
WHEATDURUMOATS1,000ACRESBARLEYRYEFLAXCANOLACAMELINALENTILSBEES
PEASalbertaCORNFORAGEALFALFAHAYCHICKPEASBEANS5,000ACRESNewS
POTATOESBEEFCATTLEDAIRYCATTLEHOGSSHEEPGOATSweatherequipment

2016|2017mediakit



2016|2017mediakitproductprofile

©2016 FBC Communications Limited Partnership

V o l u m e  1 3 ,  n u m b e r  1   J a n u a r y  4 ,  2 0 1 6

Publications Mail Agreement # 40069240

SayS it’S time for a rethink } PaGe 21‘WHEAT PETE’

From enGlanD 
WITH loVe
The search for a British sausage leads 
to big things for Round Hill couple » PG 32

looKInG For a 
TeCH InnoVaTIon?
Then just ask these ‘hackers’ to invent 
some new farm technology for you » PG 3

BY JEFF MELCHIOR
AF contributor

T he jury’s still out on wheth-
er knowing the price of 
export grain relative to 

local cash prices will help pro-
ducers get better prices.

but the Alberta Wheat com-
mission intends to find out.

“the port price would provide 
an indication of whether the sys-
tem is constrained or function-
ing efficiently,” said tom Steve, 
the commission’s general man-
ager.

“For farmers, it’s a tool to let 
them know whether to send their 
grain to port or whether there are 
more attractive opportunities.”

According to economist rich-
ard Gray, Prairie farmers lost 
$5 billion to $6.7 billion during 
the 2013-14 and 2014-15 crop 
years because the export basis 
— the difference between the 
elevator price and the price grain 
fetched at the Port of Vancouver 
— soared to unprecedented lev-
els. using a mix of u.S. data (for 
grain exports at Portland, ore.) 
and private estimates, the uni-
versity of Saskatchewan econ-
omist concluded the average 
export basis from 2002-12 was 

What does 
your grain sell 
for at port?
When grain gridlock hit 
two years ago, the gap 
between the elevator and 
port price appears to have 
skyrocketed — and cost 
farmers billions

sEE gRaIn pORts } page 7

There’s no 
denying it was a 
troubled year, but 
don’t forget the 
many good things 
that happened

BY gLEnn CHEatER
AlbertA FArmer editor

A s you look back on 2015, do 
you feel the January blues 
coming on?

the oil price crash went from bad 
to awful, tighter margins were made 
worse by summer drought, and 
‘disaster’ seems a charitable descrip-
tion for bill 6.

but there were lots of positive 
developments in the past year and 
now’s not a bad time to recall them 
as we head into 2016.

Things have changed
in 2011, the canadian Agri-Food 
Policy institute think-tank conducted 
an in-depth review of the canadian 
beef sector by talking to more than 
80 “stakeholders” — beef producers, 
feedlot operators, processors, retailers, 
and others.

its report was not a fun read, 
describing a fractured sector where 
there was lots of distrust and “no 
long-term and shared strategic plan.”

A lot has changed since then, and 
this is illustrated by the front-page 
story from last January, describing  
the “big Hairy Audacious” goals of 

the new national beef strategy for 
2020 — namely to boost production 
efficiency by 15 per cent, increase 
carcass cut-out value by 15 per cent, 
and reduce cost disadvantage relative 
to global competitors by seven per 
cent.

“You can’t make every goal in life, 
but if you don’t set something that’s 
higher than what you have today, you 
can’t strive to get there,” said trevor 
Atchison, the manitoba rancher who 
was co-chair of the strategy initiative.

if you want to check out how much 
progress is being made, you might 
want to attend the canadian beef 
industry conference in calgary in 

August. it’s the first time the major 
beef industry groups have held a joint 
national event.

that’s a hugely positive sign for an 
industry that the think-tank described 
as being unable to collaborate 
because of its “cowboy mentality.”

More Than dirT
the last paper of 2015 had a front-
page story on the first-ever western 
canadian conference on soil health, 
and co-chair tom Fromme could 
barely contain his enthusiasm.

