-sea-
son plant health.

DKC53-72RIB is a widely adapted 
SmartStax RIB Complete hybrid with 
strong agronomics and yield potential 
across all yield environments. 

DKC55-05RIB is a VT Double PRO 
RIB Complete hybrid with strong yield 
potential and excellent stalk strength.  
Plant this hybrid at medium to high pop-
ulations for best results.

DKC58-06RIB is a SmartStax RIB 
Complete hybrid with excellent agronom-
ics and yield potential. It performs well 
across all soil types. This hybrid has excel-
lent seedling vigour and emergence and 
should be planted at higher populations 
for best results

Dow seeDs

Grain corn 

DS84J77RA – This exciting high-yield-
ing 2600 CHU hybrid features new 
SmartStax genetics and Refuge Advanced 
technology. Strong agronomics and 
drought tolerance combined with great 
stalks and roots make DS84J77RA an 
excellent choice for any farm. The large 
robust semi-flex ear has great tip fill and 
contains deep flat kernels. Open husk at 
maturity promotes rapid grain drydown.

DS01D87RA – This new 3050 CHU 
SmartStax hybrid is strong season-long 
thanks to strong agronomics. Excellent 
disease tolerance to northern corn leaf 
blight and eyespot keep DS01D87RA 
healthy throughout the growing season 
allowing for great late-season plant intact-
ness. This hybrid delivers consistent per-
for mance over variable growing condi  tions 
and has the ability to outperform in high 
yield environments. 

DS02J57RA – This 3100 CHU Smart-
Stax hybrid combines excellent general 
stress tolerance with strong yield potential 
and is widely adapted to offer stable per-
formance under tough conditions. It fea-
tures strong early-season emergence and 
vigour and is well adapted to no-till man-
agement. DS02J57RA is an excellent 
choice for soil types susceptible to 
drought stress. The semi-flex ear with 
excellent husk coverage also favours use in 
areas prone to bird damage.

silaGe corn 
BMR90B94 – This 2600 BMR (brown 

mid-rib) hybrid is Dow’s earliest BMR 
silage-specific hybrid and features 
Herculex Xtra insect protection and 
Roundup Ready 2 Technology. Solid agro-
nomics support high plant densities, good 
stress tolerance and excellent standabil-
ity. BMR90B94 provides dairy producers 
in early season production areas the 
opportunity to utilize highly digestible 
corn silage with BMR technology.

F2F345RA – This 2700 CHU BMR 
hybrid features the SmartStax trait pack-
age combined with Refuge Advanced 
technology. This highly digestible silage-

specific hybrid is medium-tall in height 
with good stress tolerance and great for-
age tonnage potential. It has a harder ker-
nel texture which will benefit from kernel 
processing, and features good ear devel-
opment and tip fill. 

BMR97B37RA – This high-yielding 
2850 CHU BMR silage-specific Smart Stax 
hybrid has a tall attractive plant stature, 
solid agronomics including above aver-
age eyespot and northern corn leaf 
blight tolerance and delivers excellent 
forage tonnage. BMR97B37RA produces 
exceptional BMR quality silage with high 
starch scores and unmatched BMR 
digestibility. 

TMF99Q47RA – This high-yielding 
3000 CHU SmartStax corn silage hybrid 
comes from a new line of Dow Seeds 
TMF silage genetics. TMF99Q47RA is a 
tall attractive hybrid with a dense can-
opy, solid agronomics and consistent ear 
size with moderately soft kernel texture 
all contributing to excellent whole plant 
digestibility and starch scores. 

TMF03H27RA – This new 3100 CHU 
SmartStax silage specific hybrid features 
a tall, dense plant stature and delivers 
impressive forage yield. TMF03H27RA 
has solid agronomics including strong 
stalks, excellent ear retention and leaf 
disease tolerance. Large ears produce 
grain with soft kernel texture contribut-
ing to high starch scores and easy pro-
cessing. 

DuPont Pioneer
P9188 is a new conventional version of 

leader genetics for maturity in the 2650 
heat unit area, with a high yield perfor-
mance with early flowering. Excellent root 
and stalk strength, and superb test weight.  

P0157AMXT is a new technology ver-
sion of leader genetics for maturity, fea-
turing two modes of insect protection 
above ground and two modes below 
ground. A 3050 CHU hybrid, it flowers 
late  w ith ver y  fast  dr ydown. An 
Optimum AQUAmax product for excep-
tional drought tolerance and a short 
plant with low ear insertion and high 
test weight. Very good root strength and 
average stalk strength.  

P0506 is a conventional hybrid with 
excellent performance for 3100 CHU. It 
also has above-average stalk strength, 
intermediate stress emergence and excep-
tional drought tolerance with the 
Optimum AQUAmax trait. Very good 
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grain drydown and an excellent disease 
resistance package. 

P0825AM is another new full-season 
product with single-bag integrated refuge. 
This 3250 CHU hybrid has above-average 
stalk strength, very good drought toler-
ance and exceptional staygreen properties. 
Also boasts a great disease resistance 
package including above-average north-
ern leaf blight tolerance and moderate 
Gibberella ear rot tolerance.  

P0825AMXT is a new full-season 
product with great yield potential. It has 
two modes of insect protection above 
ground and two modes below ground, 
plus above-average stalk strength. A 3300 
CHU hybrid, it has very good drought 
tolerance, exceptional staygreen and a 
great disease resistance package includ-
ing above-average northern leaf blight 
tolerance and moderate Gibberella ear 
rot tolerance. 

ElitE SEEdS
E53G52 R (2550 CHU) is a stable 

hybrid with high yield potential across all 
soils and environments. It is a versatile 
hybrid with a late flowering, very fast dry-
down, high test weight and good grain 
quality. It offers a very good stalk and root 
strength and excellent seedling vigour. It 
represents an excellent companion prod-
uct to E53B22 R. It is offered as Genuity 
VT Double Pro RIB Complete.

E55G55 (2600 CHU) is the new con-
ventional hybrid for non-GMO market. It 
adds another opton to Elite’s conventional 
high-yielding hybrids with E61C35 (2725 
CHU) and E71T15 (2975 CHU) already 
on the market. It offers excellent spring 
vigour with a very high yield potential and 
good staygreen, plus impressive perfor-
mance in high- and low-yield environ-
ments. This hybrid has fast drydown, high 
test weight and excellent grain quality. 
With its high plant height, it is well suited 
for silage use and offers good silage quality. 

E63G62 R (2750 CHU) provides solid 
agronomic features like spring vigour, 
high test weight and very good stalk 
strength. It offers very good yield poten-
tial even in lower-yielding environments 
and performs well under stress. It has 
excellent staygreen and a nice harvest 
appearance. It comes with the Genuity VT 
Double Pro RIB Complete trait and does 
very well in silage.

E65G82 R (2850 CHU) offers out-
standing yield potential with good stalks 
and roots. This hybrid responds very well 

to intensive management and is best suited 
to better soils. It comes with the Genuity 
VT Double Pro RIB Complete trait.  

E69G92 R (2950 CHU) is a new high-
yielding hybrid that offers a good stress 
tolerance. It is well adapted to all kinds of 
soils and will perform very well in all 
yield environments. It has an excellent 
stalk and root strength, and very good test 
weight. It comes with the Genuity VT 
Double Pro RIB Complete trait and does 
very well in silage.

E70G30 LR (3000 CHU) is a new 
hybrid that was offered in limited quan-
tities in 2016 and will be more broadly 
available for 2017 season. It offers excep-
tional yield potential, especially in high-
yielding environments. This is a high 
plant hybrid with very good staygreen, 
leaf disease tolerance and stalk strength. 
Its spring vigour is excellent. This hybrid 
comes with the Genuity SmartStax RIB 
complete trait.

Logan HD-R (2700 to 3000 CHU) is a 
new silage-specific hybrid. It is a leafy 
hybrid with the Roundup Ready trait. It 
has very good spring vigour and is late-
flowering. This hybrid has been selected 
for its plant height and number of leaves 
above the cob which give very high silage 
yield and high NDF digestibility. The 
grain has slow drydown allowing a longer 
harvest window. Overall, 25 per cent of 
the kernels are floury, which gives high 
starch digestibility. This hybrid has flex-
type ears and the recommended seeding 
rate is 28,000 to 32,000 seeds per acre. 

Horizon SEEdS
HZ 2852 (3010 CHU) and HZ 2853 

(3220 CHU) are 88 RM hybrids for the 
early markets in Ontario. These hybrids 
give excellent test weight increasing the 
weight of your corn shipped to the eleva-
tor, thus increasing profit margins. This 
hybrid has excellent stalks and roots with 
good plant health and excellent agro-
nomics. HZ 2852 has corn borer control 
while HZ 2853 has added lepidopteran 
insect control and is E-Z Refuge (refuge 
blended in bag).

HZ 3790GT is a glyphosate-tolerant 
only 97 RM hybrid giving growers 
options in trait platforms. This hybrid has 
excellent top-end yield punch with excel-
lent plant health. If there are swing acres 
for silage or grain harvest, this is an excel-
lent dual-purpose hybrid, especially with 
corn-on-corn rotations when acres 
become tight.

HZ 4010 – 3220 is an E-Z Refuge 
hybrid at 100 RM with Agrisure Artesian 

drought technology. Even in moisture- 
stressed soils this hybrid will rise to the 
top. HZ 4010 has solid agronomics and a 
short-statured plant with good roots giv-
ing it a nice stand during harvest. With 
dual modes of action for both corn borer 
and lepidopteran insects, this hybrid has 
strong yield potential. 

HZ 4311 – 3011 is a new 103 RM 
hybrid for the silage-specific market. For 
corn-on-corn acres, there is control to 
both corn borer and corn rootworm. 
Excellent silage tonnage yield the silage 
bunker will be filled with fewer acres. HZ 
4311 has excellent spring seed vigour for 
quick emergence.

MaizEx SEEdS
MZ 2495DBR (2500 CHU/84 RM) 

VT Double Pro provides rapid grain dry-
down combined with leading test weight, 
along with excellent spring vigour and 
uniform ear size to maintain yield under 
tough soil conditions. Plants mature 
quickly but with excellent stalk integrity. 
Positioned in and north of its maturity 
zone, and responds favourably to foliar 
fungicides and higher populations. 

MZ 305X (2750 CHU/90 RM) Con-
ven tional offers exceptional plant health 
and staygreen that leads to high yield 
potential, plus above-average seedling 
vigour. It performs well in stressful envi-
ronments, maintaining ear size. It is also 
positioned in and north of zone for opti-
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mum performance at medium to higher 
populations. 

MZ 3033DBR (2750 CHU/90 RM) VT 
Double Pro provides outstanding stress 
tolerance and late-season intactness. 
Strong early-season vigour with leading 
plant health and staygreen characteristics 
through grain fill leads to large blocky 
ears with 18 to 20 rows of deep kernels. It 
maintains ear size under variable environ-
ments and is positioned in and north of 
maturity zone under moderate to higher 
populations. Adapted to variable soil 
types and yield expectations. 

MZ 3216DBR (2800 CHU/92 RM) VT 
Double Pro is an excellent dual-purpose 
hybrid for high grain yields or silage with 
exceptional starch quantity and starch 
availability. Plants have taller plant height 
with good, large-girthed ears. Positioned 
in and north of adapted maturity zone at 
moderate plant populations and responds 
well to foliar fungicides and higher nitro-
gen application rates. 

MZ 3410DBR (2850 CHU/94 RM) VT 
Double Pro offers strong stalks and solid 
plant health that leads to high yield 
potential. Plants flower early for maturity, 
with impressive fall intactness and excel-
lent staygreen. Positioned in its adapted 
maturity zone for optimum performance 
using moderate seeding rates, it demon-
strates strong defensive traits to preserve 
yield under variable yield environments. 

MZ 4280DBR (3050 CHU/102 RM) 

VT Double Pro has industry-leading 
poten tial from start to finish to increase 
your yield. Strong seedling vigour 
responds positively to increased fertility 
plus solid agronomics combined with 
exceptional plant health. Shorter plant 
stature and exceptional late-season intact-
ness aids harvest. It also has consistent ear 
size in variable environments and is posi-
tioned in and south of its maturity zone 
under moderate plant populations. 

MZ 4343DBR (3100 CHU/103 RM) 
VT Double Pro provides leading agro-
nomics combined with exceptional grain 
quality and yield potential. It comes with 
excellent plant health and stalk strength 
and husks dry quickly to aid in rapid 
grain drydown. Positioned in and south 
of maturity zone at moderate to higher 
populations for optimum performance.

Pride SeedS
A4199G2 RIB/A4099RR is a new 

PRIDE G2 VT Double PRO RIB Complete 
at 2150 CHU and Roundup Ready 2 at 
2125 CHU for grain usage. It features early 
pollination and finish, with nice grain 
quality and consistency. Also offers rapid 
emergence and aggressive seedling vigour 
for a fast, early season start, with very quick 
grain drydown in the fall.

A5432G2 RIB is an impressive bench-
mark product family. It’s now available as 
PRIDE G2 VT Double  PRO RIB 
Complete, delivering above-ground insect 
control at 2650 CHU. Very high perfor-
mance with exceptional yield potential, it 
also has great drought and stress tolerance. 
It’s flexible as a dual-purpose grain/silage 
usage with early flowering with very strong 
late-season intactness and stalk strength.

A5656 is a new exciting introductory 
Conventional hybrid at 2675 CHU and an 
excellent choice for dual-purpose grain or 
silage usage, with long-lasting health and 
outstanding stalk strength. It has a visu-
ally attractive plant stature and outstand-
ing plant and ear uniformity with 
outstanding performance, consistency 
and reliability.

A5914G2 RIB/A5915G8 RIB is a new 
hybrid family available as PRIDE G2 VT 
Double PRO RIB Complete rated at 2700 
CHU or PRIDE G8 SmartStax RIB 
Complete hybrid rated at 2725 CHU for a 
choice of above- or below-ground insect 
control. It features girthy ears and solid 
agronomics. Provides outstanding yields 
with excellent stalks, roots and excellent 
stress tolerance.

A6848G2 RIB is another new PRIDE 
G2 VT Double PRO RIB Complete rated 

at 2900 CHU delivering above-ground 
insect control. It has a highly consistent 
yield potential with excellent stress toler-
ance and leaf disease resistance, plus 
medium plant height with upright leaf 
stature. It also features top-end grain 
quality and very uniform ear size.

A6888G2 RIB is a new, highly impres-
sive PRIDE G2 VT Double PRO RIB 
Complete hybrid rated at 2925 CHU and 
delivering above-ground insect control. 
It features exceptional high-end yield 
potential with great commercial look. 
Also has excellent stress tolerance and 
leaf disease resistance and can be used as 
a dual grain or silage choice.

A7171G2 RIB is a new premium 
choice PRIDE G2 VT Double PRO RIB 
Complete rated at 3050 CHU for above-
ground insect control. It also comes with 
high-end yield potential with excellent 
stress tolerance and leaf disease resistance, 
plus strong emergence and vigour. It can 
be used as a dual grain or silage choice 
with a great potential to be a dominant 
product in this maturity range.

A7790G8 RIB/A7707 is another new, 
big impact PRIDE G8 SmartStax RIB 
Complete rated at  3250 CHU or 
Conventional hybrid choice rated at 3200 
CHU. It gives a choice for above- and 
below-ground insect control or non- 
traited. Exceptionally consistent high top-
end yield potential across soil types and 
excellent grain quality and outstanding 
test weight. It grows long, consistent ears 
with eye-catching good looks.

Syngenta
N07S is a 2300 CHU NK corn hybrid 

new for 2017 that provides consistently 
strong yield performance across a broad 
range of growing environments and con-
ditions. This hybrid’s excellent seedling 
vigour helps it emerge strong and pro-
duce dependable stalks and roots for a 
high test weight and easy harvest. N07S 
includes the Agrisure 3010 trait that helps 
deliver season-long protection from 
European corn borer, with glyphosate and 
glufosinate tolerance. 

N08L is a new NK corn hybrid broadly 
adapted to be a strong yield performer 
across several geographies and soil types. 
At 2350 CHUs, this hybrid offers very 
good emergence and early-season vigour 
and produces a heavy test weight with 
good grain quality. N08L also demon-
strates strong drought tolerance. This 
hybrid includes the Agrisure Viptera 3110 
trait stack for excellent control and pro-
tection against above-ground insects.  Cg

Corn Guide, September 2016   15



16   Corn Guide, September 2016

Financial markets began to stabi
lize within days of the U.K.’s sur
prise Brexit vote this past June, 

but that doesn’t mean the vote has been 
shrugged off either by the big exchanges 
or by the markets that set the prices for 
farm commodities.

It does mean, however, that the world 
is coming to terms with the fact that there 
won’t be a lot of quick answers.

For Canadian farmers, it adds up to 
more uncertainty, and more volatility.

Not only is there a risk of financial 
instability, but there may also be fallout 
from the trade deals that get opened up as 
part of the Brexit process.

“There’s going to be a lot of negotia
tion,” says Eric Olson, farm management 
consultant with MNP in Winnipeg. “The 
U.K. is a big economy that Europe still 
wants to trade with, so I don’t think 
they’re going to exactly leave them out in 
the cold. But again they’re not going to 
make it an easy exit.”

Agriculture isn’t likely to be front and 
centre in those negotiations, but it can 
still be affected.

“I would expect in the short term that 
we’re going to be faced with a bit of vola
tility at a time that is important for 
Canadian producers,” agrees J.P. Gervais, 
chief  economist with Farm Credit 
Canada.

