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Just Try Me. 

* The Roundup WeatherMAX and INTEGRITY , ERAGON , MARKSMAN and ARMEZON offer rebate acres will be calculated using the following label rates: 0.3 L/ac of INT EGRITY = 1 acre (30 ac/jug), 14.6 g/ac of ERAGON = 1 acre (20 ac/jug),  
1.0 L/ac of MARKSMAN = 1 acre (10 ac/jug), 0.015 L/ac of ARMEZON = 1 acre (40 ac/jug), one jug of Roundup WeatherMAX 0.67 L = 1 acre (10 L = 15 acres, 115 L = 172 acres, 450 L = 675 acres, 800 L = 1,200 acres). Predetermine the 
compatibility of tank mixtures by mixing small proportional quantities in advance.

ALWAYS READ AND FOLLOW PESTICIDE LABEL DIRECTIONS. Tank mixtures: The applicable labelling for each product must be in the possession of the user at the time of application. Follow applicable use instructions, including 
application rates, precautions and restrictions of each product used in the tank mixture. Monsanto has not tested all tank mix product formulations for compatibility or performance other than specifically listed by brand name.  
Always predetermine the compatibility of tank mixtures by mixing small proportional quantities in advance. Roundup WeatherMAX® and Transorb® are registered trade-marks of Monsanto Technology LLC, Monsanto Canada Inc. licensee. 
AgSolutions® and MARKSMAN are registered trade-marks of BASF Corporation; ARMEZON, ERAGON, INTEGRITY and KIXOR® are registered trade-marks of BASF SE; all used with permission by BASF Canada Inc. MERGE® is a registered  
trade-mark of BASF Canada. © 2013 Monsanto Canada, Inc. and BASF Canada Inc.

Defend against tough-to-control weeds with confidence.  
BASF and Monsanto have once again partnered to optimize weed control through 
the use of multiple modes of action and are offering growers a $1.00/acre 
rebate when Roundup WeatherMAX® herbicide is purchased with matching 
acres of Integrity®, Eragon®, Marksman® and/or Armezon® herbicides.*

For complete details see your retailer or visit JustTryMe.ca
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d e s k

Oh, the places they’ll go
Our home is just a few miles from the 

Ridgetown Campus of the University of 
Guelph in southwestern Ontario. Despite 
the low rumble of Highway 401 a bit 
farther north, and despite the couple of 
auto parts factories that I drive past on my 
way to town, this area is about as rural as 
Canada gets. We have all the same con-
cerns about keeping our schools open and 
about attracting professionals, and we’re 
as dependent on a vigorous agriculture. 
Or, to put that more correctly, we’re as 
dependent on agriculture not being in the 
dumps. 

The reason I mention this is that I need 
to get ready for a presentation I’ve agreed 
to make again this year to the senior farm 
business class at the college.

What would you tell them?
There will be about 100 students in the 

class, and their prof tells me that about 
half plan to go back to the farm, which 
means that in just a couple of months, 
they’ll be starting out on farm careers that 
they hope will keep them successful, pro-
ductive and fulfilled for the next 40 years.

Again, what would you tell them?
I hope my plan won’t come as any 

surprise to you if you’ve been watching 
Country Guide at all. I won’t stand at a 
podium and pontificate. My grandfather 
was a Methodist minister, so I might be 
able to do it if really challenged. Those 
genes die hard.

Instead, I’m putting together a series 
of photos of many of the young farmers 

we’ve profiled in Country Guide over the 
last year or two, and I’ll pass along some 
of the remarkable and inspiring things 
we’ve heard from them.

At the end of the day, this is a very 
human business. Sheesh… how hard is it? 
If you want to know about farming, go 
talk to some farmers. It’s what we try to 
do here at Country Guide, and it’s what a 
lot of folks in government and in agencies 
and organizations should do too. Talk to 
as wide a circle of farmers as you can find.

Now, I don’t know any better than you 
do whether all the young farmers we have 
profiled will be successful, or whether all 
the older farmers will stay successful.

But like you, I know a few things. 
Without grit, determination and passion, 
the students I talk to won’t make it, no 
matter how good their marks, or how sup-
portive their parents.

Even with grit, some of the students 
in my class will falter. Others will be 
hemmed in by circumstances and they’ll 
end up working more for their neighbours 
than for themselves.

But there will be lots of amazing stories 
too. It’s enough to make me wish I wasn’t 
talking to them at the beginning of their 
careers, but at the end.

Imagine the stories we could fill Coun-
try Guide with when they’re done. It 
makes you realize again what a privilege it 
is to work in agriculture. Are we getting it 
right? Let me know what you think. I’m at 
tom.button@fbcpublishing.com.

Tom Button is editor of Country Guide magazine

ISSN 1915-8491



Machinery By Ralph Pearce, CG Production Editor

When you’re on the hunt for an edge in production performance, there’s one school of 
thought that says, “Bigger is always better.” But there’s a second old bit of farm wisdom that 
can be best summed up as, “The right tool for the job.” That’s the hook for pull-type sprayers. 
Bigger may be better, but efficiency can also come from flexibility and practicality, two quali-
ties that pull-type sprayers have in spades. So although the calendar still says it’s only February, 
we offer a quick glance at some of the new models from four pull type manufacturers. Is a new 
pull-type the right choice for your farm? Well, it all depends…