“i am more excited about agricul-
ture right now than i have ever been 

sEE FIVE REasOns } page 6

Five reasons to 
celebrate 2015

A stAtisticAl portrAit of AlbertA Ag
Alberta Agriculture and Forestry’s Agriculture Statistics Yearbook 2014 is now available.
The tables and charts provide both a current and historical perspective, with individual sections 
on sectors such as crops, livestock, and food and beverages, as well as industry measures and 
indicators such as farm income, agri-food exports, economic indicators, and the Census of 
Agriculture. Alberta Agriculture gets data from Statistics Canada and other federal and provincial 
departments and agencies. To download the yearbook go to www.agriculture.alberta.ca and search 
for ‘statistics yearbook.’ — AAF release

get the lowdown on mArketing
Want to sell farm products to the public? The Marketing Made Easy workshop on 
Jan. 20 in Fort Saskatchewan “examines selling products at farmers’ markets and 
beyond,” said provincial marketing specialist Karen Goad. “It’s a chance to uncover 
strategies for creating a lasting first impression, clearly identify your target clients 
and make them choose you. You’ll also discover which marketing, merchandising and 
display tools apply to your business.” Speakers are marketing coach Tad Hargrave, 
Sundog Organic Farm owner Jenny Berkenbosch, and writer/editor Cait Wills. The 
workshop fee is $25. Call 1-800-387-6030 by Jan. 13 to register. — AAF release
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By Dave SimS

I CE Futures Canada canola contracts 
finished slightly lower for the week 
ending prior Christmas, as losses in 

the vegetable oil market offset declines in 
the Canadian dollar.

The week started off with bullish indica-
tors as crush margins moved to some of 
the best levels in a year. This kept buyers 
interested as farmers began to wind down 
selling ahead of the Christmas holiday. 
Chart-based selling was also a feature in 
the first few days of the week, due to a lack 
of fundamental news. Some large funds 
also took cash off the table with the end of 
the calendar year almost here.

By mid-week, events had heated up on 
the world stage as the U.S. Federal Reserve 
and new government in Argentina made 
headlines. However, despite a rate cut by 
the U.S. Fed and slashes on Argentina’s 
export taxes from its newly elected govern-
ment, canola hung relatively steady, with 
no major price swings as both moves were 
well anticipated.

Looking back on 2015, the near-term 
contract for canola generally hung in a 
range between $440 and $475 per tonne 
through the beginning of the year. It was 
in springtime that things turned interest-
ing when an early frost wiped out some 
crops in southern Manitoba. On the yearly 
price chart, one notices that was when a 
fairly major rise in values began, one that 
wouldn’t come down until the end of sum-
mer. The early days of June were a dry 
affair, leading many to worry about the 

overall yield Canada’s canola crop could 
attain. At one point (June 18) Statistics 
Canada’s pegged the 2015-16 crop at 14.9 
million tonnes. Both speculators and com-
mercials were on the buy side of the market 
due to drought worries.

August rains helped alleviate the drought 
threat, though, and the outlook shifted from 
one of potential supply shortages to one of 
hefty overall volumes. A massive U.S. har-
vest of soybeans began to crowd the world 
supply and from September through to the 
end of the year, the nearby contract gener-
ally hung between $460 and $480 per tonne.

Looking ahead to the new year, there are 
those who think canola can’t help but go 
higher, while others say, “Sell now!” due to 
large supplies on hand and an uncertain 
economic picture. Some believe equity 
markets will be stiff and unable to throw 
large sums of cash around with the recent 
U.S. rate increase and bearish crude oil 
scene. Still, others remain steadfast that 
the world will chew its way through the 
supplies. They also point to crude oil prices 
in the early 2000s that were far cheaper 
than in 2015.

Weather will retain its usual dominance 
in most matters, though. The impact of El 
Niño in 2015-16 hasn’t been felt as domi-
nantly in North America as in other regions 
in the world, but that could change in 2016.

CBOT wheat values were hit hard by a 
stronger U.S. dollar for much of the year. 
It caused numerous headaches for export-
ers who found many customers turning to 
cheaper supplies from Ukraine and South 
America. There doesn’t seem to be any-
thing that would keep buyers from con-

tinuing on that same path, as long as the 
U.S. greenback retains its strength.

U.S. soybeans also had difficulties with 
foreign competitors in the face of large 
world supplies. The economic slowdown 
happening in China curtailed U.S. exports 
and has cast a shadow over the coming 
year, as China weighs how badly it needs 
soy compared to other substitutes in the 
vegetable oil market. 