Olson believes the immediate impact 
will be from currency volatility: “Most of 
our commodities are priced off the U.S. 
market and the U.S. dollar… the Can
adian dollar has moved up against the 
euro and sterling and we’ve moved down 
against the U.S. dollar. So in the short 
term, Canadian exporters have a bit of a 
competitive advantage against the U.S. 
because of the low Canadian dollar.”

Over the longer term, however, red 
meat, grains and oilseeds can feel the 
impact of a shift in currency values. “We 
rely so much on the strength of export 

markets to not only sell commodities but 
also price commodities,” says Gervais. 
“One of the things that we forget some
times is that we don’t need to export 
commodities to actually feel the impact. 
As an example, should China’s economic 
growth slow down because of the turmoil 
in the world economy due to Brexit, we 
don’t even have to export to China to feel 
some of that because the strength of 
demand coming out of China does have 
an impact on commodity prices that are 
paid to Canadian producers.”

Other sectors can benefit from a 
weaker Canadian dollar. “Vegetable prices 
over the last year have been strong and it 
looks as if this year is going to be a great 
year as well,” says Gervais. “The connec
tion between U.S. and Canada is not as 
great as for grains and oilseeds.”

Longerterm impacts are hard to pre
dict, but Brexit will certainly affect trade 
deals still on the table, like the Canada 
European Trade Agreement (CETA). “One 
of the consequences of Brexit is that this 
trade deal between Canada and the EU will 
have to be ratified by all parties in Europe 
instead of just being ratified by the govern
ment of the European Union,” says 
Gervais. “That opens up the possibility that 
some countries might have different opin
ions about some very specific provisions of 
the trade deal which could jeopardize its 
future, but that remains to be seen.”

“Because we’re an exporting country, 
trade agreements like CETA are really 
important. I’m not exactly sure how 
Brexit will change it but there’s going to 

be a lot of negotiations. If you’re produc
ing a supplymanaged commodity, in 
Canada, you will probably be hoping the 
agreement gets better for you,” says 
Olson. “If you’re producing pork there 
may be some advantages in terms of 
market access. I think there’s some 
opportunity for us. We need to get those 
agreements in place because we’ve seen 
what happens if we don’t. When the 
Koreans made a trade agreement with 
the U.S. before they did it with Canada, 
it hurt our hog exports to Korea.”

Britain is a net importer of food so in 
the long term, once Brexit is completed, it 
could impact its trade relationship with 
the rest of the EU, which could open up 
some opportunities for Canadian produc
ers, says Gervais. “I believe that ultimately 
the U.K. could be in a worse position than 
it was with respect to its European part
ners from a trade standpoint,” he says. 
“That could open up a few opportunities 
for Canadian beef or a few commodities 
such as oilseeds.”

Canada’s agricultural trade with the 
U.K. isn’t huge. In 2015, the entire EU 
accounted for only six per cent of Can
ada’s ag exports, but it’s certainly a market 
that Canadian producers would love to 
sell more products into. The U.K. is the 
thirdlargest populated country in the EU 
and accounts for 16 per cent of its gross 
domestic product. “Any time there is vola
tility in the market, it gives opportunity 
for producers,” says Olson. “There’s 
opportunities to take profit out of the 
market by locking in some better prices 
because volatility means overshooting, so 
the market overshoots high. The problem 
is, it does turn around and overshoot low 
so producers need to be on top of the 
marketing side of things.”

So although Brexit may be an ocean 
away its consequences are likely going to 
be felt by Canadian producers one way or 
another.  CG

While the ag sector looks for stability in currency markets, short-term price 

spikes and long-term trade agreements may get overlooked

By Angela Lovell

Brexit — good or bad for us?
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”Producers need to be on 
top of marketing,“ warns 
Olson. Volatility creates 
opportunity — and risk



Producers who applied their nitro-
gen in one pass this year at least 
minimized their application 

expenses. Those who opted for a split 
application and managed to co-ordinate 
it with well-timed rain perhaps gained 
more for their efforts.

Undoubtedly, however, both are ques-
tioning if their strategy was the right way 
to go this time.

And because of 2016’s dry growing sea-
son, this may be exactly the right year to 
push those questions as hard as you can.

Mike Strang, who cash crops with his 
father Keith and brother Geoff near Exeter, 
Ont., admits they certainly had their own 
questions about their split application 
strategy during the spring, even though 
they are variable-rate veterans.

Strang recalls his dad always sidedress-
ing anhydrous ammonia. Then, when the 
younger Strang became part of the farm 
more than a decade ago, they added a rate 
controller, and then came zone and pre-
sidedress nitrate testing as a basis for vari-
able-rate application.

“Then, when we went to strip till, put-
ting more nitrogen up front didn’t work 
so well because you were getting the pre-
plant nitrogen in the soil test,” Strang 
explains. “So we looked for another sys-
tem and (that) brought us to the 
AgLeader OptRx last year.”

With new technology in their arsenal, 
the application strategy this spring 
involved applying 50 pounds per acre of 
nitrogen at planting with their strip-till 
machine, then Y-dropping in another 60 
pounds per acre around the six-leaf stage, 
followed by a variable-rate pass using 
OptRx sensing and Y-drop dispensing 
technology when the corn reached about 
five feet tall.

Last year, the OptRx/Y-drop combo 
seemed worth the investment and extra 
time spent in the driver’s seat. This year, 
when there wasn’t a cloud in the sky, it 
was harder to be so sure.

“We were really dry in June and I’m 
wondering if that first sidedress pass 
didn’t quite get into the corn crop,” Strang 
says. The crop never seemed to darken 
down, but stayed pale all the way through 
until the third nitrogen application.

Fortunately, after applying their late-
season rate of anywhere from 60 to 
another 90 pounds per acre, Strang says 
they received two and three-quarter 
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Profit-making  
N strategies

Application technology is expanding his N management options, says Mike Strang.

After a dry season, maybe it’s time for some  

hard thinking about how you apply nitrogen

By Amy Petherick, CG Contributing Editor

Continued on page 18
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inches of rain. As far as he’s concerned, 
that was really critical timing.

“Later nitrogen available to the corn 
crop is probably better,” Strang now says. 
“I would even go later, but with our high 
clearance sprayer, if we get much taller 
than six feet we start breaking some of 
the corn.”

Yet he also knows that this might 
sound crazy to the neighbours.

Strang says they are one of only a few 
farmers in the neighbourhood using 
variable-rate application technology, and 
he can understand the appeal of one-
pass strategies from a time management 
perspective. Still, most of the 1,000 acres 
of custom work he took on this year was 
done using his variable-rate setup and it 
hasn’t gone unnoticed that Hensall 
Co-op has outfitted three sprayers with 
Green seekers.

Strang says they believe there are sev-
eral good reasons to invest in the latest 
application devices.

“I didn’t like using anhydrous any-
more. It almost killed me a couple times, 
and so I really wanted to move toward a 
28 per cent liquid fertilizer. To get a 
decent-sized applicator, you’re looking at 
$40,000 and we bought a Y-drop system 
for less than $20,000,” Strang reports. 

“Year in and year out, with adequate 
rains, Y-drop versus a normal sidedress 
unit, yeah, there’s probably no difference. 
But for half the price of an applicator, I 
don’t see a downside to it.”

Strang says he also intuitively likes the 
idea of placing nitrogen right beside the 
corn rows so that it doesn’t take much 
rain before the plant gets access to it. 
Last year he thought he was being really 
smart by adding slow-release nitrogen to 
the mix and felt pretty good when the 
rains came. In hindsight, he should have 
gone in then and sidedressed anyway as 
soon as he started seeing yellow spots. 
This year’s lesson learned was not to 
trim the first application so much, so 
next year he’ll be back up to 80 or 100 
pounds per acre pre-plant.

“We’re always learning,” Strang says. 
“But the benefit of splitting nitrogen is 
you can respond to weather challenges.”

Paul Raymer, of Practical Precision 
Inc. in Tavistock, Ont., says the Strang 
family really exemplifies the type of farm 
now moving to a split-nitrogen strategy. 
As one of the first companies to offer the 
GreenSeeker system to Ontario’s corn 
growers, he’s had the opportunity to 
observe early adopters of optical imaging 
share similar characteristics. Typically, 
they do belong to the younger genera-
tion of farmers and they show no fear of 
managing new technology. They also 

have a mindset that is more future 
focused and less inclined toward repeat-
ing what has worked in the past.

Raymer recalls how, in the early years, 
many farmers genuinely could not 
accept the concept that corn was capable 
of consuming nitrogen after the knee-
high stage. So he also believes adopters 
of this technology are more comfortable 
with scientific literature related to plant 
physiology and nutrient uptake.

“It’s been a culture shift,” Raymer 
summarizes. “Probably one of the big 
momentum drivers to this split nitrogen 
movement has been the cost of inputs.”

When he first started in the business, 
Raymer says nitrogen prices were 
through the roof and interest in the 
product was very high. More recently, 
nitrogen has been fairly decently priced 
and, for a number of farmers out there, 
it’s just simpler to put a little extra on. 
The only thing he thinks will influence 
those individuals to stop this practice is 
another price spike or regulation, some-
thing he’s convinced is only a matter of 
time. 

“Then there are the farmers looking 
at every dollar,” Raymer says. “Maybe 
they have limited acres. They want to 
maximize the productivity of every acre, 
as much as they can.”

Quite often, he says, they’ve observed 
some of  the best results on highly 

“The benefit of splitting nitrogen is you can respond to weather challenges,”  
says grower Mike Strang

Continued from page 17
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manured ground. Since the technology 
was originally designed for conservation 
purposes by Oklahoma State University, 
it stands to reason that it’s well suited to 
identifying manure application inconsis-
tencies. And although it’s not a silver 
bullet, Raymer says that on over 80 per 
cent of the fields the technology has 
more than paid for itself in either nitro-
gen savings or yield gains.

“We want to chase conservation, I 
think that’s good stewardship, and trying 
to leverage from what we gain naturally,” 
Raymer says. “But we may not pick up 
on what we’re really generating naturally 
until it exceeds the height capacity of our 
traditional nitrogen applicators.”

Raymer encourages growers to pic-
ture the growing life of a corn plant as 
having all the years of a human life com-
pressed into one. “As soon as it gets into 
its adolescent years, its appetite is just 
going through the roof.” If that plant gets 
short-changed, it will never grow up to 
achieve its maximum potential, so iden-

tifying potential deficiencies and amend-
ing those properly with a little spoonfed 
nitrogen at this time, makes a lot of 
sense to him. “We’re really trying to 
maximize for the inputs that we’re put-
ting into this somewhat expensive crop 
to grow,” Raymer says. “If nitrogen was 
stable in the soil, we wouldn’t be having 
this conversation right now.”

Echoing the very same sentiments is 
Paul Hermans, an agronomist for 
DuPont Pioneer in the eastern Ontario 
and Quebec area. However, the apparent 
behaviour of nitrogen in soils located 
outside of Ontario’s dominant corn 
growing region adds a twist to these 
ongoing conversations. He offers some 
recent Ontario Soil and Crop Improve-
ment Association Y-drop trials, which 
were undertaken by the Ottawa, Lanark 
and Dundas chapters last year to evalu-
ate split rates and timing, and which 
failed to produce any significant results 
in those areas. 

“Conversely, in southern Ontario, at 

Pioneer we did some Y-drop trials and 
they got a bigger response,” he says. 
Hermans says too that he has found 
eastern Ontario soils tend to be able to 
cook up more nitrogen somehow, most 
likely out of the soil types and their 
organic matter. “In general I think we 
can produce more nitrogen out of our 
soils, so what happens there doesn’t 
always hold true for eastern Ontario,” 
he offers. 

Which isn’t to suggest the new split 
nitrogen mindset is only being adopted 
in the southwest. Raymer says he’s seeing 
more and more farmers applying 60 to 
70 per cent of their nitrogen as pre-plant 
broadcast, or broadcasting and putting 
some nitrogen through the planter, and 
then coming back to sidedress. He also 
believes relying on soil nitrate tests is 
now common practice.

To Raymer, it’s clear. If you aren’t 
actively looking for improvements to your 
nitrogen application strategy, he says, 
you’re leaving money on the table.  CG
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I
t’s a curious trend. “Soil health” is one of the great 
buzz phrases of modern agriculture. Admittedly, it’s 
just words to some, yet for a dedicated and growing 
number of producers, it’s a primary goal. 

Yet if you ask the average farmer if they test their soil 
once every three years, as recommended, the answer 

more often than not, is “no.” Much of the time, soil test-
ing is perceived as a cost and therefore something to be 
avoided, and of course it can also be time-consuming.

Depending on the results, too, there can be serious 
question about its overall value. 

Enter the Solvita test. Although it’s been available to 
Eastern Canada growers for about five years, its accep-
tance hasn’t been what its proponents had hoped for. 
The test was developed by Drs. Mary Droffner and Will 
Brinton of Woods End Laboratories of Mt. Vernon, 
Maine, combining their decades of expertise on soil 
properties with the technology that can yield quicker 
and more comprehensive results.

The test itself measures carbon dioxide respiration 
using gel-based “paddles” that turn colour based on the 
amount of carbon dixoide in the soil. Unlike previous 
CO2 tests that could take as long as a week, the Solvita 
test renders a result within 24 hours. 

CO2 respiration indicates the presence of microbes 
in the soil, with the rate and quantity of CO2 production 
reflecting the activity of that soil life. As a grower engages 
in more sustainable practices such as cover cropping 
or reduced tillage, soil organic matter accumulates via 
humified roots and other plant residues. This organic 
matter then supports rich microbial life.

However, the presence of CO2 also indicates the 
availability of nitrogen and phosphorus, which are com-
ponents of plant residues, microbes and humus.

According to Dr. George Lazarovits, research direc-
tor with A&L Canada Laboratories in London, Ont., the 
Solvita test also provides a link between CO2 respira-

A healthier soil test
Is it time to start investing in the Solvito soil test for your farm?

CROPS GUIDEPG. 37  Everyone agrees that 
compaction hurts yields. 
So why is Europe so far 
ahead of us in curbing it?

PG. 42  Back to basics: It’s time 
to give underseeded red 
clover another look.

CONTINued ON page 34

By Ralph peaRCe  /  CG ProduCtion Editor

Microbial 

activity in a 

healthy soil is 

evident by its 

aggregated 

structure, as 

well as the 

presence of root 

channels and 

worm holes.

We’re finding  
huge differences in  

the microbiology.”
Dr. George Lazarovits, A&L Canada Laboratories
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tion and potentially mineralisable 
nitrogen (PMN) in soil. In 1994, Dr. 
Dan Murphy led a research team at 
the University of Western Australia 
with a detailed analysis of soil biol-
ogy and crop production (in wheat) 
on 14 farms. 

“They looked at how the sta-
tistics on various factors explained 
the differences in yield between the 
high production sites and those 
areas they called the underper-
forming sites,” says Lazarovits. “Of 
about 30 per cent of the variables 
that explained the underperform-
ing sites — the difference between 
the high and low production sites 
— the highest correlation by far was 
microbial respiration — the total 
microbial counts. When they broke 
this down further, they found it was 
actually related to the reserves of 
nutrients that were stored in this 
population of microbes that were 
released to the plants at the time 
that they were producing grain.”

Their research determined that 
80 per cent of nutrients required 
by a wheat crop are stored in the 
microbial populations.

This is the potential mineral-
isable nitrogen, and it’s what they 
found to be the most important 
factor, which then relates to the 
amount of nutrients stored in the 
microbes.

In other words, these microbes 
store nitrogen, potassium, magne-
sium, calcium and zinc, and as they 
die off, they act as slow-release fer-
tilizer.

A fAster test
In 1994, the limiting factor for mea-
suring soil respiration was time. 
It could take up to a week to gen-
erate enough carbon dioxide in a 
test-tube sample to derive any 
meaningful data. Today, the Solvita 
test can do that in one day.

As with other tests, however, it 

isn’t a single measurement that pro-
vides the greatest value. The first 
measurement is simply a benchmark, 
and Lazarovits is the first to say that 
while it will give you some baseline 
values on the potential mineralis-
able nitrogen available in a field, it 
won’t provide a definitive word on 
the overall soil health profile.

It’s a little like a physical exam, 
he says: if you get one every year, 
then you can look at change over 
time, which gives you a better idea 
of your health status. 

“Solvita should be a test that you 
would do on a regular basis to see 
if you’re actually pushing up those 
microbial counts,” Lazarovits says. “A 
single test is not all that informative 
but if you do it every year and you’re 
doing rotations and you’re putting 
on manure, and your respiration is 
going up on a yearly basis, you will 
notice that your yields are going up 
on a yearly basis. You’ll then be able 
to correlate — just as they have at 
the Solvita lab — between crop yield 
and soil respiration.”

Different test 
Altogether

Some might wonder if a soil biology 
test is actually important. Physical 
and chemical properties in any soil 
are the standards, and the informa-
tion derived from testing them is all 
that’s been necessary for years.

Even so, Jake Munroe, soil fertil-
ity specialist with the Ontario Min-
istry of Agriculture, Food and Rural 
Affairs (OMAFRA) is a proponent 
of measuring soil biological activity. 

With a conventional test, Mun-
roe says, a grower is getting an anal-
ysis based on chemical extractions 
for a variety of nutrients, as well as 
pH. With those extractions, there’s 
a history of research that has used 
those data from a variety of soils 
and calibrated fertility recommen-
dations accordingly. Solvita is quite 

different in that it’s not a chemi-
cal extraction from the soil, it’s an 
incubation of the soil, particularly 
the CO2 “burst” test.