demco

Last year, Demco launched its 850 and 1250 spray-
ers, with a focus on tight turns and in-field performance. 
Now comes the 1050 Gallon Big Wheel, designed to 
be not too big and not too small, with consistent per-
formance across a wide range of field and weather 
conditions. The 1,050-gallon polyethylene tank comes 
with either 45-, 60- or 66-foot boom configurations, or 
with an 80/90-foot dual boom. The front-fold models 
also have pendant boom control. The three models 
boast very short pin-to-axle lengths — just 140 inches. 
There’s also a 100-gallon, two-stage sump system that 
provides optimum tank drainage while decreasing slosh-
ing, and the booms can be folded down to a transport 
width of nine feet, six inches on the 45-, 60- and 66-foot 
designs, and down to a width of 12 feet with the 80/90-
foot boom.
www.demco.com

unverFerTh Ta Top aIr

A wide selection featuring a wide array of standard 
features is the pledge Unverferth has made for its TA 
Top Air T-Tank series. Three models include the TA 
1200, the TA 1600 and the TA 2400, and all are engi-
neered to help growers spray more acres, in less time 
and with less fatigue. This new series also features the 
larger capacities and boom sizes to suit more farm 
needs. Among its list of features are dual spray widths, 
in 60/80-foot, 60/90, 60/100, 90/120 and 88/132-foot 
configurations. The booms are front-folding and tri-fold 
for safe and easy transportation. To aid in minimizing 
crop damage, the TA 1600 and TA 2400 models have 
a steerable hitch option, available with ISO, 4400 or 
stand-alone controllers. On its automatic setting, the 
sprayer independently follows the tractor on turns and 
headlands.
www.unverferth.com
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hardI navIgaTor 6000 

Hardi promises value for the money with its new 
Navigator 6000, an upgrade from its 3000, 3500 
and 4000 models. The 6000 provides extra capacity 
in both tank volume and boom size, and it upholds 
Hardi’s reputation for easy operation and reliability. The 
Navigator 6000 is equipped with a 1,600-gallon tank 
and two different boom sizes from two different manu-
facturers. One is an Eagle boom, available in widths of 
80 to 120 feet, and the other is a Force boom, with an 
even wider reach of 132 feet. The wider booms are a 
clear signal that Hardi is out to boost performance and 
capacities for a wider range of farm sizes and manage-
ment practices.
www.hardi-us.com/
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kverneland ixclean pro 
Kverneland has certainly made a name for itself, 

particularly with its Ikarus and iXtrack pull-type spray-
ers. Now, in line with farmers’ drive to enhance envi-
ronmental safeguards, the company is introducing 
the new iXclean Pro, an innovative rinsing and clean-
ing program for its sprayers. It’s a fully automatic, 
electric-value management unit for ISOBUS sprayers, 
which means all of the iXclean Pro’s functions can 
be controlled from the cab. It’s push-button ready 
for switching application features — from filling to 

agitating, from spraying to diluting, and from priming 
to rinsing and cleaning. The system also provides an 
automatic, multi-step rinsing and cleaning program 
for the whole sprayer. Again, one button controls the 
comprehensive cleaning process. It only takes a few 
minutes, uses small amounts of clean water, and it 
cleans all of the lines. In fact, residue levels after 
cleaning have been measured at less than one per 
cent. The system is controlled with the IsoMatch Tel-
lus terminal from the tractor cab, and is suited for use 
on Ikarus and iXtrack sprayers.
www.ca.kverneland.com/
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Fluency Agent

Important Notice for the 2014 Planting Season
When using a seed flow lubricant with neonicotinoid treated seed, only Fluency Agent from Bayer  
CropScience is permitted. (PMRA – November 2013) 

Fluency Agent is a new seed lubricant for corn and soybeans. It is a replacement for talc, graphite and talc / graphite 
blended seed lubricants. Fluency Agent reduces the amount of insecticide active ingredient released in treated seed 
dust during planting by 65%, therefore reducing the risk of exposure to non-target insects, including bees.

Carefully follow use directions for this seed flow lubricant.
     • Apply the recommended rate (see chart below) - Do not over apply!

     •  Mix with seed in the seed hopper – centre fill hoppers add Fluency Agent as the seed unit is filling.  
No stirring required.

     • Stir or mix the product into seed for individual hopper units.

     • Use in all makes and types of seed equipment that recommend the use of a seed lubricant.

Always read and follow label instructions. For additional information call  
1 888-283-6847 or visit our website at BayerCropScience.ca or talk to your seed supplier.

FLUENCY AGENT
from

NEW

Bayer CropScience

To ensure that grower practices help promote agricultural sustainability, we encourage growers to follow these tips:

          Communicate planting activities to neighbouring beekeepers when practical and be aware of beehives adjacent to the planting area. 

          Be aware of wind speed and direction during planting, particularly in areas with flowering crops.

          Reduce risk to pollinators by eliminating or reducing flowering weeds in fields when practical.

          Ensure seed is planted correctly. To help protect the environment, clean planters and seed boxes in a way to minimize dust release  
          and ensure treated seed is planted at the proper depth.

C
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RATES oF APPLICATIoN

Fluency Agent was rated as equal to or better than other seed flow lubricants. - 2013 in field research on 13,000 acres.

CRoP APPLICATIoN RATE SEEd UNIT SIzE

Corn 1/8 cup 80,000 seeds

Soybeans 1/8 cup 140,000 seeds

S:7”
S:10”

T:8.125”
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he United Nations has declared 2014 the 
International Year of Family Farming, 
which, if you didn’t already know that 
the family farm is under international 
threat should be enough to tell you.

Maybe the majority of the world’s food is still 
produced on family farms, but with the increasing 
scale of non-farm investors in farmland, plus coun-
tries such as China purchasing large tracts of land 
outside their borders, and with farmland becoming 
so expensive that family farms can no longer afford 
to expand, serious doubts are being raised all around 
the world about the future of the family farm — 
except perhaps in Switzerland.