CBOT corn looks like it will exit the cal-
endar year at about the same price level it 
entered (US$3.75 per bushel, nearby con-
tract). Weather issues gave life to values in 
the middle of July, sending prices soaring 
about US$4.25, but large world supplies 
eventually pulled values back to earth.

Dave Sims writes for Commodity News Service 
Canada, a Winnipeg company specializing in 
grain and commodity market reporting.

Weather in 2016 will trump 
supply-and-demand unknowns 
A strong U.S. dollar will keep dragging on U.S. grains as markets head into the new year

By NaveeN Thukral
SINGAPORE/ REUTERS

A fter suffering a market drubbing this year, agricultural 
commodities could see some green shoots of recov-
ery in 2016 as higher consumption, biofuel mandates, 

and unfriendly crop weather drive up wheat and vegetable oil 
prices from multi-year lows.

Yields for both farm commodities are already on the wane, 
with dryness linked to an El Niño weather event and unsea-
sonal rains covering key growing areas in the Black Sea region, 
Southeast Asia, India, and Australia.

Responding to the threat to supply, benchmark wheat prices 
rose in December.

“We could easily see a 10 to 20 per cent rally in wheat prices,” 
said Paul Deane, senior agricultural economist at ANZ Bank 
in Melbourne. “The market at some point in the next three 
months is likely to get excited over the Black Sea and Indian 
crops, you could get a bit of spike.”

India, which accounts for more than 10 per cent of the global 
wheat output, is set to see a second consecutive annual drop in 
production next year. Traders have started talking about higher 
imports after the country in 2015 made its largest purchases 
in more than a decade.

But the wheat market’s gains may not be sustainable, ANZ’s 
Deane cautioned, given the stocks built up from bumper global 
harvests over the past four years.

“It is going to take a major weather event somewhere to get 
the market going, that could be a year or two down the track.”

Dry conditions
The El Niño, or a warming of sea-surface temperatures in the 
Pacific, usually leads to dry weather across Asia, unhinging sup-
ply chains of commodities. Wheat and palm oil prices soared 
more than 40 per cent in 2010, partly due to an El Niño.

Oil palm trees take about nine months to show stress due to 
drought, indicating that the impact of the current El Niño on 
yields in top producers Indonesia and Malaysia will be evident 
in the second half of 2016, analysts said.

This will buoy prices because around the same time India 
will be hungry for more edible oil and Indonesia will be using 
larger volumes of palm oil to make biodiesel, they added.

“We are bullish on vegetable oil, our view is India will be 
importing record volumes because it has issues with its rape-
seed crop,” said Adam Davis, a senior analyst at Merricks Capi-
tal, a Melbourne-based fund.

“Increases in biodiesel demand in Indonesia and changes in 
U.S. legislation will mean more use of vegetable oil.”

Indonesia has been pushing for greater use of biodiesel to 
cut its fossil fuel import bill and create more demand for palm 
oil, while a renewal of a U.S. biodiesel tax credit would lead to 
a rise in soyoil uptake for blending purposes in the country.

But slowing economic growth in major vegetable oil 
consumer China and a move by big soybean producer 
Argentina to reduce export taxes are likely to keep a 
lid on prices.

“China’s pace of soybean imports has been strong in 
the past few years. It might take a breather next year,” 
said Deane.

The fallout from El Niño could boost prices
Wheat could see a rally, although it may be short lived because of big global stocks

For three-times-daily 

markets reports and more 

from Commodity News 

Service Canada, visit the 

Markets section at www.

albertafarmexpress.ca.
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Alberta Farmer Express 
Alberta and Ontario sometimes compete for the title of the top 
province in farm income, but when it comes down to the amount 
of land farmed, it’s not even close. Alberta is second only to 
Saskatchewan in total acreage, but that acreage stretches over a much 
bigger area. Though there’s a couple of breaks in between, Alberta’s 
farmland stretches more than 1,300 kilometres from the U.S. border to 
the North Peace River area, not far from the Yukon.

Alberta is famous for its cattle grazing on scenic rangeland along the 
foothills of the Rockies and the big feedlots in the south, but that big 
farm income figure is also made up of everything  from farms growing 
canola, wheat, barley, peas and edible beans through specialty 
horticulture and greenhouse operations. 