Yet Munroe also concedes the 
uptake by farmers has been limited 
in spite of the information the test 
can provide. “What the body of evi-
dence shows from research that’s 
been done on this is that CO2 burst 
is providing an estimate of potential 
biological activity or potential soil 
function in a broad sense.”

The Solvita test is more strongly 
correlated to active organic matter, 
i.e. the short-term organic matter 
made up of microbes, plant sug-
ars, microbial by-products and rel-
atively easily consumed materials 
that can serve as a food source for 
the microbes.

The important point from Mun-
roe’s perspective is that the Solvita 
test provides more than a proxy for 
soil organic carbon, and it certainly 
isn’t merely a replacement for the 
standard soil test.

“I look at something like the 
Solvita test or the CO2 respiration 
test as providing a bit more of an 
integrated measure of the soil’s bio-
logical capacity,” says Mun roe. “It 
provides additional information, so 
I don’t think it replaces the need for 
conventional soil testing. It’s cer-
tainly not a magic bullet of a soil 
test, and it doesn’t stand alone as 
‘the’ soil test. But to me, it seems 
to be a useful tool based on the 
research that’s been done and the 
theory behind it.”

The challenge for both Munroe 
and Lazarovits goes back to the per-
ception of any soil test — conven-
tional or Solvita — as a cost and 
not as an investment or a process of 
obtaining valuable information and 
insight into a grower’s soil. That’s 
a tough sell for anyone and Mun-
roe believes there are those growers 
who do conduct regular soil tests 
and who might also use the Solvita 
test if they’re interested in exploring 
the link between cropping practices, 
yield and enhanced soil health. But 
is the Solvita test one that’s going to 
provide information that will solve 

That CO2 burst is providing an 
estimate of potential biological 

activity in a broad sense.”
Jake Munroe, OMAFRA

Continued on page 36
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soil fertility management issues? He doesn’t 
believe it will at this point.

“In the future, there is a potential to bet-
ter integrate soil biological tests with our fer-
tility recommendations,” says Mun roe. “It’s 
another piece of the puzzle — a very impor-
tant component of soils. In some ways, we 
know a lot about soils and in other ways, we 
have a lot to learn. I think there’s a demand 
to have tests that can produce a better sense 
of where farmers are at in terms of a soil 
health perspective. And this is one option.”

Of course there are also several other 
methods of determining soil health that don’t 
cost a lot of money (although they may lack 
the detail of soil analysis): one is to go out in 
the field with a shovel. Another is to gauge 
crop performance during a stressful year.

The resources are there — and have been 
for years — along with extension personnel, 
advisers and researchers who are steering 
growers in the direction of gleaning more 
information on soil health. What’s changing 
now is that more growers are following the 
leads from those individuals.

OngOing research
Lazarovits agrees there are more grow-
ers interested in improving soil and plant 
health. He’s seeing it in the number of farm-
ers who are incorporating more beneficial 
practices such as cover crops or assessing 
their tillage practices.

He sees a tremendous uptake of controlled 
traffic measures in Western Canada, including 
growers who are making their own equipment 
modifications to enable the practice.

And he insists that there’s more research 
that’s yielding interesting insights into crop 
health. 

One such example involves A&L Labs 
and research to characterize microbial com-
munities on the roots and inside the plant 
and on the leaves.

They tried to determine the difference 
between a highly productive field with a 300 
bu./ac. yield potential and an average field 
with 150 bu./ac., but they were only looking 
for broad differences across the two fields. 
When they found none, the research was 
viewed as a failure. 

It wasn’t until they were conducting a 
comparison for a U.S. company that they 
found the key. Different microbial commu-
nities can be found in different regions of a 
field. In higher producing areas, there will be 
different microbes than in the lower produc-
ing regions.

Lazarovits uses a human parallel of 
selecting bacteria from 10,000 people; it’s 
likely that there’d be an average profile of 
microbial communities across a large survey. 
But if you sampled from people who are sick 
versus those who are in good health, you’d 
see a huge variation.

The thinking now is that if growers could 
manage their microbes in order to make the 
low-yielding parts of their fields a lot more 
like the high-yielding areas, the impact on 
overall yield could be impressive.

Then, on top of that, there’d be the 
potential to grow the microbes on even the 
highest yielding soils in order to make them 
yield that much more.

“We’re finding huge differences,” says Laz-
arovits. Apparently, we’ve only just begun.  CG
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We invite you to join producers, extension experts and farm 
suppliers in Moncton, New Brunswick on November 17, 2016
 to talk about what needs to be done to improve soil health. 

Topics include the physical, chemical and biological considerations 
of moving towards sustainable soil management systems.

Expert speakers on soil health will set the stage for open discussion by a 
producer panel where you can share your experience and learn from others. 

More information on this exciting event including the agenda, registration 
and trade show opportunities will be available soon at soilcc.ca.  

We look forward to seeing you in Moncton on November 17th!
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C
ompaction has somehow become one of 
those topics that gets scooped up off the back-
burner from time to time. It gets discussed and 
sometimes it even gets preached about, and 

then it fades away again until next time.
It isn’t a new topic. Nor is it particularly controver-

sial. Everyone agrees that compaction causes damage to 
the soil profile, and that it has an impact on overall plant 
health and crop yield. 

Why then isn’t more being done in North America, as 
it is in Europe? 

Two individuals involved in agriculture here in 
Ontario have been in Europe in the past nine months, 
and both report far more urgency there surrounding 
compaction and its consequences.

Jake Kraayenbrink, a producer from the Drayton 
area, visited Denmark this past May, while Paul Raymer 
from Prac tical Precision in Tavistock, journeyed to Eng-
land in January. Both were invited to share their exper-
tise on the subject of compaction and soil health.

Kraayenbrink is the owner of Agri Brink and devel-
oper of the Automatic Air Inflation/Deflation (AAID) 
system, while Raymer is best known for his work in pre-
cision agriculture, including GreenSeeker-Y-Drop and 
SoilOptix technologies. 

Kraayenbrink has been talking about compaction 
since his early days farming south of Sarnia. There, he 
spent many hours driving tractors and noticing the dif-
ferences between fields that were managed for compac-
tion and those that weren’t. In 1989, he moved to the 
Drayton area where, as a hog farmer at the time, he expe-
rienced the compaction damage his heavy manure tanks 
were causing, especially on wet soils. It was then that he 
began paying stricter attention to tire inflation pressures 
and his in-field footprint.

In 2010, he was part of a project that advocated for 
lower tire pressures in the field, which in turn led him to 
develop the AAID system.

By Ralph peaRce  /  CG PRODUCTION EDITOR

What’s the deal 
with compaction?
Other countries are tackling compaction 
head on. Here, there’s hardly a whisper

continued on page 38
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“It was working for those growers south 
of Sarnia that really instilled in me the 
importance of reducing compaction at all 
costs,” says Kraayenbrink. “It’s a big concern 
— it’s written about as being the biggest 
yield robber.”

But he finds compaction continues to 
challenge growers. 

“We need a bigger footprint on the 
ground and lower pressures,” says Kraay
en brink, who believes most farmers know 
there are different recommended pres
sures for road travel versus infield for their 
equipment, yet don’t want to take the time 
to inflate or deflate their tires. “Not many 
articles will talk about inflatedeflate systems 
because not many are aware that there are 
systems that do that, but they do emphasize 
tire pressures.”

Kraayenbrink travelled to Denmark 
last May, where he was part of a case study 
linked to the European Union’s RECARE 
Project (www.recare-project.eu/) to boost 
soil health. With a C$15.8 million bud
get, it’s addressing soil degradation issues 
including compaction, erosion, loss of 
organic matter, salinization, flooding and 
landslides and desertification through a 
series of 17 projects in various locations 
throughout the EU.

“We had the privilege of being there and 
the reason is that they bought one of our 
systems to put on the test unit to deal with 
climate change, so our system was there and 
we were asked to be there to demo it,” says 
Kraayenbrink. “The loss of soil is a huge 
concern in Europe — and they say that any
thing to reduce loss of topsoil, since it’s a 
nonrenewable resource, is of great interest. 
And compaction contributes to losing top
soil, since it becomes more granular and it 
blows away and is eroded more easily.”

Kraayenbrink wishes other farmers from 
this side of the Atlantic could have been 
there to witness the sense of urgency associ
ated with soil health and the importance of 
these workshops. In Europe, they’re look
ing at methods of measuring compaction 

and the use of robotics to lessen the load 
on the soil surface. They’re also looking 
at even larger tires with lower pressures, 
and if farmers won’t subscribe to those two 
approaches, then the effort is to convince 
them to work more with deflating and 
inflating their tires for specific tasks. And 
they’re trying to do this without having it 
legislated on them.

“They’re saying, ‘It’s not just a farmer 
problem, it’s a wholeofEurope problem 
— a society problem,’” says Kraayenbrink. 
“If farmers don’t have the tools or fail to 
preserve the soil, we’re going to have more 
issues here. Europeans are looking at it and 
reasoning that there’s a benefit for all of 
society from funding those farmers to allevi
ate compaction.”

“You don’t always see the benefits 
because it’s like insulating the walls in your 
home: unless you can measure how much 
fuel you burn to heat your house, you don’t 
know if that insulation makes any sense. It’s 
the same with precision farming. Unless 
you have a yardstick to measure what your 
potential losses could be, you really can’t 
know how to justify these improvements.”

Paul Raymer also spent time in Europe in 
2016, travelling to England for a workshop 
that had compaction as its underlying theme. 

During his time there, he toured universities 
and research facilities, and saw — as Kraay
enbrink did — that compaction is foremost 
on the minds of farmers, stakeholders and 
even consumers. Whether that’s because 
their tillage practices are aggressive or fields 
are relatively small — or that perhaps Europe 
has been engaged in agriculture for several 
hundred years longer, thereby doing more 
longterm damage, Raymer isn’t certain. 

What he did learn from his time overseas 
is that the United Kingdom is committing 
£400 million (C$693 million) in the next five 
years to develop precision ag systems, includ
ing new approaches to target compaction. 

The U.K. way
“I learned that in the U.K. alone, they’ve 

estimated that it costs them $2 billion per 
year in yield losses attributed to compac
tion,” says Raymer, adding that such an esti
mate here would be sure to generate funding 
and interest. “Some of the technologies that 
we saw were anticompaction related, and 
we’ve always heard talk of automation and 
bringing robots into the field, and this is 
some of the work that they’re actively pursu
ing — it’s that serious.”

One prototype that Raymer saw was a 
robotic weeder that utilizes a laser to target 

It’s not just a 
farmer problem, 

it’s a whole-of-Europe 
problem — a society 
problem.”

Jake Kraayenbrink, producer, 
Drayton, Ont.
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Since soil is deemed a non-renewable resource, many countries in Europe are questioning the 

value of plowing and “aggressive” tillage.



and desiccate the specimen. The plan in the U.K. for the near-term is 
to develop a fleet of these units that could go into a field, generate a 
map of all the targeted weed plants and log which of them have been 
desiccated. It’s a vision system that utilizes technology that already 
exists in the automotive industry, and relies on the creation of a data-
base of target weeds in its memory program, similar to an electronic 
eye. Its primary focus centres on weed management, yet decreasing 
compaction is an underlying benefit.

Raymer echoes Kraayenbrink’s reference to controlled traffic, adding 
that it’s also being studied in the U.K., although with a different primary 
focus. According to some sources there, it’s one means that could increase 
yield between eight and 35 per cent. Again, the concept has been widely 
adopted in Western Canada but not the East, and some advisers here 
maintain that size and topography are the main barriers. Yet there is wider 
adoption on smaller parcels of land in the U.K. with the only real impedi-
ment being the lack of a comprehensive RTK network. 

“You would think they’d be much more advanced as far as their 
marketplace in adopting precision ag or the tools for being able to 
chase this,” says Raymer. “In some ways, the growers may be a little 
more advanced (than we are), but maybe not to the level that we 
think. They’ve been under some pressures too.”

Another tool that Raymer saw there is a variable-depth subsoiling 
implement for deep-ripping. The tool has a penetrometer mounted 
directly on the shank that can sense the level of compaction and 
change its depth accordingly. If it’s getting into a tighter soil profile, the 
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unit will lower the shank to break up the soil. 
If it senses lighter soils, it will raise the tool 
and be less aggressive.

What to do?
Are the soils in the U.K. that much worse 
than what we see in eastern Can ada? Ray-
mer isn’t sure. All he ever heard back from 
his hosts was surprise at how little depth of 
topsoil producers have to farm here (one 
presenter used the “apple-as-the-Earth” 
demonstration, stating that the skin of the 
apple represents the depth of top soil that 
farmers work). 

“The feedback I was getting was that 
they have smaller fields to deal with, so 
micro-management was foremost on their 
minds,” says Raymer. “Their soils definitely 
have been exercised much longer than what 
ours have, but as far as conditions go and 
comparisons to what they are here, I know 
they have more to work with from a fertil-
ity aspect. The skin of the apple is a little 
thicker there, and a little more forgiving 
than what we have to work with here.”

When asked what can be done to see a 
parallel here to what’s happening in Europe 
or the U.K., Raymer acknowledges the dif-
ficulty of organizing a workshop on com-
paction, much less garnering any funding 
to address it.

Until something drastic forces change 
on a significant level — specifically a grow-
er’s bottom line — there isn’t much that 
will be done, and Doug Aspinall agrees 
with that assessment. A former soil health 
specialist with the Ontario Ministry of 

Agriculture, Food and Rural Affairs (OMA-
FRA), Aspinall is equally puzzled and frus-
trated that more isn’t being done to address 
compaction on this side of the Atlantic. 
He still sees it in the fields and he’s certain 
that in some, the corn roots are growing 
horizontally. 

“If you know where to look, you can 
still see subsoil compaction and plow 
pans,” says Aspinall, who now works with 
Woodrill Farms in Guelph, Ont. “It’s the 
same old thing — stay off the fields when 
they’re wet, try not to do much tillage and 
rotate and put in some crops that put out 
a lot of roots and feed the soil and stabilize 
aggregates.”

Aspinall mentions Ryan Marshall, who 
farms northwest of Mississauga, as some-
one who does use controlled traffic, work-
ing on a 12-row system and ensuring he 
never drives over his crop rows. As a result, 
his soil has excellent structure in the seed 
rows and the plant roots are doing what 
they should. Although Aspi nall concedes 
that compaction is much the same issue as 
it was 10 or 15 years ago, he mentions there 
are those who are trying to do the right 
things in terms of tire pressures, controlled 
traffic or cover crops.

It also seems to be a move away from 

the purely mechanical methods of allevi-
ating compaction and adopting a whole 
systems approach. 

“You can go in with your mechani-
cal devices, and you’re going to work the 
ground to some depth and chances are, 
you’re going to take out what’s down there, 
in terms of these plow pans,” says Aspinall. 
“Then over the next three or four years, 
you’re going to recreate it, with all of the 
traffic that goes into a field during the 
growing season, everything gets tramped.”

Aspinall also recalls a report in the early 
2000s by Dr. Greg Wall and his Soil Resource 
Group (SRG), with input from Dr. Peter 
Norville from the University of Guelph, 
which confirmed the impact of compaction 
and made specific recommendations.

What happened to that report and 
those recommendations, Aspinall says, is 
unknown. 

“We’ll always drive on the ground, and 
the equipment is getting bigger and bigger 
and you’re putting a lot of pressure on the 
ground,” he says, adding that the best thing 
to do is “know your soils. If these robotics 
come around and lighten the machinery 
and they’re driving on the same track — 
maybe that’s the best we’re going to be able 
to do.”  CG
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In the U.K., they’ve estimated it costs 
them $2 billion per year in yield losses 

attributed to compaction.”
Paul Raymer, Practical Precision

Trait Stewardship Responsibilities Notice to Farmers
Monsanto Company is a member of Excellence Through Stewardship® (ETS). Monsanto products are commercialized in accordance with ETS Product Launch Stewardship Guidance, and in compliance with Monsanto’s Policy for 
Commercialization of Biotechnology-Derived Plant Products in Commodity Crops. These products have been approved for import into key export markets with functioning regulatory systems. Any crop or material produced from these products can 
only be exported to, or used, processed or sold in countries where all necessary regulatory approvals have been granted. It is a violation of national and international law to move material containing biotech traits across boundaries into nations 
where import is not permitted. Growers should talk to their grain handler or product purchaser to confirm their buying position for these products. Excellence Through Stewardship® is a registered trademark of Excellence Through Stewardship.