In the land of mountains, chocolate and cheese, 
the family farm has a firm footing. It’s even protected 
by the constitution.

Benjamin Gasser, 29, is owner and operator of 
the Miltenhof, a mixed farm in Switzerland where 
he lives with his wife Rebekka, children Dina (three) 
and Yann (two), and parents Peter and Margrit. It’s 
perhaps the prototypical Swiss farm, and exact; the 
kind of farm that Swiss policy wants to build.

The Gasser’s Miltenhof nestles between the hills two 
kilometres outside the village of Schleitheim, Schaffhau-
sen, only a short distance from the German border. 

Their spacious house is home to the three gen-
erations in two apartments, all in the midst of the 
bustle of a modern farm operation. Only a stone’s 
throw from the house is the dairy barn with 50 milk 
cows and another 50 calves and heifers, as well as a 
machine shed with its array of modern farm equip-
ment, and a new roofed concrete bunker silo built 
just four years ago. 

At 112 acres (45 hectares) the Miltenhof is large 
compared to the average Swiss farm of 46 acres. 
According to the Swiss Dairy Association (Milch-
produzenten Verband) the average dairy farm has 24 
cows on just under 60 acres.

For any Canadian farmer, the question is obvi-
ous. How can these small farms survive in today’s 
global market?

Among the reasons is Switzerland’s exceptional 
agricultural land system. At the Miltenhof, when 
parents Peter and Margrit recently turned 65 they-
completed the transfer to the younger generation at 
10 per cent of the land’s market value. Because he is 
a direct descendant with the qualifications and will-
ingness to farm the land, Benjamin had the right to 
acquire the farmland from his parents at the produc-
tion value, calculated by the country’s agriculture 
department at $4,000 an acre, compared to a mar-
ket price of up to $40,000 an acre. 

The law also protects the parents. Margrit and 
Peter will collect retirement pensions, and if the 
heir sells the farm at market value, the heir is only 
allotted two per cent of the capital gain per year 
that they owned the farm (up to 25 years), besides 
the capital investments made in that time, and the 
heir can only sell the farm if there is no other direct 
descendant who is eligible and willing to farm.

“It is only because of the protection of the agri-
culture land laws that the family farm can survive,” 
Benjamin says. Only family farmers have this right 
to purchase property at the production price, and 
only they receive government subsidies.

Family farmers can also obtain interest-free 
mortgages for farm building projects. To qualify for 
these, however, the farm must be a viable enterprise. 
“The farm has to have a future,” Benjamin says. 
“The owner must be able to exist mainly from the 
farm’s income.”

Benjamin began buying into the farm inventory 
when he married Rebekka, at which time he and 

Swiss family connection
Today's family farm may be under global pressure, but 
Switzerland offers an island of protection… as long as its 
farmers are willing to farm the way consumers want

By Marianne Stamm
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When Margrit and 
Peter turned 65,  
they had little  
choice but to sell 
within the family.



his parents became a generational partnership. “I 
was able to start growing capital,” Benjamin says. 
“When you have to make the tractor payments, you 
have a strong vested interest in the farm.” Peter is 
still a partner in the farm, mainly for tax purposes. 
Margrit’s interests were transferred to Rebekka.

It was important to both Benjamin and his parents 
to engage his five siblings in the farm transfer, for 
which they hired the help of a consultant. The family 
was invited to a barbecue to discuss the consultant’s 
proposal. Benjamin wished to ensure a good relation-
ship with his siblings and prevent later problems.

Another reason the Swiss family farm survives is 
government subsidies. A third of the gross income on 
the Miltenhof comes from subsidies. That is even higher 
than the Swiss average which according to the daily 
paper, Neue Zürcher ZeituNg, is three times higher 
than the average for subsidies in OECD countries.

Agriculture costs the Swiss taxpayer C$2.3 bil-
lion for 57,500 farmers. High subsidies are tied to 
the constitution which states that the government 
shall ensure the preservation of the family farm as the 
foundation of a healthy, productive and sustainable 
agriculture. Policies are to ensure farmers a viable 
income that compares to that of similar occupations.

There are three reasons why Benjamin’s share of 
subsidies is higher than average, the Miltenhof is in 
the alpine foothills, which qualifies for higher sub-
sidies; it has a larger than average environmentally 

sensitive area which is heavily subsidized; and, Ben-
jamin tries to take advantage of every government 
program possible.

The cattle are kept according to BTS and RAUS 
programs — animal friendly barns with free access 
to fresh air at all times. “I could exist without sub-
sidies,” Benjamin says, “but I couldn’t invest any 
more. The farm would have no prospects.”

“The subsidies are not without their problems 
though,” Benjamin adds. “They are tied to acres, 
which makes land extremely valuable. The programs 
weaken competition. A poor farm manager can keep 
the farm going for a long time.”

Under pressure from a strong environmental 
lobby, subsidies are tied to production methods that 
are listed as ecologically friendly and safe. Many 
acres where Peter used to produce thick crops of 
wheat are now seeded to perennial wild flower fields 
in order to sustain butterflies and birds.

“I don’t know how to produce wheat for tonnage 
any more,” Benjamin says. “I only know how to pro-
duce it by spraying and fertilizing as little as possible.” 

Of the 112 acres at the Miltenhof, 75 are under cul-
tivation. Some 14 acres are planted to grain, produced 
as “extensogetreide” — no fungicides, insecticides or 
growth regulators may be used, and while herbicides 
are allowed, fertilizers must be used sparingly.

b u s i n e s s
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Continued on page 10

More than a third 
of the Gassers’ 
annual income 
comes directly via 
subsidies.
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Benjamin also plants 10 acres of sugar beets, 20 
of corn for silage, and 30 of grass seed mix for silage.