Despite the variety of their production over such a wide area, 
Alberta farmers have a lot in common through their organizations, 
government programs and just wanting to know what’s going on 
in agriculture in the province. For that, they rely on Alberta Farmer 
Express. With circulation of 45,000 every second week, it reaches most 
farm mailboxes from north to south, making it the most economical 
choice for reaching farmers in this dynamic agricultural province.

Community news  
and events from  
across the province

Send agriculture-related meeting 
and event announcements to: 
glenn.cheater@fbcpublishing.com

Jan. 12: Pricing Principles (for retail sales), 
Agri-Food Business Centre, Leduc (also Jan. 
14 in Airdrie). Contact: Ag-Info Centre 1-800-
387-6030

Jan. 12: Hortsnacks @ Night - Human 
Resources, Chinook Honey, Okotoks. 
Contact: Ag-Info Centre 1-800-387-6030 
(also Jan. 13 at Arber Greenhouses, 
Wetaskiwin and Jan. 20 at Green Island 
Garden Centre, Fairview)

Jan. 14-16 and 21-23: Holistic 
Management Course with Don Campbell, 
Valleyview Ag-Plex, Valleyview (also Jan. 
28-30 ad Feb. 4-6 in Demmitt). Contact: 
Stacy 780-835-6799

Jan. 19: FCC Ag Outlook 2016, Centennial 
Civic Centre, Strathmore. Contact: Farm 
Credit Canada 1-888-332-3301

Jan. 19-20: Agronomy Update 2016, 
Sheraton Red Deer Hotel, Red Deer. Contact: 
Ag-Info Centre 1-800-387-6030

Jan. 19-20: Irrigated Crop Production 
Update - 2016, Lethbridge Lodge Hotel, 
Lethbridge. Contact: Ag-Info Centre 1-800-
387-6030

Jan. 19-20: Association of Alberta 
Agricultural Fieldmen conference, 
Fantasyland Hotel, Edmonton. Contact: AAAF 
info@aaaf.ab.ca

Jan. 20: Fertilizer & Water Workshop, Crop 
Diversification Centre North, Edmonton. 
Contact: Mohyuddin Mirza 780-463-0652

Jan. 20: Marketing Made Easy, West River’s 
Edge, Fort Saskatchewan. Contact: Eileen 
Kotowich 780-853-8223

what’s
up
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BY DIANNE FINSTAD
AF contributor

A sense of adventure brought Alan and 
nicola irving from England to canada 
— and a yearning for a ‘back home’ 

taste set the stage for their made-in-Alberta 
success story.

irvings Farm Fresh’s sausage, hams, and 
most of all, tasty bacon has made the oper-
ation a hit in Edmonton’s farmers’ market 
scene and with chefs in the city.

but the tale of the couple’s entry into the 
food business is one of how life can get very 
interesting if you’re open to new things.

the couple and their children (Sarah is 
now 18 and cameron 12) arrived in canada 
in 2005. Alan, who grew up on a farm but 
worked as a trucker in England, found work 
with an Edmonton transportation company. 
they preferred rural life and found an acre-
age a half-hour drive north of the city near 
Vimy — with no clue that would be the start 
of a very big canadian adventure.

“Alan was away trucking lots, and i was at 
home with the kids,” said nicola, who has 
an agriculture degree and worked in the feed 
industry. “We had buildings and a little bit 
of land, so i was like, ‘What are we going to 
do with it?’”

the answer was a few laying hens.
“that’s where irvings Farm Fresh started 

— because we were selling ‘farm fresh’ eggs.”
the one thing they missed most about 

home, other than family, was sausages.
“We would go to the grocery store, and buy 

what we thought were nice quality, and were 
always disappointed.”

the neighbours who were hunters and 
made their own wild game sausage showed 
the british family how easy it could be to ‘do 
it yourself,’ said nicola.

“that sowed some seeds in our minds and 
we said, ‘Well why don’t we start making our 
own?’ So we did that, and basically turned 
that into a business. We were buying pork 
and making sausages before we ever had 
pigs.”

Expats who bought their sausages were 
soon asking for English-style bacon. that 
led to a trip home to learn a method called 
quick dry curing.