ALWAYS READ AND FOLLOW PESTICIDE LABEL DIRECTIONS. Roundup Ready® technology contains genes that confer tolerance to glyphosate, an active ingredient in Roundup® brand agricultural herbicides. Roundup Ready 2 Xtend™ 
soybeans contain genes that confer tolerance to glyphosate and dicamba. Agricultural herbicides containing glyphosate will kill crops that are not tolerant to glyphosate, and those containing dicamba will kill crops that are not tolerant to 
dicamba. Contact your Monsanto dealer or call the Monsanto technical support line at 1-800-667-4944 for recommended Roundup Ready® Xtend Crop System weed control programs. Acceleron® seed applied solutions for canola contains the 
active ingredients difenoconazole, metalaxyl (M and S isomers), fludioxonil and thiamethoxam. Acceleron® seed applied solutions for canola plus Vibrance® is a combination of two separate individually-registered products, which together 
contain the active ingredients difenoconazole, metalaxyl (M and S isomers), fludioxonil, thiamethoxam, and sedaxane. Acceleron® seed applied solutions for corn (fungicides and insecticide) is a combination of four separate individually-
registered products, which together contain the active ingredients metalaxyl, trifloxystrobin, ipconazole, and clothianidin. Acceleron® seed applied solutions for corn (fungicides only) is a combination of three separate individually-registered 
products, which together contain the active ingredients metalaxyl, trifloxystrobin and ipconazole. Acceleron® seed applied solutions for corn with Poncho®/VoTivo™ (fungicides, insecticide and nematicide) is a combination of five separate 
individually-registered products, which together contain the active ingredients metalaxyl, trifloxystrobin, ipconazole, clothianidin and Bacillus firmus strain I-1582. Acceleron® seed applied solutions for soybeans (fungicides and insecticide) 
is a combination of four separate individually registered products, which together contain the active ingredients fluxapyroxad, pyraclostrobin, metalaxyl and imidacloprid. Acceleron® seed applied solutions for soybeans (fungicides only) is a 
combination of three separate individually registered products, which together contain the active ingredients fluxapyroxad, pyraclostrobin and metalaxyl. Acceleron®, Cell-Tech™, 
DEKALB and Design®, DEKALB®, Genuity and Design®, Genuity®, JumpStart®, Optimize®, RIB Complete®, Roundup Ready 2 Technology and Design®, Roundup Ready 2 Xtend™, 
Roundup Ready 2 Yield®, Roundup Ready®, Roundup Transorb®, Roundup WeatherMAX®, Roundup Xtend™, Roundup®, SmartStax®, TagTeam®, Transorb®, VaporGrip®, VT Double 
PRO®, VT Triple PRO® and XtendiMax® are trademarks of Monsanto Technology LLC. Used under license. Fortenza® and Vibrance® are registered trademarks of a Syngenta group 
company. LibertyLink® and the Water Droplet Design are trademarks of Bayer. Used under license. Herculex® is a registered trademark of Dow AgroSciences LLC. Used under license. 
Poncho® and Votivo™ are trademarks of Bayer. Used under license. ©2016 Monsanto Canada Inc.



 

Cover Crop Benefits Outweigh the Investment 
on Jamie Scott — farming 100% of 2,000 acres with cover crops 

written by Kate Proctor       

 It’s easy to get caught up in chasing the yield game – but 
bushels per acre don’t always tell the whole story. More 
and more, farmers are being encouraged to consider profit 

per acre and think of their farms in a longer term way. With 
land prices ratcheting up ever year, it pays to protect your 
investment.   

“We no longer look at things on a one-year deal. We look at five 
or ten year lots for the benefits,” Jamie Scott told the 
Innovative Farmers at the annual conference. He farms 2,000 
acres as part of a family operation. 

 Scott takes soil health seriously. In 2008, the Scott family farm 
won the Conservation Legacy Award for Conservationist of the 
Year, and currently he is the President of his Soil and Water 

 

Conservation district where he farms in northeast Indiana. Scott also uses a fleet of airplanes in 
his company, Scott’s Cover Crops, to plant cover crops on over 100,000 acres in northern 
Indiana, southern Michigan, and northwestern Ohio. 

100 per cent of their own ground has been planted to cover crops for the past twelve to fifteen 
years, says Scott. Most of their land is systematically tiled – “drainage helps us do things with 
no till and cover crops without the excess moisture,” he adds. They have a rotation of corn, 
soybeans, wheat, and alfalfa on their rolling land. 

Scott points out that two previous owners of their land helped them understand some things. 
First of all, that a great rotation with lots of diversity pays benefits for years afterward. Second, 
the previous owners “helped us understand soil health, even if it wasn’t called that back then.” 

Scott suggested thinking of how well crops grow in an old fencerow that has been in a natural 
state for a long time. “We wanted to match a system that doesn’t lay idle for 20 years – we 
tried to replicate that without compaction, and without decreased infiltration,” says Scott. The 
best way to replicate that stable fencerow environment was to add cover crops.  

They use airplanes to plant annual ryegrass, which allows them to plant the crop at the right 
time. The Scotts have learned that timing is the key when planting cover crops. Crops that were 
flown on had better root development and the ground was more stable. When the crops are 
seeded with a plane, they can be planted at least a month earlier. This makes a huge difference 
in growing conditions during the fall – between September 7 and October 7, they lost 1.5 
hours of sunlight and 12 degrees Fahrenheit. When they thought about how important this 
difference is in the spring, they realized it is probably just the same in the fall. 

In 2012 the Scott farm experienced a severe drought. After the drought, they had a 20 bu/ac 
advantage on the ground that had cover crops compared to the ground that didn’t. “This gave 
us a lot more trust in what we were doing – it was a profitable system, raising good crops and 
taking care of the land. When we harvest the field, we already have something out there living 
– the soil is always covered. 

Every acre is green in the fall on our farm.” 
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O
ver the past three years, a curious turnaround 
has spread across Ontario. Some farm watch-
ers explain it by pointing to lower commod-
ity prices. Others attribute it to the increased 

attention on soil health and sustainability. Either way, 
interest in cover crops is growing stronger and stronger.

On some farms, the focus is on novel, multi-species 
blends and on inter-seeding into standing crops. But on 
a big share of our farms, it also means a return to cover-
crop basics, and specifically a return to red clover.

Bill Deen has been researching the link between cover 
crops and soil health since joining the University of 
Guelph in 2000, where he inherited long-term data that 
now dates back more than 30 years. But it’s been in the 
past three to five years that Deen has witnessed a dra-

matic increase in interest in cover crops and what they 
can do for a cropping system.

Although he has also noticed an increased focus on 
multi-species cover crops (if growers can make such a 
system work on their farms, he says, that’s great), he also 
sees a role for the single-species approach.

“If you look at most of the data, in terms of cost, in 
terms of agronomic and soil-health benefits, in terms of 
nitrogen credit, red clover is still the one that’s hard to 
beat,” says Deen, an associate professor at the university. 

The work conducted at the university’s Elora 
Research Station is detailed and it spans several decades, 
and most if not all of it points to cover-crop benefits 
including better soil health and improved yields. 

But the recommendations have evolved, including 
recommended time of seeding. Deen’s experience indi-
cates that the earlier red clover is broadcast into winter 
wheat, the better the emergence. That runs contrary to a 
more casual practice that says it’s fine to seed when you 
can get around to it.

Yet a failure to get a “good catch” of clover is often the 
reason farmers opt out of covers, Deen says. “Earlier is 
always better, and sometimes the nitrogen timing — if 
you’re going to do it at the same time — is too late,” he 
asserts.

Other recommendations are the same. “We’ve looked 
at broadcasting versus drilling into the stand,” says Deen. 
“There’s no difference, and we have some fairly good 
data sets on that, and Michigan State University has also 
looked at it and found no difference.”

But no till remains a concern. Deen and his col-
leagues have studied the impact of tillage on red clo-
ver, and some of that research indicates that red clover 
doesn’t perform well under a no-till management sys-
tem. He also finds farmers have often said that establish-
ing red clover was never such a difficult issue, and some 
have tied those challenges to higher-yielding wheat. 

“It’s interesting that when the no-till drill was intro-
duced, ever since then it seems our concerns regarding 
red clover stand have been increasing,” says Deen. “I’ve 
talked to dealers or retailers of red clover and they’ve said 
that as soon as a farmer gets a no-till drill, his complaints 
on red clover stands go up. Why that is is a bit unclear. 
We’re not going to get farmers to move away from no-till 
wheat, so that’s an issue. But it doesn’t seem as though 
red clover does as well under no till.”

By Ralph peaRce  /  CG PRODUCTION EDITOR

Back to the basics, 
with red clover
Farm experience and university research add up to 
make a strong case in favour of the cover crop

crops Guide

Planting earlier  

is the easiest way  

to overcome 

complaints about 

not getting that 

“good catch  

of clover.”



Fertility another Factor
Ask any crop adviser and they’ll agree that 
how a crop looks is often a gauge of how it’s 
performing. But that can be deceptive with 
clover. In other words, you might look at the 
field and say, “the wheat looks good but the 
clover looks poor,” even when the clover is 
actually doing its job. 

“To build on that concept, our recom-
mendations for N credits used to be worded 
that if you had red clover that was knee-high, 
you’d get a full nitrogen credit,” says Deen, 
adding that it had to be a thick and lush stand 
to qualify. “The reality is that yes, you seem to 
need a minimum amount of red clover but 
the relationship between red clover biomass 
and N credit above that minimum is not very 
strong. In other words, you can have a red 
clover stand that is 20 cm tall, and maybe not 
as thick as you’d like to see, but there’s a chance 
that you’re going to get a full nitrogen credit 
and a lot of soil-health benefits.”

Nitrogen application rates and their impact 
on emergence and uniformity have been studied 

as well, and while Deen has found higher N rates 
can put increased pressure on red clover, he’s also 
seen higher N rates resulting in high yields and 
no adverse impact on the red clover stand. But 
that leads to another reason why cover crops 
might have fallen out of favour: the focus 
on driving wheat yields in the past decade, 
something Adam Hayes has seen occurring. 

“There’s been some work done to try to 
help improve the stands, seeding it earlier,” 
says Hayes, field crop soil specialist with the 
Ontario Ministry of Agriculture, Food and 
Rural Affairs (OMAFRA). “One of the chal-
lenges was our focus on wheat production 
and getting higher yields, so the canopies were 
denser and pulling more moisture out and 
providing more competition to the red clover.”

Two or three years ago, Hayes monitored 
long-term plots at the University of Guelph’s 
Ridgetown Campus, with red clover inter-
seeded into the plots at different N rates. In 
the upper level nitrogen-rate plots that year,  
he confirms, it was tough for red clover to 
make it through. 

In spite of those findings, red clover con-
tinues to be an easy way to get back into 
growing cover crops. It’s relatively inexpen-
sive compared to the mixtures some grow-
ers are advocating, some of which can run 
upwards of $50 per acre. And research at 
Elora indicates that while oats might be an 
emerging favourite among cover crops, its 
N-credit impact on subsequent corn crops is 
not as significant or consistent as red clover. 

Add one more factor — that red clover 
can be insured — and the crop seems to 
have nothing but advantages.
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hard to beat.”

Dr. Bill Deen, University of Guelph
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“If you consider the nitrogen credit from 
red clover, and the research work that Dr. 
Dave Hooker has done with and without 
it, he can show an eight-bushel corn yield 
advantage just to the red clover, not taking 
the nitrogen out of it,” says Hayes. “If you 
add to that the nitrogen credit, it’s a pretty 
significant payback, plus all of the soil health 
benefits you’re getting as well.”

Hayes says the biggest driver in the 
return to cover crops is soil health. He hears 
from a lot of growers who say their soils 
aren’t in very good shape, and are looking 
for ways to improve them. There’s also some 
increased interest from those who do a good 
job managing their soils and are looking for 
other methods to boost the biology and soil 
life that much more. And of course, there’s 
the ongoing concern about phosphorus lev-
els in the Great Lakes, and that lends itself to 
growers doing more to reduce erosion and 
runoff of surface water. 

“The more we can get cover crops into 
the cropping system and the longer we can 
have live roots in the ground, it does so 
much more to stimulate the soil life and help 
improve the soil structure and help slow 
water across the surface and get it into the 
soil,” says Hayes. “The more we can do to get 
water in the soil, the fewer issues we’re going 
to have from a phosphorus perspective.”

Farm experience — Tom Barrie
Tom Barrie is a huge advocate of red clover, 
incorporating it into his cropping plans for 
at least 40 years. Barrie is a dairy producer 

who manages Terwidlen Farms with his 
brothers Steve and Glenn, complete with 
50 Jersey cows and 850 acres near Bowman-
ville, Ont. He’s in his 24th year in no till, 
and was the Ontario soybean yield cham-
pion in 2010 with 74 bu./ac. He follows 
two rotations, one that’s five years with soy-
beans, oats, clover haylage, winter wheat 
and corn. The clover haylage is under-
seeded with his oats in Year 2 and the winter 
wheat is planted into the clover stubble, 
which is then fall-killed after the wheat har-
vest. That means he has red clover in the 
ground three years out of five, providing 
nitrogen for his corn and wheat. 

His second rotation is a three-year plan, 
with corn, soybeans and winter wheat. (He 
dropped canola due to declining acres.) 
Barrie plants winter wheat and red clover 
together following soybeans to help him 
avoid any issues with establishing the clover 
in the spring. He also finds using an air drill 
for seeding gives him more accuracy than 
a spinner-spreader. After the winter wheat 
is harvested in Year 3, he fall-kills the clo-
ver cover crop. He can switch between the 
five- and three-year rotations, depending on 
distance from the home farm and his need 
for haylage. 

It was Barrie’s father who opted for red 
clover over alfalfa because of alfalfa's poten-
tial for winter kill (keeping in mind that 
alfalfa wasn’t as hardy then as it is now). 
Although he relies on red clover as a cover 
crop in some parts of his two rotations, 
Barrie emphasizes that it’s a valued source 

of forage for his dairy herd. He adds that 
it’s been a slow process in recognizing any 
benefits of having red clover in the rotation, 
instead noting that it’s more noticeable in 
soils without an under-seeded clover cover 
crop. He has a customer who grew wheat 
with red clover 10 years ago, but dropped it 
when wheat prices declined. Barrie planted 
his corn this past spring and noticed the soil 
structure was comparatively tougher. 

“I would say that comparing our yield 
(to others), we’re adding 40 to 60 bu./ac. in 
corn,” says Barrie, who is also a Pioneer seed 
dealer. “We see it in other customers’ fields 
as well but you have to remember that our 
clover is part of a five-crop rotation that 
really works wonders. Most livestock guys 
run three or four years of alfalfa, then corn 
for two or three then reseed back to alfalfa. 
Oats and clover complement each other in 
their soil fungi improvements.”

As for his fertility needs, Barrie applies 
just 100 pounds of additional N, since his 
corn follows wheat which is two years post-
clover. Half of his wheat is grown on clover 
sod and receives just 45 pounds of N, and 
he’s done it that way even though wheat will 
flourish without any added N. But a little bit 
early gets it off to a quicker start.

“If the year is a good one for wheat, then 
100+ bu./ac. is normal,” he adds. “Our aver-
age up until the ice storm in 2013 was right 
around 105 but that year was pulled down 
to 75.”

Years ago, when OMAFRA’s Greg Stewart 
started his work on the pre-sidedress nitro-
gen program, Barrie’s N levels were as high as 
265 lbs./ac., most of which is released when 
the corn can optimally use it. His highest 
overall field yield was after corn following 
wheat, and a 22-acre field ran 259 bu./ac. 
dry-weighed on his own scales. He acknowl-
edges that he likely doesn’t spend as much on 
fertility as other growers might but the differ-
ences in his practices are obviously a big part 
of that equation. 

Still, Barrie believes red clover is one of 
the easiest crops to establish, although he 
knows some growers who have had a tough 
time working with it. From a cost perspec-
tive, he’s saved money by growing his own 
clover seed, going with 10 to 12 pounds for 
a hay crop, and five to eight pounds per acre 
for under-seeding wheat.

But it also takes a shift in grower attitude, 
he says, with a focus on long-term net eco-
nomics. In that scenario, clover is a winner, he 
says. “I think most growers want to maximize 
their gross dollars per acre,“ Barrie says. “To 
me, that’s the wrong way of looking at it.”  CG
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Driving higher wheat yields in the past decade has curtailed planting red clover and other species 

as cover crops.



Toll free: 1-877-474-2871
Email: info@cafanet.com
PO Box 270 • Seven Sisters Falls, MB • R0E 1Y0

www.cafanet.ca

Follow us on Twitter @CAFANET

Imagine how beneficial it would be to be 
able to make one stop in town and find ev-
erything you needed? We all know what a 

hassle it can be:
• Equipment dealer for name brand parts,
•  Farm supply for jobber parts  

(keep those repair costs down, right?)
• Fuel supplier for oil & lubes,
•  Bank to deposit cheques, 

…and it goes on and on!
It is more and more likely that you do 

this business in a larger centre since small 
towns are less able to sustain many of these 
businesses. And if so, you know that “a quick 
trip” very quickly turns into a half-day affair. 

Each of these enterprises is trying to cap-
ture more of your business: equipment deal-
ers sell oil & lubes, fuel suppliers offer cred-
it… now if only the bank would sell parts!

Walmart has built an empire on the “de-
partment store” model. It has sustained a 
reputation on having (almost) everything 
you need under one roof. Now that it’s ex-
panded into groceries, you can grab a quick 
bite while getting tires on the car after you 
pick up your new optical prescription before 
grabbing a jug of milk once you’ve finished 

putting that cheaply made imported TV 
stand on layaway!

(Whew!)
It is often easy to put off meeting with 

your critical business partners because of the 
time it takes. Just like the first example, find-
ing time to speak with the banker, lawyer, 
accountant, business advisor, etc. is often dif-
ficult because they are in so many different 
locations.

If only there was a way to find them all in 
one location, a way to learn who is commit-
ted to agriculture and willing to bring their 
expertise to the table…

If only…
Your local CAFA chapter has members 

that include accountants, bankers, lawyers, 
business advisors, insurance advisors, wealth 
& financial planners, etc. etc. They are all 
found on CAFA’s website www.cafanet.ca 
and you know if they are a part of CAFA, 
they are committed to agriculture. Each 
month, all these professionals are found in 
the same place: your local CAFA chapter 
meeting. Why not come out for a meal or 
a coffee and see just what these experts can 
bring to your farm table?