The rest of the farm is in environmentally sensi-
tive area — hedges, native meadows (for hay) and 
large trees which are to revive and maintain the 
natural biodiversity of plants and animals. To be eli-
gible for agriculture subsidies, a farm must include 
seven per cent environmentally sensitive area.

That the Miltenhof sets aside more than a quar-
ter of its land isn’t so much a sign of Benjamin’s love 
of nature as a practical result of the farm’s topogra-
phy, with its stream, forest, and some steeper hills.

“Not many farm families earn their income 
entirely from the farm anymore, such as we still 
do,” Benjamin says. Statistics show that more than 
half of farmers have an off-farm job. The average 
net income for a farm the size of the Miltenhof is 
C$74,000. That’s considerably below the average 
Swiss household income of C$98,000, according to 
government statistics for 2011.

Over the last decade, the Gassers have increased 
their land base by 20 per cent and doubled their 
cattle numbers, right in line with Swiss trends. “The 
biggest changes will come in the next 10 years,” 
Benjamin says. “A large number of those farmers 55 
years and older have no one to pass the farm to.”

Once farmers turn 65, they are no longer eligible 
for subsidies, and farming without is not viable. 
That means farmers are forced to rent or sell, creat-
ing a good opportunity for young farmers. But the 
number of young farmers is shrinking too.

“Judging by the decreasing number of applica-
tions for agriculture colleges, there are more changes 
in farm structures ahead,” Benjamin says.

It’s not just the farm size and cattle numbers that 
have changed over recent years. “Whereas farms 
used to be quite diversified, they are more special-
ized now,” Benjamin says. “For the older genera-
tion, the farm was their life. It’s still somewhat so, 
but the attitude is more disassociated.”

Everything changes so quickly; a farmer needs 
to be able to adapt. There is no long-term security, 
Benjamin says. “My father still planted trees for his 
children. I wouldn’t think of doing that, at least not 
right now. My father planned for the next 30 years; 
I plan for the next 10, maximum 15.”

Whereas the older generation spent more of their 
time actually farming, today’s farmers spend more 
time in the office, assessing risk management, work-
ing out numbers, and filling out forms for govern-
ment subsidies. Computers and smart phones are 
part of daily life.

Prices for Swiss farm commodities are 48 per 
cent higher than world market prices, reports the 
Neue Zürcher ZeituNg. In late January, wheat 
prices were C$605 per tonne, feed grains C$430 per 
tonne, and canola C$1,100 per tonne. Dressed cows 
were selling at C$8 per kilogram, with dressed beef 
at C$10 per kilo.

Most of Switzerland’s farm output sells within 
Switzerland, where food prices are also higher. Beef 
tenderloin at the local butcher sells for C$96 per 
kilogram. Food prices are high, but income is also 
high. “Swiss only use seven to eight per cent of 
household income for food, which is almost a world 
record,” Benjamin says. “Even Canada is higher.”

Of all farm commodities, milk prices are the clos-
est to the world market, one of the reasons Benja-
min strives to increase herd size.

Switzerland is a price island in the centre of 
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the European Union, to which it doesn’t belong, 
although the Swiss do have trade agreements with 
the EU. Benjamin believes there could be massive 
changes to these agreements in the next few years. 
His strategy is to position the farm so that it is mini-
mally exposed to what happens at the border.

The Swiss Consumer Society (Schweizer Kon-
sumentenschutz) writes on their website that the 
average Swiss consumer is prepared to pay more for 
Swiss products.

According to a survey carried out in the spring 
of 2013 by Demoscope, 90 per cent of those inter-
viewed found it important to know if the food they 
buy is produced in Switzerland. Even more (92 per 
cent) said they believe food produced in Switzerland 
is safer than imported foods, and 81 per cent felt 
sympathetic towards the farming community.

This positive perception is a result of hard 
work by the farm lobby. In 1998 a campaign was 
launched — Gut, gibts den Schweizer Bauer (Good 
thing we have the Swiss Farmer) — to improve rela-
tionships between urban and rural people, and to 
build trust in and promote domestic products.

Farmers were encouraged to participate in pro-
grams such as the on-farm brunch August 1 (Swiss 
National Day) and open house in the barn (Stall Vis-
ite). Prominently placed posters depicted the advan-
tage farmers bring to society.

Recently a series of mini films featuring portraits 
of farm families showed on TV. Reality TV shows 
such as “Farmer Seeks Wife,” and “Farmwomen 
Cook” are very popular.

The excellent image farmers enjoy also has its 
roots in Swiss history and tradition, which have a 
strong rural background. Almost everyone has farm-
ing roots somewhere. Many citizens still remember 

the closed border during the Second World War 
when food was rationed, and so have a strong inter-
est in maintaining a viable agriculture base.

The Gasser family upholds some traditional val-
ues. It was once expected that the older generation 
would continue to live on the farm (often sharing 
the kitchen — the lucky ones had a separate house 
or at least apartment). Only about half of today’s 
parents do so, among them Peter and Margrit.

“Having young children, it’s a huge advantage to 
have their grandparents so close,” Benjamin admits. 
“The parents also have a store of wisdom and experi-
ence we can take advantage of.”

But life together needs rules, and communication is 
tremendously important. Margrit and Rebekka decided 
early on they would not harbour unspoken expecta-
tions. If one had a need, she would ask for help.

Everyone works together and is included in the 
strategic farm plans. If there’s one thing that Benja-
min has learned, it’s the vital importance of giving 
everyone on the farm a voice.