“it’s the same amount of salt and the same 
amount of cure, but instead of making it into 
liquid, we dry hand rub it into our meat,” 
said nicola. “it’s then left for period of time, 
depending on whether it’s from the belly to 
make side bacon, or our british-style back 
bacon from the loin.

“through osmosis, salt goes into the meat 
and some of the meat’s liquid comes out, so 
what we end up with is a more concentrated 
flavour. You’re not paying for water, and it 
doesn’t shrivel and shrink when cooked.”

Business booms
And once again, demand wasn’t an issue 
— supply was.

So the irvings bought some berkshire 
pigs, a heritage breed common on british 
farms.

“We were running seven or eight (breed-
ing) sows, but as we expanded we needed 
more.” 

Soon, their Vimy farm wasn’t big enough, 
so the family was on the move again — this 
time to round Hill, near camrose. Still, they 
could barely keep up. in 2009, they opened a 
new 1,500-square-foot butcher shop, which 
now employs one full-time and five part-
time staff.

Doing their own meat cutting gave 
them more control over the end product 
(even doing roasts with skin on, for the 
traditional ‘crackling’). but raising pigs 
and running the meat business was get-
ting to be too much.

“ultimately we decided keeping control 
of our processing was what we had to do,” 
said nicola.

With the assistance of Alberta Pork, the 
irvings connected with Sand ridge Farm 
in barrhead, which supplies them with 
premium quality berkshire stock that 
they feed and finish on their farm in a 
free-range style. Slaughtering is done at 
the nearby tofield plant, with the car-
casses cut and processed in their own 
shop.

they also tapped into other resources. 
ALMA assistance helped with some initial 
refrigeration equipment, and the irvings 
are now planning to double the size of 
their meat shop and open a retail store. 
they also used Alberta Agriculture’s Dine 
Alberta program to connect with chefs.

“they have been instrumental in 
really helping us grow our business, 
because they proudly put our name on 
their menus,” said nicola. “So people 
go in there and eat, love what they have, 
and then come and find us at the farm-
ers’ markets. it’s cross-marketing, and it 
works really well.”

Social media, farms tours, and open 
Farm Day are also key marketing tools. 
(they also sell through some indepen-
dent delis and stores specializing in local 
foods and make deliveries twice a month 
to calgary customers.)

“our customers are our best form of 
advertising,” said nicola. “We just try 
and connect with our customers. People 
are so looking to know where their food 
comes from.”

it was an Englishman who coined the 
word ‘serendipity,’ but the family’s suc-
cess is more than just happenstance.

their business started with a quest to 
find a food they loved, and it remains 
squarely focused on the dining experi-
ence of their customers, said nicola.

“We have that vision and mission. 
We want to always offer our customers 
innovative products with a wow factor, 
combining excellent taste, quality, and 
value for money.”

Yearning for a taste of  
home leads to big things  
for transplanted Albertans

Although a heritage breed, Berkshires are common in Britain — and seem to like the weather 
in Round Hill, too.  PHOTOS: COURTESY IRVINGS FARM FRESH

When Alan and Nicola Irving couldn’t find 
authentic British sausages in Alberta, they 
decided to make their own. And that was the 
beginning of a great adventure.  

The Irvings enjoyed immediate success when 
they began selling their sausages, bacon, 
and other pork products at Old Strathcona 
Farmers’ Market in Edmonton. 
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Fine line work and lettering  Fine 
serifs, small lettering, and thin line work 
should be restricted to one colour and 
preferably not smaller than 7 point. The 
use of small lettering (under 7 points) 
and fine serifs should be avoided. 
Publisher can not accept responsibility for 
reproduction and/or legibility of any type 
under 7 point.