Want even more horsepower? Make note 
of these top-shelf events and attend the one 
near you. 
•  Farm Succession Update: 3 Circle Model 

November 3, 2016 • Saskatoon, Sask

•  Farm Succession Update: 3 Circle Model 
November 10, 2016 • Niverville, Man.

•  Farm Tax Update  

November 17, 2016 • Guelph, Ont.

The cost of admission to these events is 
nominal when measured against the value 
you can glean from the information present-
ed. PLUS, you, as a farmer in Saskatchewan, 
may qualify for partial reimbursement of the 
admission fee…YOU CAN’T LOSE!

The Canadian Association of Farm Advisors (CAFA) Inc. is a national,  
non-profit professional umbrella organization dedicated to assisting farm families 

and businesses by increasing the skills of farm advisors and consultants.

If only I could get everything I needed  
at one place… By Kim Gerencser, chair, caFa reGina chapter

Contact CAFA for more detail on these conferences, and on how to become 
a member. www.cafanet.ca or 1-877-474-2871 or info@cafanet.com

Gerencser owns Growing Farm Profits™, a farm management consulting 
firm focusing on improving farm business performance. More than ever, 
farm owners and managers recognize the importance of elevating their 
management skills and abilities. Growing Farm Profits helps farmers make 
sense of their numbers, make informed decisions, and set a sustainable 
business strategy so that growth, transition, or legacy goals can be met. 
Learn more at www.growingfarmprofits.com or call 306-533-5474.
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M
any farmers know the ben-
efits of applying herbicides 
to perennial weeds in the 
fall, especially with peren-

nial sow-thistle and dandelion (Figure 1). 
Often, producers will see a reduction in the 
population of these weeds the next year as 
well as a delay in their shoot emergence, 
with both effects providing a competitive 
advantage for the planted crop. Unfortu-
nately, however, weather around the time 
of application can be quite variable and 
can influence a herbicide’s effectiveness.

Let’s go through some “top tips” to 
make the most of this application window.
1.  Choose effective products, rates and tank 

mixes for common perennial weeds and 
volunteer crops. Table 1 lists the treat-
ments that public researchers in Ontario 
have found to be most effective at con-
trolling perennial plants in the fall.

2.  Be mindful of  air temperature and 
frost. Ideally air temperatures should be 
higher than 8 C for a minimum of two 
hours after application when applying 
glyphosate. Therefore it’s best to apply 
during late morning or midday so the 
target plant is taking up glyphosate dur-
ing the heat of the day. When it comes 
to frost, some species are more sensitive 

than others. For example, milkweed is 
very sensitive to frost as Figure 2 shows 
with a plant three days after an evening 
where the air temperature reached a 
low of -3 C. Dandelion and wild carrot 
were not affected by the same frost event 
(Figures 3 and 4). After a frost event, 
wait two to three days to evaluate weed 
growth. If the target plants look fine 
and air temperatures are above 8 C then 
resume applications.

3.  If you want to fall till, wait a minimum 
of 72 hours after application to peren-
nial weeds.  CG

#PEST PATROL
with Mike Cowbrough, 
OMAFRA

Crops GUIDE      #pesTpaTrol

How about a refresher 
on tips for successful 
fall weed control?

Table 1. Best herbicide option for each targeted perennial plant based on research conducted by the University of Guelph Department of 

Plant Agriculture.

Perennial plant Product(s) Product rate
Average control  

(Range in control)

Dandelion Glyphosate (540 g/l) 1.34 l/ac. 90% (84-100%)

Perennial sow-thistle Glyphosate (540 g/l) 1 l/ac. 90% (85-100%)

Canada thistle Glyphosate (540 g/l) 1.34 l/ac. 90% (85-100%)

Alfalfa Glyphosate (540 g/l) + 2,4-D Ester (564 g/l) 0.67 l/ac. + 0.5 l/ac. 95% (90-100%)

Wild carrot Glyphosate (540 g/l) 1.34 l/ac. 82% (49-100%)

Burdock Glyphosate (540 g/l) 1.34 l/ac. 90% (85-100%)

Red clover Glyphosate (540 g/l)+ Distinct 0.67 l/ac. + 200 g/ac. 99% (96-100%)

#PestPatrol on twitter.com @cowbrough 

or email Mike at mike.cowbrough@ontario.ca.

 Have a question 
you want 
answered?

Figure 1. The spring following a fall 

application of glyphosate (left) compared 

to no application (right).

Figure 2. Milkweed plants in wheat stubble 

three days after a frost where the night 

time temperature was -3 C.

Figure 3. Dandelion unharmed three days 

after a frost event. 

Figure 4. Wild carrot unharmed three days 

after a frost event. 
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Ontario
•  Sept. 11-17: Frost threatens central and north but 

otherwise temperatures average near normal with 

highs often in the 20s south. Sunny apart from scat-

tered rain, chance of heavier thunderstorms.

•  Sept. 18-24: Sunny skies exchange with some rain 

or thundershowers, risk heavy in places. Brisk 

winds cause variable temperatures from warm to 

cool. Frost pockets central and north. 

•  Sept. 25-Oct. 1: Generally fair but a disturbance 

brings heavier rain on a couple of days. Cooler 

central and north with a few frosty nights. Frost 

threat in all but southernmost regions. 

•  Oct. 2-8: Temperatures fluctuate under blustery 

winds. Frost central and north, and near zero in 

southern areas on one or two nights. Changeable 

weather with scattered rain on two or three days. 

•  Oct. 9-15: Expect unsettled conditions to bring wet 

and cooler weather on most days. Highs often in 

the teens but with frost in many regions on a couple 

of clear, cool nights. 

Quebec
•  Sept. 11-17: Pleasant on several days this week in 

spite of scattered rain or thundershower activity 

south. Cooler central and north with heavier rain 

and blustery winds. 

•  Sept. 18-24: Highs in the teens north with a few 

frosty nights. Seasonable in the south but with a 

slight frost risk on one or two nights. Scattered 

rain or showers south, heavier north. 

•  Sept. 25-Oct. 1: Frost threatens southern areas 

on a couple of nights as temperatures average 

    a bit on the cool side. Heavier rain on a couple 

of days south turning to wet snow north. Windy.

•  Oct. 2-8: Expect variable weather as mild, fair days 

interchange with cooler, wet and windy conditions. 

Frost central and north with lows at times near 

zero in the south.

•  Oct. 9-15: Unsettled as disturbances move through. 

Rain is common with snow north. Gusty winds. 

Cooler than usual with frost likely in most regions 

on a couple of nights.

Atlantic provinces
•  Sept. 11-17: Pleasant and mild on many days with 

seasonable temperatures but heavier rain and 

windy conditions move in on a couple of days. 

Some lows dip to near zero north. 

•  Sept. 18-24: Fair but disturbances bring heavier 

rain and blustery winds on two or three days this 

week. Mild to seasonable temperatures. Frost 

threatens in western and northern inland regions. 

•  Sept. 25-Oct. 1: Variable and windy with occasional 

rain on at least a couple of days followed by clear-

ing and some frost at several inland areas. Chance 

heavy rain in places. 

•  Oct. 2-8: Weather conditions and temperatures 

vary under windy conditions. Fair seasonable days 

interchange with rain. Frost occurs at several inland 

localities.

•  Oct. 9-15: Unsettled and changeable with variable 

temperatures. Periodic rain, chance heavy with 

strong winds. Frost is common inland on a few 

cooler, clear nights.

National 
highlights
September 11 to October 15, 2016

As days shorten and milder air is 
displaced by cooler intrusions in this 
period, look for changeable weather 
across the country. On average, 
however, we expect near-normal 
temperatures and rainfall from 
eastern British Columbia all the way 
across to the Atlantic provinces. In 
most of these areas, frost will make its 
first appearance of the season and 
snow will return to far northern 
regions. In contrast, summer-like 
conditions are anticipated over 
coastal British Columbia and the 
Maritimes. However, occasional 
storminess and frequent rain will 
accompany this warmth.
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September 11 to October 15, 2016
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UP on THe rooF
Doesn’t need fixing: ritz  » Pg 3

Gardening goes sky high  » Pg 33

By Alexis Kienlen
staff

Ergot-contaminated feed is 
on the rise and producers 
need to be testing to avoid 

poisoning their livestock.
“Last year at this time, we 

were running 20 to 40 samples 
a month for ergot — we’ve had 
days this year where we run 
40 samples, and lots of them 
are high concentration,” said 
Barry Blakley, a professor at the 
Western College of Veterinary 
Medicine in Saskatoon and a 
supervisor in the college’s Prairie 
Diagnostic Services laboratory.

Producers 
urged to test 
feed for ergot 
contamination
Last year’s wet spring 
has left a potential  
deadly legacy

see ERGOT on page 7»  

By Lorraine Stevenson
co-operator staff

A new report aimed at sup-
porting local producers 
and small-scale pro- 

cessors is being praised as an 
important step towards foster-
ing a better working environ-
ment for new entrants to farm-
ing and food processing.

Advancing the small scale, 
local food sector in Manitoba, 
a path forward ,  a 65-page 
report that includes 21 recom-
mendations, was released last 
week by Agriculture, Food and 
Rural Development Minister 
Ron Kostyshyn, as part of a new 
five-point strategy to help grow 
the province’s food-processing 
sector.

The report follows several 
months of public consultations, 
interviews and surveys with a 
variety of direct marketers and 
small farmers.

“Manitoba has accepted all of 
the recommendations and will 
be working with our partners to 
move this important part of our 
agricultural economy forward,” 
he said in a release.

Kostyshyn ini t iated the 
project last spring amid grow-
ing tensions between startup 
processors and government 
inspectors over food safety 
regulatory compliance and 
enforcement issues.  

Province promises new 
supports for smaller  
farmers and processors
The report says support to grow food-processing sector  
must extend to all sizes of players

see SMALL SCALE on page 6»  

Farmers like Karen Friesen, who are engaged in small-scale food processing and direct marketing, are encour-
aged that the province has committed to helping their sector prosper. Friesen and her husband Jonathan oper-
ate Valleyfield Acres near Morden, selling farm-raised vegetables and preserves.  photo:  Lorraine stevenson 

Look for the AgCanada Network 
Search button on the top right of 
the AgCanada.com homepage



W
ith the competition heat-
ing up among farmers 
trying to sell their grain, 
and also among the eleva-

tors trying to buy it, relationship building 
between buyers and sellers has never been 
more important to business success for 
grain and oilseed producers.

It’s why dropping in to say a friendly 
hello every few months is no longer 
enough. Today’s elevator relationships take 
a lot more finessing.

If that sounds like something you don’t 
want to do, just be forewarned that your 
neighbours are already several miles down 
this road.

“As farmers become bigger and bigger, 
they’re spending more time on marketing, 
and definitely spending a lot more time on 
building relationships with end-users and 
various grain companies throughout the 
province,” agrees Richard Smibert, pres-
ident of Ontario’s London Agricultural 
Commodities Inc.

The competition is fierce across the 
country. On the Prairies, says Wynard, 
Sask. producer Norm Hall, the days of a 
grain elevator every few miles, or multi-
ple elevators in an average community are 
long gone. Also consigned to the past are 
over 100,000 small operations in his prov-
ince. There were just fewer than 37,000 
farms in Saskatchewan in 2011, but their 
scale is now immense.

“Instead of the 1,500-acre farmer versus 
the 500, it’s now the 15,000-acre versus the 
5,000,” says Hall.

The grain trade is still built on a hand-
shake and a lot of trust. In fact, with such 

tight margins in the industry, many eleva-
tors have more riding on trust today than 
ever before.

It’s why they want to do business with 
farmers they know, and why they’re look-
ing for forthright operators who will pro-
vide a good sample and deliver exactly what 
they’ve said they will.

“If you say you’ve got this quality and 
you deliver something else, you’re not going 
to be on that list,” says Hall. “Once is a mis-
take, but two or three times in a row and you 
quickly go off that preferred list.”

Elevators are looking for sound farm man-
agement practices. They want producers who 
grow good clean crops that are high quality 
and contamination-free, Smibert says.

In return, farmers who come through 
stand to benefit.

“We do some contracting of food grade 
soybeans here in the province, and we have 
certain growers that we call first because 
we know they do a good job — they grow 
good-quality grain,” says Smibert. “Well-
managed farms and the producers that take 
the extra steps to do a really good job likely 
receive higher yields and higher premiums 
for their product.”

You’re only as good as your reputation, 
and a high standing can put a farmer up the 
list of people the elevator calls, giving them 
a better chance of moving their crop even in 
tough years.

“I need your help here, but I can help 
you out somewhere else down the way,” 
explains Dan Mazier, who farms near Bran-
don, Man. “That elevator company’s got to 
fill up a train, and if you’re the guy that has 
that grain and quality, you might get your 

contract in. But you helped them out on one 
side and usually they do remember you.”

If a company has a shipment that needs 
to be made and orders to fill, they’ll text 
and email producers. If they’re in desper-
ate need, they’ll put on a special price, and 
those first in line will get it.

“But if there’s a real special on, you will 
get a phone call. And that’s the preferential 
treatment,” says Hall. “Once you have that 
relationship, then they will work with you 
on maybe a better price.”

That’s especially true if you have what 
they need.

“In a low protein year, if you have high 
protein, and you’re on their list, you’ll get 
the phone call,” says Hall. “There’s times 
when other qualities don’t matter. If you’ve 
got a No. 2 high-protein (wheat), and 
they’re shipping a train load of No. 1 and 
they need to bump that protein up in the 
grain they already have, it doesn’t matter if 
yours is a No. 2, you’ll get a No. 1 and high 
protein (price) for it.”

It’s never a bad idea to keep in touch 
with the elevators.

“We get calls from producers at differ-
ent times telling us what they have, what 
they see for grades and quality in the bin. 
And if there are markets that we’re looking 
for something specifically, we’ll know who 
to call right away,” says Smibert.

Mazier says there’s a lot of fishing done by 
farmers and elevators throughout the year.

“It’s not too bad an idea to every couple 
weeks talk to your grain buyer, see what’s 
going on with the markets. Even though 
you’re reading the emails, etc., you can’t 
beat the conversation, hear what’s com-
ing up. And they’re always probing too, 
how the crops are growing. They’re tap-
ping our shoulders to make sure they’re in 
touch with us too, because they’re trying to 
plan out for the next 365 days right now,” 
Mazier says.

There’s more communication between 
producers and elevators than ever in the 
past, in no small part due to technology.

“With the Internet, documents can be 
sent back and forth very easily; with text 
messages, you can shoot messages out to 
the producer when he’s in the field with his 
smartphone,” Smibert says.

“There’s definitely more coming from 
the elevators because if you’ve got an email 
or text, they’re shooting out messages 
every day,” Hall notes. “And if you’re deal-
ing with a few like I am, your phone’s ring-
ing all the time.”  CG

BUSINESS
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Getting and keeping your farm on your elevator’s 
‘first-call’ list is harder than ever By RichaRd Kamchen

Buyer’s choice
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What can you 
ask for?
Grain companies are also 
taking more time and investing 
more in the effort to cultivate 
relationships with the farmers 
they want to deal with.

“Many have teams dedicated 
to this and they spend a lot of 
time working with their country 
staff to ensure as consistent 
and as customer-responsive 
an approach as they can,” says 
Wade Sobkowich, executive 
director of the Western Grain 
Elevator Association. “The 
grain companies operate in 
a competitive environment, 
and to do otherwise would 
be to risk losing that 
producer to a competitor.”

“I think it’s probably more 
important now than ever,” 
adds Smibert. “You definitely 
have to be out talking to 
those producers on a regular 
basis and making sure they’re 
aware of what’s going on in 
the marketplace and letting 
them know what’s available.

“If you don’t get out there 
and talk to producers, there’s 

a good chance one of your 
competitors is. There’s a chance 
they will get the business if 
you don’t do it,” says Smibert.

While farmers will shop 
around for the best price, 
elevators can offer myriad 
other benefits to attract their 
business, Sobkowich says. 
That can include contract 
options and ways to mitigate 
risk, and they can also include 
financing, plus more efficient 
ways of doing business, 
with e-services becoming 
increasingly important, 
Sobkowich points out.

Ancillary services such as 
trucking are also getting 
included in the value calculation 
that grain companies will offer.

“I’ve gotten calls over the 
years that they’re short, they 
know I have the grain in the 
bin, and ‘can you bring it over 
or can we send a truck over 
to finish it up?’” says Mazier.

Of course, relationship building 
can cut both ways, and this is 
a particularly bad time for an 
elevator to have a bad rep.

When farmers feel burned by 
an elevator, they’ll hesitate to 

have further dealings with them, 
Hall says. Conversely, a farmer 
with a good relationship with a 
particular elevator is more likely 
to want to sign more deals.

“If that means going a few more 
miles, you’re compensated for 
the other side because it’s just 
a better place to deal with,” 
Mazier says. “It’s no different 
than if you want to go to your 
local Superstore or you want 
to go across town to Costco: 
It’s wherever you see the 
value you feel good with.”

“For many producers it comes 
down to the relationship and 
trust with the local elevator 
manager/agent, all other things 
being equal,” Sobkowich says. 
“The relationship both ways 
is important. Companies tend 
to go the extra mile for those 
that can deliver on a moment’s 
notice, deliver in all conditions, 
and consistently deliver the 
quality that was contracted.”

The grain industry can enhance 
its reputation when it steps in 
during a crisis, like when Triffid 
was found in flax, or a frost 
wipes out a crop, Mazier says.