“For us, as the exiting party, it is good to be asked 
for help,” Peter says. “It makes us feel valued.”

While Benjamin and Rebekka are responsible 
for the cattle, Peter still plays a key role on the 
fields and in building projects. Margrit helps wher-
ever she is needed — in the fields, in the barn and 
babysitting. “I am the go-for,” she laughs. But with 
Rebekka  busy studying for exams for an agricul-
tural diploma, the willing and capable “go-for” 
makes the farm run much more smoothly.

Does the family farm in Switzerland have a 
future? Benjamin says, “Yes, thanks to constitutional 
protection.” Then he pauses to reflect a moment, 
“But it will have to keep adapting with changing cir-
cumstances, just like everywhere else.”  CG
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Rolling countryside 
and small farms  
are ideals that  
Switzerland’s  
taxpayers are  
proving they will 
support for, at least 
for now.
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Recipe for 
success
Wondering what it takes to succeed  
in local food? The Gerbers are good 
farmers to ask

By Helen Lammers-Helps

t was only a few months after Mark Gerber had felt 
secure enough with his Black Angus beef breeding opera-
tion to quit his off-farm job. That’s when the BSE crisis 
hit in 2003. Suddenly his prized breeding stock was 
worth a fraction of what it had been, and Mark and his 

wife, Cindy, turned to selling the meat out of a freezer in their 
garage to stay afloat.

Today, the Gerbers operate Oakridge Acres Country Meat 
Store, a 3,200-square-foot store on their farm near the village 
of Ayr, just south of the 401 an hour west of Toronto. Here 
they sell their own naturally raised grass-fed Angus beef as well 
as hormone and drug-free turkey, pork, elk, rabbit, chicken, 
and fish from 40 other local farms.

Mark had been following a natural feed program with his 
breeding stock prior to the BSE crisis. It wasn’t a marketing 
strategy, or a personal or philosophical preference. He simply 
wanted a clear picture of his animals’ genetic performance.

Soon, however, the Gerbers found there was demand for 
what was being called naturally raised meats, so they made this 
a focus of their business.

To make the trek up their long laneway worthwhile for cus-
tomers, the Gerbers also offered lamb raised by another farmer 
they knew, and once word got around, farmers started calling 
the Gerbers and asking them to retail their meat too.
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For Jessica, Mark and Cindy Gerber,  
making the effort to be approachable  
and to interact with customers is critical for 
building the customer relationships that  
in turn are critical for their success.P
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The various meats are sold frozen from chest 
freezers labelled with the type of meat and the name 
of the farmers who produced it, Mark explains. 
This connection to the farmer is important to their 
customers.

After selling meat from freezers in the garage for 
five years, they took the plunge and built a dedicated 
store on the farm as well as a certified kitchen. Here 
they make soups, meat pies and desserts from scratch 
using their own meat as well as produce from other 
local farmers.

The store not only allowed the Gerbers to 
expand, the couple also found their customers are 
more comfortable shopping in a dedicated retail 
space instead of their garage.

In addition to meat, Oakridge Acres sells local 
produce in season, plus honey, eggs, cheese, and 
a number of other products not found in grocery 
stores. Many of the products, such as gluten-free 
items, are at the request of their customers.

From the beginning, buying local was very 

important to their customers, says Cindy. Conve-
nience is another important driver of their business 
today, she says. Their customers can get everything 
in one place. They don’t need to go to one farm for 
eggs, another for pork, and another for chicken.

Sales of the heat-and-serve meals from the kitchen 
have increased steadily every year, adds Cindy. Many 
customers buy them not only for themselves but also 
for their kids who are in university or their parents 
who live alone.

Their customers are also drawn to Oakridge 
Acres by health concerns. Every time there’s a meat 
recall, the Gerbers see their sales spike.

“People trust us,” Mark says. “We deal with a 
small butcher who only butchers one animal at a 
time. Customers can watch the meals being prepared 
in the kitchen.”

People are becoming more and more educated, 
says Mark. They are reading food labels and they 
want more whole food. Vegetables are clearly 
marked as organic, no-spray or conventional.
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The first year, 50 customers 
came to their open house. 
Five years later, the hungry 
crowd is over 1,000

Continued on page 16
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“We’re very customer-driven,” says Cindy. “The 
relationship and the interaction with our customers 
are very important.”

Mark and Cindy try to keep a strong presence 
in the store, so they can stay in touch with their 
customers.

These days, they are finding more customers ask-
ing about GMOs. The Gerbers’ beef as well as the 
pork and bison they sell are GMO-free.

Bison, which is very lean, has been selling so well 
that the Gerbers have started a small herd of their 
own. They purchased five females this past year and 
estimate they’ll have their own bison meat ready for 
sale in 2017.

Based on the demand for local honey, they 
invited a bee keeper to put hives on their farm. The 
entire crop of honey sold out almost immediately, 
says Cindy.

From the beginning, participating in the Water-
loo Region Foodlink Buy Local Buy Fresh map 
showing area farms that sell produce direct to the 
public, has been an important part of their market-
ing strategy.

While the majority of their customers come from 
the Cambridge-Kitchener-Waterloo hub, they also 
get customers from Toronto. They deliver locally as 
well as to Woodstock and Toronto.

An ad in the local Ayr community newspaper is 
the only print advertising space the Gerbers buy.

Many of their customers find them through word 
of mouth. Naturopaths and other alternative health 
care providers recommend Oakridge Acres to their 
clients. They’ve even had customers tell them they 
heard them mentioned on CBC radio as one of the 
top 10 places to get local food.