	 Column width	 1.9”

	 Gutter width	 .995”

	 Page depth	 217 agate lines

	 No. of columns	 5

	 Halftone line screen	 85

	 Dot gain	 30%

	 Printing	 Heat-set web offset

	 Bleeds	 Not available

AD SIZE DIMENSIONS

Double Page Spread 21.6 x 15.5” / 10 col. x 217 agate lines

Full Page 10.25 x15.5” / 5 col. x 217 agate lines

2/3 Page 10.25 x 10.28” / 5 col. x 144 agate lines

Junior Page Spread 17.4 x 10” / 8 col. x 140 agate lines

Junior Page 8.125 x 10” / 4 col. x 140 agate lines

1/2 Double Page Spread 21.6 x 7.75” / 10 col. x 108 agate lines

1/2 Page 10.25 x 7.75” / 5 col. x 108 agate lines

1/3 Page 6 x 8.57" / 3 col. x 120 agate lines
10.25 x 5.14" / 5 col. x 72 agate lines

1/4 Page 6 x 6.625” / 3 col. x 93 agate lines

1/8 Page 4 x 5” / 2 col. x 70 agate lines

Earlug 3.083 x 1.833”

Front Banner 10.25 x 3” / 5 col. x 42 agate lines
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New Accounts 
Transient and new accounts, cash with 
order. Credit applications are required 
on all new accounts that have not 
authorized credit card payments.

Terms 
Accounts payable in Canadian funds.  
Net 30 days. Publisher reserves the  
right to charge 1.5% interest per month  
(18% per year) on overdue accounts.

Contracts & Schedules 
Contracts are based on volume 
committed in advance for a  
12-month period.

Advertising not scheduled and contracted 
for will be immediately subject to any 
rate change. Contracted advertising 
will be rate protected for 3 months. The 
publisher is not bound by any conditions, 
printed or otherwise, appearing on 
contracts or copy instructions when  
such conflict with the provisions of  
this rate card.

Contracts for advertising at other than 
published rates will not be accepted.  
The publisher reserves the right to hold 
any advertiser and its advertising agency 
jointly and severally liable for such 
monies as are due and payable to the 
publisher.

Commission 
15% will be paid to recognized agencies 
on the gross charges for space, colour, 
and position, when ad copy is forwarded 
via FTP or e-mail. 

Advertising Content 
All copy subject to the approval of 
the publisher, who reserves the right 
to reject, discontinue, or omit any 
advertisement or cancel any advertising 
contract without penalty to either party.

Publisher reserves the right to place the 
word “Advertisement” centered in 8pt 
Helvetica over any paid announcement.

Dollar Volume Discount 
FBC offers the following dollar volume 
discounts. These apply to gross 
advertising dollars spent within a 
12-month period in any Farm Business 
Communications print publication with 
the exception of Seed Manitoba, Yield 
Manitoba, Yield Alberta,  Ag Dealer and 
Agricole Idéal.

Gross Dollars Spent	  Discount

20,001 - 50,000	 2% 
50,001 - 150,000	 3.5% 
150,001 - 250,000	 5% 
250,001 - 300,000	 7.5% 
300,001 - 400,000	 9% 
400,001 + 	 10.5%

Cancellations 
No cancellations accepted after closing 
date. Cancellation of advertisements 
that have been set will be subject to 
production charge.

 
 

Liability 
Advertiser and advertising agency 
assume liability for content (including 
text, representations, and illustrations in 
advertisements printed) and also assume 
responsibility for any claims arising 
therefrom made against the publisher.

Colour Reproduction 
Publisher will not be responsible for 
unsatisfactory reproduction of colour 
advertisements unless accurate colour 
proofs are supplied. 

Make-good insertion will not be granted 
on minor errors which do not affect 
the value of the whole advertisement. 
Publisher’s liability will not exceed the 
cost of the area of the space occupied 
by the error, whether the error is due 
to the negligence of its servants or 
otherwise. There shall be no liability for 
non-insertion beyond the amount paid 
for such advertisement. No allowance for 
errors in key numbers.

Exclusivity 
We do not offer exclusivity for front page 
banners, ear lugs, banner wraps, outside 
back pages, inserts, etc.

Special Services 
When publisher must provide artwork, 
advertiser will be billed at cost. Publisher 
reserves the right to charge for changes 
required to customer supplied material.
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Submitting Ad Materials

Ad Services Co-ordinator 
Alberta Farmer Express 
1666 Dublin Avenue,  
Winnipeg, MB  R3H 0H1

Phone: 204 944 5765
Fax: 204 944 5562
Email: ads@fbcpublishing.com 
FTP: vip.fbcpublishing.com 

Advertising Contact

Jack Meli
NATIONAL SALES REPRESENTATIVE

Phone: 647 823 2300
Email: jack.meli@fbcpublishing.com