A late May frost last year wiped 

out canola in a wide swath of 
southern Manitoba, and the 
industry reacted immediately.

“There was a million acres gone 
in Manitoba alone for canola. 
And the seed companies, 
their input suppliers stepped 
up. They were out going to 
Alberta picking up seed the 
next morning after the frost… In 
two days they had the seed in 
Manitoba; within a week it was 
already sown,” Mazier says.

“Whether you’re dealing with 
the chem dealer, fuel dealer 
or whoever, it’s all about 
the cultivated relationship 
that you have,” Hall adds.

It’s when expectations aren’t 
met that Mazier, as president 
of Keystone Agricultural 
Producers, gets a lot of calls, 
either from farmers or elevators.

And when the system breaks 
down because not everyone 
was involved in the decision-
making — like the western 
rail transportation woes of 
2013-14, or this year’s sudden 
closure of the Port of Churchill 
— that trust is tested and bad 
feelings emerge, Mazier says.

2017 CYFF Young Farmers  
Conference
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THE REAL STORY OF AG

Safe food; animal welfare; sustainability; people care deeply about these 
things when they make food choices. And all of us in the agriculture industry 
care deeply about them too. But sometimes the general public doesn’t see it 
that way. Why? Because, for the most part, we’re not telling them our story 
and, too often, someone outside the industry is.

The journey from farm to table is a conversation we need to make sure we’re 
a part of. So let’s talk about it, together.

Visit AgMoreThanEver.ca to discover how you can help improve and create realistic 
perceptions of Canadian ag. 

We all share the same table. 
Pull up a chair. 

“ We take pride in knowing we would 
feel safe consuming any of the crops 
we sell. If we would not use it ourselves 
it does not go to market.”

– Katelyn Duncan, Saskatchewan 

“ The welfare of my animals is one of my 
highest priorities. If I don’t give my 
cows a high quality of life they won’t 
grow up to be great cows.” 

– Andrew Campbell, Ontario

“ The natural environment is critical to 
farmers – we depend on soil and water 
for the production of food. But we also 
live on our farms, so it’s essential that 
we act as responsible stewards.” 

– Doug Chorney, Manitoba

Young farmers: the 
future of Canada’s 
agriculture sector

Nos jeunes agriculteurs : 
le futur du secteur 
agricole canadien

Egg Farmers of Canada is a proud sponsor of the 
Canadian Young Farmers' Forum.

Les Producteur d'œufs du Canada sont fiers partenaires 
de la Table pancanadienne de la relève agricole.

To learn more about Canada’s egg 
industry visit eggfarmers.ca

Pour en savoir plus sur l'industrie 
canadienne des œufs, visitez 
producteursdoeufs.ca



G
enerations of rugged farmers have worked 
this rugged landscape. They’ve run cattle, 
they’ve pastured sheep, they’ve planted crops. 
None of it has been easy. South of Georgian 

Bay, the county’s highlands are notoriously cold, the 
ground rolls unpredictably in all directions, and the soil 
is just plain tough.

If Grey County was an old building, you’d prob-
ably call it quirky, with sloping floors, odd stairways and 
enough low beams to crack your head every time you try 
to stand up.

That may be why, although the county does have its 
share of big, progressive farms, it also has the kind of 
individuality that creates a real advantage for anyone 
who invests the time to get to know it, coupled with 
scenery that breeds intense loyalty.

In other words, this is a place that abounds with 
opportunities, even if it sometimes takes a different set 
of eyes to see them.

But Grey has another challenge too. A couple hours 
northwest of Toronto, its tourist areas are thriving, but 
many of its countryside communities face the same 
issues as rural communities all across the country. Every-
body knows they need some kind of sustainable eco-
nomic foundation, but nobody knows what that could 
be. Or at least, they didn’t until now.

Now, the plan is to use local food to bridge the gap 
between farmers, consumers — and governments too.

Philly Markowitz has been in her job as the county’s 
economic development officer for local food for three 
years, and her ideas keep getting bigger.

But maybe we’re getting ahead of ourselves.

GettinG serious about local
“We recognize that agriculture is a major industry in 
Grey County in terms of economic impacts and activity,” 
Markowitz says. “But things are changing rapidly, and 
there are a number of issues and barriers coming up in 
the next 15 to 20 years that will make or break it.”

She cites older farmers getting out of the business, and 
younger people trying to get into it, as well as a big push 
to urbanization and an increasing reliance on technology.

But her position is proof that the county thinks it can 
fight back, especially if it takes local food seriously. 

Markowitz had been in the county since 1991, was an 
avid gardener and a passionate local food advocate who 
was on the board of the Grey Bruce Agriculture and Culi-
nary Association. She had also been a freelancer for CBC 
for 17 years, done extensive marketing and communica-
tions work, and had taken a temporary position in the 
county’s tourism department. So she was a shoo-in when 
she applied for the local food job. 

“Supporting local farmers and keeping an authentic 
farm community makes sense here, and it is absolutely 
a pillar of what the county wants to do in terms of eco-
nomic development,” Markowitz says.

Grey’s strategic plan identifies agriculture with its 
farms and local food as one of its seven key strengths. 
Among the actions outlined in the plan are “to create 
policies, procedures and tools to encourage on-site food 

A different 

slice
Philly Markowitz is fired up 
about supporting local farmers 
in an effort to build up rural 
communities throughout 
Ontario’s Grey County
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Supporting local 
farmers and keeping 

an authentic farm 
community absolutely 
makes sense here.”

 Philly Markowitz



processing, pop-up restaurants, a food business incubator, market 
gardens and farmers markets, and special events focusing on pro-
moting local foods.” 

Other initiatives are underway too. On the drawing board are a 
multi-dimensional marketing program to promote local beer, wine 
and cider businesses, plus a unique conference in November that 
will bring the region’s agricultural and technology sectors together to 
improve production and resolve on-farm problems. 

The fuTure of agriculTure in grey
“If we are going to be an economically sustainable rural and farm 
community, we have to go where the rest of the world is going — 
which is to tech innovation,” Markowitz says.

In support of this direction, she’s organizing a conference she’s 
dubbed Ag 4.0. Her premise is that agriculture has gone through 
three stages: pre-industrial, industrial and biotechnological. It’s now 
entering a fourth stage that’s “all about technology — using data, 
sensors and robotics to come up with creative solutions to problems.”

“We recognize that farmers are not shy about using digital prod-
ucts, but making them is a different thing,” she says.

She’s working with the county’s information technology depart-
ment on a plan — called the Ag 4.0 Plan — to make Grey the home 
of a technology business

The upcoming one-day conference at Meaford Hall on Novem-
ber 3 will explore how technology and digital solutions can help 
with everything from farm succession planning to building virtual 
food hubs. There will be workshops, panels and plenary speakers 
all aimed at coming up with ideas on how Grey can build a more 
robust agricultural and local food sector. 

It will be followed the next day by a farm tour highlighting some 
of the more innovative farms around the county (see sidebars).

As well, the county is creating a “Maker’s Space” where farmers 
and technology specialists can put their creative heads together to 
develop new digital tools, like customized monitors and sensors or 
automated processes.

A contest to develop an agricultural software application is also 
underway. It is meant to promote the conference, create real-life 
solutions to problems and bring attention to the technology sector 
in the county.

Markowitz hopes the conference will attract participants from 
universities and colleges as well as creative artists like graphic design-
ers plus people from agriculture and technology. 

Ag 4.0 seems bound to be a success, given her track record. For 
instance, recently she worked with Georgian College and the local 
public health unit to help farmers and entrepreneurs wanting to set 
up a food processing business learn how to work through all the 
myriad rules and regulations around food safety.

food safeTy school
Markowitz started by conducting surveys with local farmers and 
talking to them during Grey-Bruce Farmers Week to find out their 
real needs. 

Through that, she and her partners came up with a two-day com-
prehensive course that takes participants through everything from 
proper food handling and packaging to the best ways of co-packing.
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Farm-to-farm:  
The Dornoch Hops strategy
What started as an idea to set up a craft brewery turned 
into a thriving, innovative hops operation for Cherie Swift 
and her husband Richard Elder. Their business is on a 
95-acre farm just outside Dornoch in Grey County, Ont.

“We realized during the course of gathering 
information for the brewery that there was a very 
large shortage of hops grown in Canada,” Swift says. 
“So we decided to go the agricultural route.”

Dornoch Hops was started in 2012. Rather than selling 
the hops to brewers, the couple decided they could help 
out the entire industry and do well for themselves by 
propagating and selling hop plants to other growers. 

“We sell right across the country from B.C. to Nova Scotia,” 
Swift says. They sell to large commercial enterprises and to 
backyard growers who want to brew their own homemade beer.

Swift says there’s a huge interest in growing hops. The 
couple belongs to the Ontario Hop Growers Association, 
which attracts 200 to 250 people to their meetings. 

The business is progressing again in 2016 with the 
installation of a micro-propagation laboratory. The lab will 
be used to grow plants from tissue instead of stems.

“Our plants will be of a higher quality, virus-
free and disease-free,” Swift says. 

They will also be less expensive than the imports from the 
U.S., which can run to $8 a plant. At the current exchange 
rate, that makes hops plant buying extremely costly.

With the new propagation method, Dornoch Hops 
are specializing in the five varieties of hops that 
are most used by brewers. Orders were being 
taken in 2016 for delivery in spring 2017.

Besides selling the plants, Swift helps new 
growers with production advice. She is a firm 
believer in getting three variables right: 

1.  Know how and where you’re going to market the 
product. Talk to microbrewers and find out what 
varieties of hops they’re brewing with. 

2.  Know the variety resistance to disease and get the right 
variety for the climate and geography where they’ll be grown.

3.  Select for yield. Productivity varies among 
varieties. It pays to do your research carefully. 

“Hops are a perennial grown on trellises over small 
acreages,” Swift adds. “We’re talking five, 10 or 15 acres, 
so you have to be careful about what you’re planting 
and make sure you get the most bang for your buck.”

Continued on page 54



For this project, Markowitz was 
able to leverage $5,000 from the 
county into $50,000 from the prov-
ince, a local college and other sources. 
More than 70 people — mostly 
farmers looking to do on-farm pro-
cessing — took the course initially.

“We taught them who you need 
to talk to and when and why,” she 
says. “Our exit surveys said that par-
ticipants felt more empowered and 
less anxious about the process.”

The course was offered first in 
Grey and Bruce and is now part of 
the curriculum at Georgian College. 

SaintS & SinnerS
Another big project for summer 
2016 was an agri-culinary market-
ing initiative involving 17 wine, beer 
and cider businesses, three museums 
and one interpretive walking tour. 

“We chose this sector to promote 

because the multiplier effect is 12 to 
one — every $1 spent returns $12 to 
the local economy,” Markowitz says. 

The promotion — Saints & Sin-
ners — is tied to the area’s colourful 
history of bootleggers and prohibi-
tionists. Other elements include a 
tourist map showing the partici-
pating businesses, a passport that 
can be stamped at each stop, and a 
“growler” — a branded brown jug 
that visitors can carry from place to 
place. There will also be a dedicated 
website, book launch and pop-up 
events around the region.

Other dutieS
Beyond the big events and pro-
jects Markowitz also provides busi-
nesses with advice and assistance 
in obtaining grants from places like 
the Greenbelt Foundation and the 
province.

While she’s happy to speak to any-
one, her efforts are concentrated on 
farmers and others who have a busi-
ness plan, are up and running, and 
able to demonstrate that they have a 
viable business. Their plans also have 
to fit with the county’s objectives.

“It’s mostly about taking ideas to 
the next level,” she says. “We support 
everybody — small mom-and-pop 
operations to those with 30 employ-
ees and 3,000 acres,” she says.

She is also busy doing outreach 
and promotions twice a year — in 
June, during Local Food Week and 
in October during Agriculture Week. 

The bottom line is maintaining 
viable rural communities, Markow-
itz says: “If you keep the farmers on 
the farm, you keep the farm kids in 
the local school, and shoppers in the 
local stores — and you keep com-
munities alive and thriving.”  CG 
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Specializing in super-sized apples 
from super spindle orchards has 
been very good business for 
Tom and Karen Ferri of T&K Ferri 
Orchards and Apple Market located 
just outside Clarksburg in Grey 
County, Ont. They have 22 acres of 
orchards, with 20 of those planted 
in the high-density, super spindle 
system that’s more common in Italy, 
where the land base is smaller. 

“We have 57,000 trees on our 
property with 2,500 to 2,800 
trees per acre,” Karen Ferri says. 

The next-highest density orchards 
are tall spindles, which have 
about 1,200 trees per acre. 

The family’s motivation for the 
business is that “we want to 
grow apples, not wood.”

The system’s advantages are 
many, including having the trees 
go into production sooner — 
three to five years instead of 
the traditional five to seven. 

The foliage is less dense, so they 
use only half the pesticides of other 
orchards — saving them money and  

better protecting the environment. 
The trees are tightly packed in 
rows, making automated pruning 
and harvesting possible, which 
reduces labour costs. Irrigation 
costs are also way down because 
of the reduced acreage size.

Finally, they can manage their 
crops better. They get 40 to 50 
premium, large-sized apples per 
tree and, barring natural disasters 
— like they had with a late frost in 
2012 — they can also predict crop 
yields earlier in the season. The 
banks and buyers and Ferris all 
love that aspect of the business. 

But getting into the super 
spindle game isn’t cheap.

“When you’re investing $40,000 
an acre at startup, you want 
to see returns sooner rather 
than later,” Ferri says. 

T&K Ferri sells Honey Crisp, Mutsu, 
Gala, Ambrosia, Cortland, McIntosh 
and Golden Delicious apples to two 
wholesalers who then sell on into 
smaller markets. The orchard also 
has an on-site market where they 

sell apples, press and sell their own 
cider and offer other local products. 

Aside from the weather extremes 
nature throws at it, other 
challenges for the business are 
the lack of consistent commodity 
prices for apples, the high 
cost of insurance (at $20,000 
per year, they’ve decided not 
to get a policy), and cheap 
imports, mostly from the U.S. 

Ferri has been actively involved 
in Grey County’s economic 
development committee, 
representing agriculture. She’s 
found the experience rewarding 
because of the networking 
opportunities and finding new 
markets she can tap into. Her 
business is part of the Apple 
Pie Trail, a year-round culinary 
promotion that includes orchards, 
bakeries and restaurants in 
the Georgian Bay area. 

The business caught the 
attention of the province, and 
in 2014 was a regional winner 
of the Premier’s Award for Agri-
Food Innovation Excellence.

T&K Ferri Orchards goes up-market with super-dense plantings



Why is a professional accreditation with 
the OIA important to ENVD and you?

ENVD provides customers with the 

best possible service and support. 

ENVD is committed to that through 

professional accountability. We 

show the agriculture community 

how committed we are to being 

agronomically and environmentally 

responsible for future generations. 

We ensure that all of our staff is 

professionally licensed, which makes 

us accountable for the decisions 

and recommendations we provide. 

It is a question of credibility in the 

marketplace today. 

Tell us about an average day as a 
drone pilot and what is involved with 
building sound agronomic sustainability 
programs for your customers?

There is really no average day. Each 

day brings new challenges when 

working with local farmers and 

developing agronomically sound 

sustainable programs. Drones provide 

advanced analytics in precision 

agriculture (PA). A drone’s ability 

to provide real-time high-resolution 

images of monitored crop fields allows 

farmers to remotely detect crop and 

soil conditions, as well as inter- and 

intra-field variability in crops. The grower 

will be able to quantify and track the 

improvements they’ve made to their 

field for this season and many seasons 

into the future. ENVD proved its worth by 

revealing insights into various farm fields 

in an extremely timely and efficient 

manner. The data is now stored in 

the cloud forever and will be used to 

correlate savings/profit growth with the 

results from the combine later in  

the season.

Drones for precision agriculture is 
attracting more corporate interest. Why 
should customers look for professional 
accreditation from OIA when choosing 
their drone specialist?

When famers are looking for precision 

agriculture services they are looking for 

experience and technical know-how 

to guide them in the right direction and 

enhance their crop yields. My role in 

the drone industry with ENVD requires 

me to work at a highly technical level. 

If I want my clients to fully trust me and 

my company, as well as the services 

they receive, it is best to be viewed 

as a designated professional. The 

designation is more then just letters. 

My P.Ag. designation shows how 

committed I am in providing my clients 

the best possible solutions, which makes 

me accountable for the decisions and 

recommendations that I make. 

How can potential customers find out 
more about the services of ENVD and 
contact you?

Agriculture and Drones are my passion, 

not just my job. We have a number of 

ways you can find us via email, phone, 

website, and twitter.

www.oia.on.ca|@ONAgrologist 

A conversation with Ryan Cant (P.Ag.) Founder and CEO with 
EnviroDrone Ltd. ENVD is an Ontario-based private company which 
designs and fabricates the most intelligent UAVs of its kind to service 
their customers needs to accurately map crops.

THE ONTARIO AGROLOGIST 

RyAN CANT (P.Ag.)
Founder and CEO with 
EnviroDrone Ltd. ENVD

PHONE:
Office: 519-253-3000 Ext. 2147
Cell: 1-403-999-2849

EmAIl: ryan@envdrone.com

TWITTER: @envirodrone

FACEbOOk: @envirodrone

WEbsITE: envdrone.com

The Ontario Institute of Agrologists 

represents nearly 500 Professional 

(P.Ag.), Technical (T.Ag.),  

and Articling (A.Ag.) Agrologist 

members across Ontario’s  

diverse agricultural industry.  