The Gerbers invested in a good website (www.
oakridgeacres.ca) that allows their customers to 
order online. They also have detailed information 
on all of the farmers who supply them. Online sales 
account for five to seven per cent of total sales.

Each month an electronic newsletter with pic-
tures, recipes and stories about what’s happening 
at the farm is mailed to 1,100 families, and another 
900 follow them on Facebook. Their daughter Jes-
sica, age 26, who works full-time in the business, 
writes the newsletter and maintains their social 
media presence. She estimates that most weeks she 
spends about two hours on social media.

Networking has also been an important part of 
their business success and they take every opportunity 
they can to speak about their business. For 10 years, 
they have participated in the Taste Local Taste Fresh 
event where local chefs are paired with local farm-
ers. They speak to farm groups, have participated in 
Health and Wellness Fairs and joined the association 
of chefs where they were the only farmers.

They offer monthly cooking classes, which 
don’t really make money but they do create buzz, 
says Cindy.

Each fall they have an open house for their 
customers and the public. This gives their custom-
ers a chance to meet them and the other farmers. 
The first year they had 50 people in attendance 
and now as many as 1,000 come out. A donation 
to the Cambridge Food Bank is the cost of admis-
sion, and this past year $500 and 500 pounds of 
food were donated.

Early on Mark and Cindy consulted with a 
graphic designer to help create their brand. “Veron-
ika at Arkay Design in Kitchener drove out here and 
spent a few hours with us so I think she really got 
what we were about,” says Cindy.

The Gerbers chose their paint colours for the 
store to match the orange and green used on their 
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business cards, pamphlets, website and other mar-
keting materials to create a consistent and harmo-
nized look.

The Gerbers have always felt it was important 
to have their photo and names connected with their 
marketing materials. “We’ve always been very trans-
parent about what we do. Customers are welcome 
to drive up to the barn and see the cattle.”

Both Mark and Cindy have business back-
grounds, which has come in handy for growing 
the enterprise. They both stress the importance of 
keeping close track of your financial records. “We 
track what’s selling and keep a close eye on our 
costs,” says Mark.

The Gerbers are grooming their daughter Jessica 

to eventually take over running the business. Jessica 
also runs a garden centre, “Jessie’s Country Gar-
dens,” a division of Oakridge Acres. Now in its fifth 
season, she sells bulk mulch, hanging baskets, annu-
als, herbs and vegetables. 

In 2009 the Gerbers were recognized with a Pre-
mier’s Award for Agri-Food Excellence for creating 
a venue that sells products from 40 farms as well as 
their networking with health care professionals.

Although the BSE crisis was devastating, the 
Gerbers managed to turn catastrophe into an oppor-
tunity. Through a combination of business smarts 
and taking calculated risks, they’ve built up a solid 
business that helps other farmers and provides value 
to their customers.  CG
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Customer trust is the 
basis of their business, 
Mark says. “We’ve always 
been very transparent.”



Many Ontario producers and agronomists 
have noticed a considerable amount of 
Canada fleabane in the fields this year, 
and no wonder. Not only does fleabane 
spread quickly over great distances, but 
glyphosate-resistant biotypes are also 
being confirmed in more counties across 
southwestern Ontario each year. And it 
continues to spread. 

In terms of weed resistance, glyphosate-
resistant Canada fleabane is potentially the 
biggest threat to eastern Canadian growers, 
and it is particularly problematic for soybean 
growers due to limited control options 
in-crop. However, there are several ways 
to manage glyphosate-resistant fleabane 
in your fields.

Distance is no defence. If glyphosate-
resistant fleabane has been identified two 
counties over, it could be on your farm 
by next year, or it may be there already. 
Depending on its size, one fleabane 
plant can produce tens of thousands 
to hundreds of thousands of seeds. 

To compound the problem, some 
glyphosate-resistant fleabane biotypes are 
also resistant to Group 2 herbicides. Once 
the soybean crop has emerged, there are 
no weed control options. You must get 
control of these resistant weeds before 
the crop emerges.

Your best option to manage fleabane in 
soybeans is tillage. But if you’re counting on 
tillage to take out those weeds, the plants 
must be completely uprooted or buried. 

The next best option is using a herbicide 
containing the active ingredient saflufenacil, 
such as Eragon or Optill, with your pre-plant 
burndown. Another pre-plant option is 2,4-D 
Ester, but you must wait seven days after 
application before planting soybeans.

A diverse crop rotation will also help 
prevent or manage the spread of 
glyphosate-resistant fleabane. However, 
by treating all fleabane on your farm as if 
it is glyphosate resistant, you’re already 
managing it. To read the complete story, 
visit asktheexpertnetwork.ca.

Leanne Freitag,  
Regional Agronomy Manager

“ Once the soybean crop 
has emerged, there 
are no weed control 
options. You must 
get control of these 
resistant weeds before 
the crop emerges.”

Drawing a Line in the Soil:
Options to control glyphosate-resistant Canada 
fleabane in soybeans
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Many Ontario producers and agronomists 
have noticed a considerable amount of 
Canada fleabane in the fields this year, 
and no wonder. Not only does fleabane 
spread quickly over great distances, but 
glyphosate-resistant biotypes are also 
being confirmed in more counties across 
southwestern Ontario each year. And it 
continues to spread. 

In terms of weed resistance, glyphosate-
resistant Canada fleabane is potentially the 
biggest threat to eastern Canadian growers, 
and it is particularly problematic for soybean 
growers due to limited control options 
in-crop. However, there are several ways 
to manage glyphosate-resistant fleabane 
in your fields.

Distance is no defence. If glyphosate-
resistant fleabane has been identified two 
counties over, it could be on your farm 
by next year, or it may be there already. 
Depending on its size, one fleabane 
plant can produce tens of thousands 
to hundreds of thousands of seeds. 