The OIA is based in Guelph. For 

a current listing of OIA Members, 

events and information go to 

the website shown below.



A
s farmers, we have a question to ask our-
selves. Are we getting played? Are we getting 
taken in, just like an audience at a magic 
show that gets fooled into watching the 

distraction instead of what’s really happening? Is agri-
culture reacting to the GMO debate when we should be 
focusing on protecting glyphosate?

These are questions we need to ask urgently. 
Here’s why.

Earlier this summer, I received four very disturbing 
emails from the online activist network Avaaz.

If you haven’t heard of Avaaz, do yourself a favour 
and go to its website today. The prestigious Guardian 
newspaper now says Avaaz (whose name means “voice” 
in several European languages) is the world’s most pow-
erful online network of environmental activitists.

In just five years, Avaaz has amassed a membership 
of almost 44 million people, and it is still growing, with 
thousands of dedicated volunteers overseen by core 
teams on six continents. 

These emails didn’t pull any punches. They outright 
told Avaaz members to push for a ban on glyphosate.

We mustn’t take this lightly. The Avaaz website shows 
that of all their global issues, their third-highest priority 
is to “Break Monsanto’s Grip — investigate, expose, and 
take on the corporate capture of our food and agricul-
ture regulatory systems to ensure our health and the 
environment are put before profits.”

If you think third isn’t so bad, take a look at the com-
pany it keeps. The survey found 53.55 per cent of Avaaz 
members consider glyphosate a priority, only behind 
“Save the Seas” at 54.91 per cent, and the 53.74 per cent 
scored for “Drive the Paris Climate Agreement Home.”

Nor is there any question that the pressure Avaaz 
is putting on governments to ban glyphosate is having 
an effect. In June, when the European Union decided 
against renewing glyphosate’s licence for another 15-year 
term, as normally happens with pesticide license renew-
als, but instead only granted an 18-month “emergency 
exemption” for further scientific study of the 40-year-old 
herbicide, Ricken Patel, Avaaz executive director wrote to 
his members to claim credit: “Now, after over two mil-
lion of us ran 20 campaigns, with millions of signatures, 
messages, phone calls, stunts, advocacy meetings and 
media stories… the future of the ‘Monsanto model’ is 
actually in question!!”

But here’s the clincher, with a quote from Pavel Poc, 
vice-chair of the EU Parliament’s environment commit-

tee: “Avaaz is indisputably the driving force of the fight 
for glyphosate discontinuance.”

The risk in perspecTive
Aside from its distrust of Monsanto, it seems Avaaz 
opposes glyphosate because of its supposed toxicity.

From a farmer’s perspective, there is no question 
that there is a degree of toxicity to glyphosate. It is a 
herbicide after all. However, multiple studies by many 
reputable institutions rate glyphosate as only slightly 
toxic. The LD50 of glyphosate is 5,600 mg/kg. For com-
parison, the LD50 of baking soda is 4,220, and table 
salt is 3,000, both falling in the moderate toxicity range. 
Copper sulfate, a chemical used by organic growers as a 
fungicide, is rated as very toxic with a LD50 of just 300. 
And vitamin D is actually rated as extremely toxic with 
an LD50 of just 10 mg/kg. Yet people still purchase and 
ingest vitamin D supplements.

The toxicity concerns about glyphosate spiked last 
year when the International Agency for Research on 
Cancer designated glyphosate as a 2A carcinogen (i.e. 
probably carcinogenic to humans). IARC is the only 
global body to give glyphosate this rating. The U.S. Envi-
ronmental Protection Agency considers glyphosate to be 
non-carcinogenetic in humans. Even the European Food 
Safety Agency decided that glyphosate is unlikely to pose 
a carcinogenic hazard to humans.

It is interesting to note what else is found in IARC’s 
group 2A, including high-temperature frying, red meat, 
very hot beverages, and indoor emissions from combus-
tion of wood (fireplaces).

IARC rates shift work too as probably carcinogenic.
This contrasts to Group 1 substances which IARC 

defines as carcinogenic. This list includes asbestos, 
estrogen therapy, ethanol (alcoholic beverages), solar 
radiation, diesel engine exhaust, smoking tobacco, and 
second-hand tobacco smoke.

The point is that lots of products in modern society 
can potentially cause cancer. It is not simply exposure 
to a product; it is the amount of exposure or dose which 
causes the problem. It is unjustified to ban glyphosate 
based on just three studies that have suggested there may 
be a link between this herbicide and cancer when hun-
dreds of studies have found no link.

If prevention of cancer is the prime motivation, there 
are substances that have a much higher, proven risk 

The target is glyphosate
It’s time to worry. The real goal of today’s anti-GMO movement is to 
kill the weed killer at the core of modern agriculture
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Get the same up to date agricultural news 
content from Canada’s most trusted  

farming publications DELIVERED FREE 
to your tablet, smartphone or desktop! 

It works on mobile too! 
Scan the QR code with 
your phone to choose 
your free newsletters!

Glacier FarmMedia publications have been 
providing farmers with insight and information 
on agriculture for over 100 years. Our diverse 
family of magazines, newspapers and websites 
cover all aspects of the industry with keen 
insight and award-winning reporting. Everyday 
we deliver the latest agricultural news that 
effects you and your livelihood. 

Now you can get this essential news — from 
the sources you choose — delivered directly to 

your inbox! 

HERE’S HOW:
1. Visit www.freefarmnews.com and 

simply select the newsletters you want 

to receive from the list shown. Choose as 

many as you like!

2. Enter your email and postal code and 

then click the SIGN UP button – it’s that 

easy! You will receive a confirmation 

notice when you’re done.
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FRESH AG NEWS  
DELIVERED  
RIGHT TO  
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Signup today at: www.freefarmnews.com

IT’S EASY to SIGN UP - and FREE! 



and which should be banned long before 
glyphosate. Yet society knowingly accepts the 
risks of activities like smoking and drinking 
alcohol without calling for a ban on these 
practices.

“Atrocity AgAinst nAture”
What disturbs me most about the Avaaz 
emails are the inflammatory statements 
that can be extremely misleading. For 
example in his June 13, 2016 email, Patel 
wrote: “Glyphosate kills *everything* except 
Monsanto’s genetically engineered crops, 
transforming our planet into ecological 
wastelands where nothing can live but one 
GM crop. It’s apocalyptic.”

In the June 9 email Patel states: “We can 
also use the next 18 months to focus scrutiny 
on the global environmental impact of the 
Monsanto model, which is turning the sur-
face of our planet into strange, toxic ‘biodes-
erts’ where only one genetically modified 
Monsanto crop can grow.”

Then, on June 21, I received an email 
from Alice Jay, Avaaz campaign director, in 
which she said: “Our planet is one tremen-
dously fragile, interdependent ecosystem, 
and Monsanto’s wasteland agriculture is tak-
ing a wrecking ball to it.”

To rally her troops, she then added, “We 
are the front lines of our people’s response to 
this atrocity against nature, and our future.”

For anyone not familiar with agriculture, 
statements such as these make glyphosate 
sound like the most toxic substance known 

to man. Descriptions that say it kills every-
thing, creates ecological wastelands and toxic 
biodeserts… are all factually incorrect yet 
seem credible to a gullible public.

Statements like these do nothing to 
inform people about glyphosate or GM 
crops but are simply used to mobilize an 
uninformed public. Reading the emails I 
am not even sure if the authors are more 
against GM crops, glyphosate, or Monsanto. 
A reader likely comes away equating all 
three as the same thing.

Worse yet, the emails ignore all of the 
benefits of glyphosate. They do not tell 
the readers how this herbicide has enabled 
farmers to reduce the use of much more 
toxic pesticides. They do not explain that 
glyphosate enables farmers to adopt con-
servation and zero tillage — reducing soil 
erosion and soil degradation. They do not 
mention how glyphosate facilitates con-
tinuous cropping thereby increasing CO2 
sequestration, or how it has paved the 
way for massive reductions in fuel used by 
farmers, thereby slowing climate change. 
They do not mention that even organic 
farmers use this herbicide.

Nor do they tell their members that a ban 
on glyphosate would likely reduce global 
food stocks and result in higher food prices.

AvAAz bAttle plAn
On June 21, Avaaz outlined its strategy for 
killing glyphosate. In its own words, it lists 
five needs for which it was soliciting funds:

•  Fund the independent science that is des-
perately needed to counter the industry-
funded studies.

•  Build pressure on key countries and politi-
cians to stand strong on glyphosate.

•  Articulate the clear, sustainable alternatives 
to glyphosate-type herbicides (this is key to 
winning over farmers and politicians).

•  Mobilize rapidly for every committee, 
every council meeting, every backroom 
bureaucratic process where the EU tries to 
get out of making a clear decision.

•  Start taking this fight global. The U.S., Can-
ada, Brazil and a slew of other countries 
could decide soon whether they also ban 
glyphosate.

Every one of these steps should alarm 
Canadian farmers.

I really wanted more information on 
each of these points. I especially wanted 
to know what would be Avaaz’s posi-
tion if an independent study they funded 
found glyphosate to be safe and beneficial. 
I wanted to know what would make their 
independent study more credible than inde-
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Register today!

Seating is limited.

Advancing Women Conference EAST 2016 / Country Guide National /  7” x 3.357” 

FAIRMONT ROYAL YORK, TORONTO, OCTOBER 3 & 4, 2016

LISTEN, LEARN, NETWORK & GROW
Open your mind to the endless possibilities. Prepare to be inspired. Acquire  

the life skills you need to reach your goals. This conference could be life-changing.  
Register today! Visit advancingwomenconference.ca or phone 403-686-8407. 

If it weren’t for the messages from some of the leaders I connected with, I wouldn’t have  
this clear vision nor the motivation to go after it. I can’t thank you enough for that. 
– Jen C., Ontario, AWC Delegate

With its four million 
members, Avaaz says 
glyphosate “is turning 
the surface of our 
planet into strange, 
toxic ‘biodeserts.’”



pendent studies which have already been 
completed and have found glyphosate to be 
a relatively safe pesticide. Would they reverse 
their position? It does not appear so, given 
the other four steps on their list.

I also wanted to know what are the “clear, 
sustainable alternatives to glyphosate-type 
herbicides” that they feel will win over farm-
ers. If these alternatives are so good, why not 
just publicize them, so farmers could flock 
to them.

So I tried multiple times over 25 days 
to contact Avaaz by both email and tele-
phone. Finally I had a call returned by some-
one who could only speak limited English 
but agreed to reply to emailed questions. I 
emailed my questions but I never received 
the promised reply.

As a writer I am extremely frustrated 
by an organization that provides multiple 
media contacts but then does not reply to 
media queries.

As a farmer I am angered by an orga-
nization that blatantly distorts the facts 

and intentionally misleads the public into 
thinking farmers are using products which 
endanger not only the environment but also 
the consumers of the food we grow.

Farmers are continually told we need 
to connect with consumers. We are told to 
explain to the public what we do and why 
we do it, and we are told to demonstrate 
that we are producing safe, nutritious and 
healthy food.

I agree there is a real benefit to these 
one-on-one conversations between farmers 
and consumers. However, individual farm-
ers cannot refute the attacks that groups like 
Avaaz are waging on modern agriculture.

Individual farmers cannot reach the mil-
lions of consumers Avaaz does in a single 
email blast.

Even worse, there is nothing individual 
farmers can say or do to change the mindset 
of Avaaz members who have been continu-
ally bombarded with propaganda that links 
glyphosate to “toxic biodeserts.”

Governments, industry, and farm orga-

nizations must hold Avaaz accountable 
for what it is saying. Agriculture needs to 
demand Avaaz provide proof of such state-
ments as “…where only one genetically 
modified Monsanto crop can grow.”

We also need to showcase farm-
ers (including organic farmers) who have 
never planted a Monsanto GM crop but 
who use glyphosate on their farms without 
the “apocalyptic” effects that Avaaz claims 
glyphosate leads to!

Scientists too must stand up and defend 
their work against such anti-science pro-
paganda. On June 20, 2016, a total of 107 
Nobel laureates signed a letter supporting 
GMOs. (The letter and information about 
GMOs can be found on the group’s website 
supportprecisionagriculture.org.)

Hopefully, the stand this brave group is 
taking against the mob of the misinformed 
will encourage governments and agricul-
ture to collectively stand up for the science 
that is necessary to feed the growing world 
population!  CG
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Gain a new perspective on your farm, your family 
and your future with this informative video series 
from Farm Credit Canada.

Current AGCanadaTV topics include:
 Exchange Rates and Their E	 ect on Canadian Exports
  J.P. Gervais, explains the relationship between exchange rates and 

Canadian exports and why Canada remains competitive despite the 
declining dollar.

 Ag Industry Scores Viral Victory
  Greg Peterson, from Peterson Farm Brothers, discusses his success 

using various forms of social media to promote agriculture.

 5 Keys to a Successful Agribusiness
  Kevin Stewart helps you focus on your farm’s future with these 

five tips for successful agribusiness.

Watch AgCanada TV and be inspired

Start watching: www.agcanada.com/video

FCC Chief Agricultural Economist, J.P. 
Gervais, explains the predicted ups and 
downs of the 2016 Canadian economy and 
their e� ect on the agriculture industry.

INFORMATIVE:

Sylvain Guimond, best-selling author and 
sports psychologist, shares 6 strategies for 
leading a successful life.

INSPIRATIONAL:

AGCanadaTV is sponsored by

AgCanada TV web series informs and motivates farmers 

Watch all 
the episodes 

Now!



GUIDE LIFE     By Helen lammers-Helps

E
ven though all of us in this day and age should 
expect to be called upon to speak in public at 
some point, for many of us the very thought of 
it causes us to feel queasy and to break out in a 

cold sweat.
According to the National Institute of Mental Health, 

a U.S. federal agency for research on mental disorders, 
almost three-quarters of us have a fear of public speaking.

Unfortunately, if our public speaking skills are less 
than stellar, it can be a self-fulfilling prophecy. We make 
a poor impression on our audience, and we loss the 
opportunity to get an effective message across.

But it doesn’t have to be that way.
Really, it doesn’t! Like most skills, public speak-

ing is one you can hone. You don’t have to love it, but 
you can get good at it. Whether it’s addressing a board 
meeting, sharing the results of your on-farm trials at a 
grower meeting, or “advocating” for agriculture at a pub-
lic forum, following these strategies from professional 
trainer, Patsy Marshall, will ensure you get the job done.

Marshall is the president of her own training and 
development company, Train on Track, and she teaches 
both at Conestoga College, and at the universities of 
Guelph, Waterloo and Brock.

To start, says Marshall, even before you begin to pre-
pare what you will say, take some time to really research 
your audience. Ask questions of the organizer — who 
is expected to attend and how many will there be? How 
knowledgeable are they? How has the meeting been 
advertised? What is the audience expecting?

The more you can tailor your content to the needs 
and interests of your audience, the more effective it will 
be, says Marshall. The “Who’s listening?” sidebar on the 
facing page has a great way for remembering to ask the 
right questions before you go.

“Remember it’s not about you,” adds Marshall. “It’s 
about the audience.” If you do your research on your 
audience ahead of time and customize the content to 
them, it will be evident to your audience and they will 
appreciate it, she says.

Once you have analyzed the prospective audience, 
the next step is to organize your ideas logically. Research 
any facts or stats you will need, says Marshall. If you are 
doing a visual presentation, look for graphs and figures 
to support your content.

When it comes to crafting your presentation, Marshall 
recommends keeping it simple. This will improve clarity. 
Choose everyday words and avoid using jargon, she says.

Then decide how you are going to introduce your 
topic. Be clear in your own mind about how you are 
going to start. It’s OK to start with a quote. Starting with 
a question can be effective too.

But, says Marshall, “Avoid jokes. It’s too easy to offend 
someone.”

Short sentences are best, but do use bridging words 
to connect one idea to another to help your audience 
follow along.

This “keep it simple” approach also applies to Power 
Point. Marshall recommends following the 6 x 6 rule for 
slides. This means no more than six lines and six words 
per line per slide. For the most legible slides, use blue or 
black ink on a white background, or white ink on a blue 
or black background, and either Verdana or Arial fonts.

Also start your presentation right. Adjust your micro-
phone to the appropriate height before you begin. Use 
the right volume, vary your tone and pace, and articulate 
your words so your audience can understand you.

Establish eye contact and look to the left side of 
the room, then the middle and then right side of the 
room for one to three seconds. Use natural move-
ment but not too much, says Marshall. “Don’t be the 
Energizer Bunny.”

Avoid annoying mannerisms such as drinking too 
much water, adjusting the microphone, cleaning your 
glasses and saying “um.” For people prone to saying 
“um,” Marshall advises they put their tongue on the 
roof of their mouth instead. “And don’t apologize if 
you leave something out,” adds Marshall. “Your audi-
ence doesn’t know.”

Before concluding, Marshall recommends letting 
the audience know you are wrapping up by saying “in 
summary.” This will draw the focus of the audience if 
their minds have been wandering, she explains. Mar-
shall recommends taking about two minutes to recap 

No-fear public speaking
With winter meetings ahead, more of us will get asked to take the 
microphone. These simple strategies will make you glad they did
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RESOURCES
Join your local Toast Masters International club  
(www.toastmasters.org).

Many colleges, universities and school boards 
offer courses and workshops on public speaking.

There is a wealth of information on the Internet. 
Google “elements of public speaking.”



your presentation. Emphasize the 
key messages but also be realistic 
about how much you can expect 
your audience to remember, which 
is probably less than you think.

Marshall recommends following 
the Rule of Three, i.e. your audience 
will only retain three messages.

You can also increase your cred-
ibility by referring to comments 
made by other presenters.

Are you worried you can’t mem-
orize your speech? Marshall says 
there is no need to memorize your 
presentation, but you should prac-
tice it ahead of time being sure to 
change any awkward phrasing as 
you go and ensure that your pre-
sentation is the right length. Put key 
concepts on cue cards to help you if 
you lose track, she suggests.

Handouts can be given out at 
the beginning or at the end, or they 
can be emailed to participants. Find 
out if the organizer has a preference. 
Marshall prefers to hand them out 

at the beginning so the audience can 
make notes on the pages.

Marshall believes it’s usually best 
to leave questions for the end so 
you can stay on track. It’s also best 
if the presenter repeats questions 
so everyone knows what has been 
asked. If you don’t know the answer 
to a question, promise to find the 
answer or ask if anyone else in the 
room knows the answer. “Don’t BS 
the answer,” she says.

What should you wear? For a 
daytime meeting, business casual 
is most suitable unless it’s a formal 
event, says Marshall. The Univer-
sity of Toronto defines business 
casual as “a classic, clean cut, and 
put-together look where a full suit 
is not required,” which means slacks, 
khakis, or skirts; blouses, polo shirts, 
or shirts with collar but no necktie; 
some sweaters and closed-toe shoes.

Most of all, Marshall says to try 
to enjoy yourself and be enthusias-
tic. “This will come through.”  CG

Who’s listening?
Understanding your audience is critical to delivering a 
successful presentation. Use this handy mnemonic by 
trainer Patsy Marshall to help you match your 
presentation to your audience.

A   udience — who and how many will be present?

U  nderstanding — what is their level of 
knowledge of topics?

D  emographics — what is the age, 
education, and gender?

I  nterest — why are they attending?

E  nvironment — ask questions about the setup — 
will it be classroom style or theatre style? Be sure to 
check out the room ahead of time.

N  eeds — what needs does your audience have?

C  ustomized — tailor your presentation to fit your 
audience, e.g. farm audience versus general public.

E  xpectation — what do they expect? 
how has it been advertised? how can they  
apply what they’ve learned?

For more information  
please contact us at:   
support@weatherfarm.com

Get weather on your desktop at
weatherfarm.com

Track systems with

Weatherfarm  
Mobile
Weather from hundreds of stations  
available on your smartphone!

Available FREE for iPhone & Android

The Weatherfarm Mobile app gives farmers clear and 
comprehensive weather information that is essential  
to their operation. Download the app today!

The new Weatherfarm Mobile app gives you instant access to 
an extensive, live-updating network with current and forecasted 
weather data for your farm or surrounding area. 

App features include: 

	 Current conditions
	 Hourly, 6 hour and 10 day  
 forecast data
	 Radar & satellite data
	 Weather news & facts

	 Weather alerts
	 Market and ag news
	 Intuitive interface with 
 large, easy-to-read text 
	 More to Come

Sponsored by
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GUIDE LIFE     health By Marie Berry  /  lawyer & pharmacist

T
he saying “a little dab 
will do you” really is true 
when it comes to apply-
ing creams and oint-

ments to your skin. These creams 
are termed topical agents because 
they are applied directly to your 
skin where they act. At any one 
time, an estimated 75 per cent of 
Canadians are using a cream or 
ointment, and most people have 
used a topical product at least once.

Creams and ointments are ideal 
to deliver medication to skin lesions 
and conditions, or alternatively to 
moisturize and protect your skin. 
They are the mainstay for the treat-
ment of acne, minor skin infections, 
eczema, psoriasis, rosacea, and even 
contact dermatitis like dishpan 
hands or poison ivy.

Creams contain more water than 
ointments, and feel less greasy. How-
ever, ointments like petroleum jelly 
remain on the skin and are less likely 
to be washed off. Thus, ointments 
have the ability to act longer and are 
considered more potent.

However, your choice can also be 
affected by where you need to apply 
the cream or ointment. For example, 
you probably want a cream for rosa-
cea on your face, but an ointment 
for psoriasis on your elbow.

Gels are also topical agents, 
but have an alcohol base. They are 
suited to skin conditions that benefit 

from the drying action of the alco-
hol, such as acne. Also available are 
lotions that are liquid preparations 
either in an alcohol or water base. 
Lotions are best for areas of skin 
that are hairy, such as your scalp.

Choosing the right-size tube of 
a cream or ointment can be diffi-
cult because your aim should be to 
use the complete tube without any 
waste. Historically, a fingertip unit 
was the measure that was used, and 
in some parts of the world still is.

A fingertip unit is approxi-
mately 0.5 gram and is the amount 
of cream or ointment that you can 
squeeze from a tube and will extend 
from your fingertip to the finger 
crease next to it. This amount will 
cover both the front and back of 
your hand, including your fingers.

An arm will need about three 
times as much, a leg about six times 
as much, and a foot about twice as 
much. Then, you can use your math 
skills to calculate whether you need 
a 15- or 30-gram tube.

Most medicated creams and 
ointments are only recommended 
to be applied once or twice daily.  
Moisturizers are usually applied 
more often in order to treat dry skin, 
and some products such as sun-
screen lotions need to be reapplied 
after sweating.  

Mild corticosteroid creams and 
ointments are available without a 
prescription to be used for minor 
skin inflammation, such as a mild 
case of poison ivy.  However, if no 
improvement occurs after about two 
weeks, you need to have your skin 
condition checked because it may 
need a more potent prescription 
medication.

Non-prescription antibiotic 
creams and ointments are useful for 

minor cuts and scrapes, but should 
not be used in place of appropriate 
cleansing of the wound.

To obtain the most benefit from 
your cream or ointment, correct 
application is important. Wash your 
hands before and after application  
(unless, of course you are apply-
ing the cream or ointment to your 
hands). Apply a thin layer to clean, 
dry skin, and in the direction of hair 
growth if there is hair. Avoid appli-
cation to broken or damaged skin 
because this can result in systemic 
absorption of the medication into 
your body.

Also avoid scented products 
because the additives can worsen 
skin irritation. As well, some types 
of creams and ointments are best 
avoided because they can cause skin 
sensitization, for example topical 
antihistamines. Remember to check 
for expiry dates, and also remember 
that opened creams and ointments 
can be contaminated. So don’t save 
your old, rolled-up tube!

Skin creams and ointments are 
not replacements for common-
sense measures to keep your skin 
healthy. If a skin rash or lesion hap-
pens, check for any activities or 
environmental factors that may have 
caused it. And if you know you are 
at risk for a skin problem, take steps 
to avoid it, such as wearing gloves 
when washing the dishes. Also know 
what poison ivy looks like, and keep 
away.  Common sense may save 
your skin!  CG

a little dab  
will do you!
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NExt IssUE
In recent news reports you’ve probably heard about the prescription cascade. That is when a drug causes an adverse 
effect, and a second drug is used to treat the effect, which in turn causes another adverse effect, and a third drug is used 
to treat this new effect, etc. Next month, we’ll talk about strategies that you can use to avoid this domino effect.

Marie Berry is a lawyer/pharmacist 
interested in health and education.

Creams, lotions and 
ointments can work 

wonders for your 
skin. but which 
is right for you?
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T
he day had started off 
well. “Daddy, the sun 
came out! I better stay 
home and help!” Con-

nor said, looking out the open front 
door. Jeff looked out over his son’s 
head. After three days of mid-har-
vest rain, the sky had cleared.

“Looks good,” Jeff agreed. “But 
you can’t miss the first day. And 
it’ll take a few days for the fields to 
dry up. You got everything in your 
backpack?”

Connor unzipped it and admired 
his new John Deere lunchkit one 
more time as the yellow school bus 
pulled into the yard.

“I got everything,” Connor said. 
“Do you promise to come get me if 
you need me here?”

“I will.” Jeff waved at the bus 
driver, then stood aside as Elaine 
ran out in her pyjamas to take a 
photo of her little boy getting on 
the bus. Then two-year-old Jenny 
passed Jeff, dragging her blanket 
behind her.

“I going school too,” she said.
“Oh no you’re not,” Jeff said, 

scooping her up and carrying her 
back in to the breakfast table, fol-
lowed soon by Elaine, flipping 
through the photos on her phone. 

“He’s getting so big,” she said.
“Me too,” said Jenny.
“It’s sweet, the way he wants to 

work on the farm,” Elaine said. 
“That’s the way we want it,” Jeff 

said.
“What are you doing today?” 

Elaine asked.
“I don’t know. Maybe just sit 

here being thankful we got the com-
bine fixed before the sun came out?”

The breakdown happened three 
days earlier. Heavy clouds had 
started to move in from the south 
when Jeff heard a sickening thud 
from the combine cab. 

“What was that?” Connor asked 
from his perch on the buddy seat. 
The rotor shuddered to a halt and 
Jeff shut down the combine.

“I’m not sure,” Jeff said. “Let’s go 
down and take a look.”

This problem was beyond an in-
field fix. Connor and Jeff made the 
sad trek back to the yard just as it 
started to rain.

“Never  seen  bar bed w ire 
wrapped up so tight,” Jeff ’s grand-
father Ed said, helpfully, once they 
had the machine in the shop and 
Jeff and his father Dale opened the 
side panels and started pulling the 
concaves out.

Unwrapping the wire took the 
men most of the day.

“Never seen concaves smashed 
up like that,” Jeff ’s father Dale said 

the next morning. “We’re going to 
need to replace them.”

That afternoon, Dale went to 
town for replacement concaves. 

“Just sold the last ones,” said the 
parts man at the dealership. “You 
could try Regina.” 

While Dale drove off, Mark, who 
by this time had been working on 
the Hanson farm for a few months, 
scraped his hand, tearing his skin on 
the rusty wire. 

“We’d better get you in to town 
for a tetanus shot,” Elaine said.

“Can I come?” Connor asked.
Mark needed four stitches.
“You should’ve heard what Mark 

said when the doctor stuck her nee-
dle in!” Connor told his father. “I got 
to watch!”

The second rainy day didn’t 
require a trip to the hospital, but it 
wasn’t ideal. 

Dale came down with the stom-

ach flu. “Must have been all that 
driving around,” he told his wife.

That left Jeff and the now one-
handed Mark to wrestle the new 
concaves back into the combine and 
put things together again. Midway 
through the operation, Mark forgot 
about the bandage on his hand and 
let the concave clatter down to the 
shop floor.

“Well, it’s not dented too badly,” 
Jeff said, after they were over the 
shock and sure Connor hadn’t been 
too close to the commotion. 

Midway through the third day, 

Mark and Jeff finally had the com-
bine back together and Dale was 
feeling better. 

“Now we’re ready to go and we 
can’t get to work,” Jeff said sadly, 
staring out the shop door at the 
drizzling rain.

“It’s not that bad,” Dale said. “It’s 
supposed to clear up tomorrow. The 
wheat will hold on until Wednesday. 
The canola’s swathed. And those 
soybeans aren’t ready to go yet 
anyway.” 

Still, Jeff was irritable. He spent 
most of the day puttering around the 
shop. Picking things up and putting 
them back down. Taking things apart 
and putting them back together. 
Connor followed his dad around the 
shop, trying to find ways to help.

The Monday morning sun put 
Jeff in a better mood. “Connor’s 

What they  
didn’t know…
Young Connor has some explaining to do.  
and it looks like his parents do too!
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Continued on page 64

I didn’t realize he was paying that much 
attention,” Jeff said to Elaine in the car



Reflections    
by Rod AndRews   

retired AnglicAn bishop

H
ello Rod. I am sorry to have to send you this news. 
Bob, the eldest of us Hall children, was killed Sunday 
night.” The message came from Robert Hall’s young-
est sister.

Bob is the person you read about on the news earlier this sum-
mer. He had been kidnapped and held hostage for months by ISIS-
affiliated terrorists in the southern Philippines. I am angry with 
the people who decapitated him. They deprived him of retirement, 
of time with family, the love of his fiancée, and life itself.

Sunday dinner of roast beef and Yorkshire pudding with the 
Hall family was welcome when I was a bachelor minister. Dinner 
conversation with Harry and Mable and their four children was 
stimulating. Harry was a volunteer leader in the Scout movement. 
His two boys, Bob and Bill, were Scouts. When the meal ended, the 
boys would head out with their friends. Harry and I would enjoy 
an after dinner drink. Mable and the girls would join us.

Trudi, the eldest daughter, led the Sunday School. She hoped to be 
ordained and serve God in the church. Trudi was ahead of her time. 
The ordination of women was not on the agenda of our church. Her 
father Harry, tending to conservative views, did not approve. The 
youngest daughter Bonnie was constantly twirling a baton. 

Harry Hall was an Englishman. Arriving in Calgary he joined 
a church choir where he met Mable. He worked as a draftsman. 
When I first met Harry he seemed grumpy and cautious about 
change. It took a while to discover his wisdom and depth. He 
became a close friend. I relied on him for advice and assistance.

If you had told me then what the future held for the Hall family 
I would have replied, “When there are seven moons in the sky… ”

The children left home. Trudi was eventually ordained. Harry 
and Mable moved to Vancouver Island. Mable died shortly after. 
A couple of years later I visited Harry. He was living in a mobile 
home park near Victoria. He confided, “I have a young girlfriend.” 
A year later I visited again. Harry, who was 70, admitted, “I have 
another girlfriend. This one is younger.” My family and I attended 
the wedding. Harry and his bride Cathy came to visit on their 
honeymoon. His new wife shared her conviction that God was 
calling her to be an Anglican priest. They went to seminary where 
Harry became the caregiver for Cathy’s young daughter. Cathy 
and Harry served churches in British Columbia. It was a time of 
change. Harry embraced change thoughtfully. He discovered a new 
life as a clergy spouse, a role I would never have visualized for him.  

Nor would I have visualized how and where Bob died. After his 
death, the Hall family issued a statement affirming: “We stand with 
the ideals that built this country; strength of character, resilience 
of spirit, and refusal to succumb to the demands of the wretched 
in order to satisfy the bloodlust of the weak.” The statement 
continues: “Bob was rooted in the philosophies of responsibility, 
integrity, and respect.” I reflected “Like father, like son” …

I remember two ordinary people whose lives took extraordi-
nary turns. None of us can know where life will take us. We need, 
as the Hall family statement said, to live with the idea you only 
have so much time. “Only so many heartbeats” as Bob put it.

I read Bonnie’s message three times, then I picked up my 
Prayer Book. I read a prayer that God would bless us “amid the 
changes and chances of this life.” 

Suggested Scripture: Psalm 4, Galatians 6:2-10
Rod Andrews is a retired Anglican bishop. He lives in Saskatoon.
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gone for the day,” he said when Elaine and Jenny finished 
breakfast. “Why don’t we take the day off? How about 
going to Williston for lunch?”

They left Jenny with Jeff ’s parents, stashed their pass-
ports in the glove box and made it to the border by 10 a.m. 
They’d just passed through U.S. Customs when Elaine’s cell 
phone rang.

“Make sure it’s someone worth paying roaming charges 
for,” Jeff joked.

Elaine checked her screen. “Uh oh.”
Two minutes later they were waving at the confused 

customs agent and crossing back into Canada. Once they 
cleared the border Jeff picked up speed.

In under an hour they screeched into the elementary 
school parking lot.

They found Connor in the school office, swinging his 
legs as he sat alone in a chair by the photocopier. The prin-
cipal came out of her office, frowned at Jeff and Elaine, and 
beckoned them in to sit on hard plastic chairs. 

“That was embarrassing,” Elaine said afterwards, on the 
way back to the car.

“I don’t understand why I can’t stay,” Connor said.
“I’ll explain when we get home, Connor,” Elaine said. 
Connor first got Miss Holland’s attention at recess. It 

was too muddy in the playground for the kids to go out. 
Miss Brown thought Connor was playing in the corner 
with a couple of other boys when she heard a clatter. “You 
can twist these bolts right out,” he explained. Connor had 
taken an entire bookshelf apart and was now surrounded 
by shelves, picture books and impressed first graders. “I 
think we could put it together a better way,” he was saying. 

After recess, in line at the water fountain, Nathan 
stepped on Connor’s foot. It was an accident, but it hurt. 
Connor let out a string of curse words exactly like the ones 
Mark had used in the doctor’s office. “That helps make it 
better,” Connor was telling the other boys when Miss Hol-
land came running around the corner.

When it was time to try printing, Kyra got her long hair 
tangled in the class pencil sharpener. Connor was on the 
scene with his safety scissors before the teacher knew what 
was happening.

“I can fix this,” Connor said. “It’s going to be way easier 
to fix than that %*&$ barbed wire.” By the time Miss Hol-
land got to the scene, Kyra was free. She looked admiringly 
at Connor, until she felt the bald patch on her head and 
saw her blond curls dangling from the sharpener. Then she 
let out a screech.

That was when the teacher led the confused boy out of 
the classroom and straight to the office. 

“I didn’t realize he was paying that much attention,” Jeff 
said to Elaine in the car. 

“He is,” Elaine said. “He wants to be just like you guys.” 
“Yeah,” said Connor. “Can I help in the shop again 

when we get home?”  CG

Leeann Minogue is the editor of Grainews, a playwright and part of 
a family grain farm in southeastern Saskatchewan.
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Here’s to farmers
who’ve never heard of an 8-hour workday.

#neverstopgrowing



Here’s to farmers
who value pinky swears as much as handshakes.
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