To compound the problem, some 
glyphosate-resistant fleabane biotypes are 
also resistant to Group 2 herbicides. Once 
the soybean crop has emerged, there are 
no weed control options. You must get 
control of these resistant weeds before 
the crop emerges.

Your best option to manage fleabane in 
soybeans is tillage. But if you’re counting on 
tillage to take out those weeds, the plants 
must be completely uprooted or buried. 

The next best option is using a herbicide 
containing the active ingredient saflufenacil, 
such as Eragon or Optill, with your pre-plant 
burndown. Another pre-plant option is 2,4-D 
Ester, but you must wait seven days after 
application before planting soybeans.

A diverse crop rotation will also help 
prevent or manage the spread of 
glyphosate-resistant fleabane. However, 
by treating all fleabane on your farm as if 
it is glyphosate resistant, you’re already 
managing it. To read the complete story, 
visit asktheexpertnetwork.ca.

Leanne Freitag,  
Regional Agronomy Manager

“ Once the soybean crop 
has emerged, there 
are no weed control 
options. You must 
get control of these 
resistant weeds before 
the crop emerges.”
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Options to control glyphosate-resistant Canada 
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THE RECOVERY 

RANGE
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he first thing that has to be admitted 
is that the connection isn’t obvious. 
Who would have thought that a tax 
lawyer would think that bison ranch-
ing would be the best way to invest 

any extra time he might have?
Especially if it’s bison ranching on restored 

native grassland.
But Thomas Olson did just that, starting 20 

years ago when bison ranches and bison marketing 
were even smaller scale than they are today.

Olson himself sees connections. He’s always 
been fascinated with nature, studying wildlife biol-
ogy in university before becoming a tax lawyer.

Besides, he says, tax law and buffalo ranching 
require a lot of the same skills, including a respect for 
research, attention to detail, and rigorous analysis.

When he and wife, Carolyn, decided to go for 
it, their goal was to help restore the land to how it 
used to be back when bison roamed the West. Buf-
falo marketing wasn’t in their minds at all.

Really, the Olsons were searching for a way to 
instil their values in their 10 young children. “We 
were looking for a project that would teach them 
how to work hard,” Olson says. They also wanted 
a project that was grounded in the importance of 

B U S I N E S S

A business mindset and
private land are essential for 
conservation, insists Tom 
Olson, open-range pioneer
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taking care of the Earth, “so we thought it would be a sort of 
conservation agricultural project.”

Since then, the idea has grown, in more ways than they had 
imagined.

After research, the family focused on trying to bring back 
open-range bison. “Bison were, of course, an iconic species that we 
almost exterminated,” says Olson.

But there was another reason too. Bison interact with the 
ecosystem. A healthy bison herd would mean a healthy environ-
ment overall.

The Olsons began with a few bison and a very small market 
— basically one bison a year that was surplus to their needs. 
Right from the start, however, the Olsons found stores and 
individuals that were interested in supporting the concept of 
open-range bison.

As the project began taking off, the Olsons bought more 
animals and the herd grew. Before long, they acquired addi-
tional ranches — first on Milk River Ridge in southern Alberta, 
then south of Cypress Hills, Sask., followed by Waterton Lakes 
National Park, and then in Manitoba’s Duck Mountain region.

The Olsons have gone so far as to adopt World Wildlife 
guidelines for bison conservation on their ranches, the same ones 
that apply to a national park or an environmental group.

GettinG a start
“Our philosophy on conservation is that, if we rely on the 

government and on environmental organizations to save our 
planet, we’re not going to save it,” says Olson.

Private citizens, especially farmers, control millions of acres 
of land. They’re also the ones who are best able to find ways to 
make such operations both financially viable and also conserva-
tion friendly, such as bringing back a historic animal that allows 
ranchers to also generate a good income stream.

Operating from a single location has many benefits, but that 
would never work with the Olsons’ mandate for “finding dif-
ferent ecosystems that were once historic bison ranges but were 
quite degraded from human activities.” 

“Some of this was rangeland that had been — not very wisely 
— converted into cropland,” Olson says. “Some of it was land 
that was grazed by cattle improperly and was quite damaged.”

All of these properties needed help, but each still had rem-
nants of the original native grass eco-systems as well as the 
potential of being nurtured back to health. So, with the assis-
tance of quite a few scientists (many of whom volunteered their 
time), the Olsons acquired these properties and adopted plans to 
restore the landscapes and bring them back to pristine condition.

“We were getting good results fast,” says Olson. “We saw 
big improvements in native rangeland — this, despite the fact 
that some of the scientists who’d come out to help us through it 
thought it would take decades to see significant improvement in 
some of that damaged rangeland.”

the business side
While most agricultural enterprises look for a yearly profit 

cycle, restoring native rangeland takes time. Payback is far from 
overnight.

But, once restored, Olson has found native rangeland can be 
extremely economical ranchland to run.

The Olsons are working to demonstrate that there’s an alter-
native to the high inputs of conventional agriculture. They insist 
it’s possible to make a living raising bison in a conservation pro-
gram by working toward meaningful recovery of the ecosystem 
and improving the soil’s water-holding capacity.

When the Olsons buy land and begin the process of recovery, 
the native grass seed they buy costs (in almost all cases) more than 
the land itself, and for the next three or four years, there is virtually 
no production, since no animals are able to graze the land.

They pay tax and interest on the land, and then there is the 
cost of upkeep and the need to put more money into it than it 
was worth in the first place — again, with no production. For 
the first several years, it is a pretty negative cash flow drain.

But once the land is restored, the native grass is remark-
ably productive. There is an assumption out there that native 
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“ If we rely on the government…
we’re not going to save it.”

— Tom Olson
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grass is not productive and that there is 
a need to add crop grasses to ensure real 
production. Olson says the assumption 
is wrong. What he has found is that he 
can achieve tremendous production with 
native grasses when they are properly 
cared for and maintained.

Once that native grass base is well estab-
lished, there are no more fertilizer costs and 
no need to rejuvenate the pasture every five 
or six years (due to it becoming run down 
or overrun with weeds), as these are not 
short-term, domestic grasses that come and 
go. Native grasses, like some fescues, can 
grow to be over 100 years old.

These long-lasting grasses produce 
seeds and, therefore, have young plants 
coming up beside them. So, once you 
have made your way through the initial 
big expense, Olson finds, your future 
costs are minimal.

Long-term profitabiLity
“In the long run, the best economics 

are going to be with ranches like ours, 
where the inputs are extremely low, where 
we produce a healthy ecosystem that cap-
tures more of the sun’s rays, more of the 
rain that falls, and more of the snow,” says 
Olson. “It will be that environment that is 
going to be far more effective than irriga-
tion, fertilizer, and lots of fuel to produce 
food for human consumption.”

It may take the Olsons several years 
to become profitable on any particular 
piece of ground, but once it is profitable, 
it will likely be so for many years.

Now their goal is to demonstrate that 
this thinking is feasible in different eco-
systems, so that many other producers 
can jump on the bandwagon. “Together, 
we will have a far greater impact than 
any government conservation program, 
or than any environmental group in the 
country,” says Olson.

Bison also restore the land and veg-
etation on which they graze. “Bison 
move together as a group, so when they 
go through an area, they trample it — 
churn it up until it almost looks a bit 
cultivated,” says Olson. “As they graze, 
they disturb the land similar to plowing. 
They dig around plants, forcing them to 
rebuild stronger to survive.”

As bison graze, they go greater dis-
tances. They like to walk, like natural 
rotational grazers. Their penchant for 
movement can be used by the rancher, 
allowing the bison to heavily graze in 

one area and then move to another, 
giving the first area the opportunity to 
restore and regenerate itself.

Bison, unlike cattle, can graze even 
where there is deep snow, for example, 
grazing in the Waterston area where 
there are no beef cattle within miles.

In some areas, like Manitoba, there is 
a problem with aspen trees encroaching 
on traditional fescue rangeland. Bison, 
however, use their horns to girdle those 
trees, killing enough of them to allow the 
wild grass they rely on to regenerate.

Meanwhile, the land continues to 
improve. When the first European farm-
ers were seeing the deep black soil in 
Western Canada, they did not realize 
that it was the fescue plant roots that, 
over hundreds of years, decayed and 
formed copious amounts of rich carbon.

But it isn’t all upside. As with any 
business, the Olsons must deal with the 
possibility of theft. In their case, with 
large spans of land (as well as wild ani-
mals prowling about that are not easy to 
track), the losses can be significant.

Unfortunately, the Olsons became vic-
tim to theft last winter, to the tune of hun-
dreds of animals being stolen. This led to an 
“ugly investigation” with leads still being 

followed up on. “All I can say at this point 
is that it appears there’s very clear evidence 
that animals were removed by unauthorized 
vehicles at certain times,” said Olson.

“The precise count is difficult, as 
we don’t bring them in and count them 
every day, but I think it suffices to say 
that the numbers are large, in the hun-
dreds — about 20 per cent of that herd. 
And we lost a lot of young female cows 
and young bulls.”

The young males are of particular 
concern to the Olsons, as they are some 
of the surplus animals that fund the 
ranch operation.

The Olsons sell their meat to high-
end restaurants with discerning custom-
ers, as well as to specialty food stores 
that try to supply healthy, organic, and 
other food. As well, the Olsons have 
their own farmers’ market where they 
sell directly to customers.

Some of the restaurants the Olsons 
supply appeal to a more middle-class cli-
entele, offering items like burgers derived 
from a conservation project. 

Now, the Olsons are actively trying 
to get other ranchers to collaborate with 
them, since they think the market poten-
tial is very large for genuine conservation. 

Olson explains the range project to elite chefs who then pass their enthusiasm to customers. 

Continued from page 22
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aising free-range bison as 
part of a larger conserva-
tion effort can’t be called 
an instant money-maker, 
agrees a spokesman for 

Olson High Country Bison (OHCB). 
Still, there’s a strong meat market once 
animals are available.

In an extensive, natural grazing sys-
tem like the program adopted by OHCB, 
it takes time to build bison herd num-
bers, says Chad Gould-Hawke, OHCB 
operations manager.

Once the high-quality organic meat 
product is available, however, the 
demand is there. 

“Tom Olson began this project to 
maintain and re-establish native prairie 
grasslands with bison 20 years ago,” 
says Gould-Hawke. “Now we have more 
than 200 clients including hotels, restau-
rants and retail outlets carrying high-
quality products.

“Meat sales are covering the opera-
tional costs,” Gould-Hawke adds. “The 
fact is, if we had four times the number 
of market animals we have today, we 
could easily sell those.”

OHCB operates  four  ranches 
across Western Canada, ranging from 
the 2,000-acre property near Waterton 
National Park in southwestern Alberta 
to the 60,000-acre Pine River Ranch in 
west-central Manitoba, about halfway 
between Swan River and Dauphin. The 
company also has ranches at Del Bonita, 
Alta. south of Lethbridge along the Mon-
tana border, and in southwest Saskatch-
ewan’s Cypress Hills region. 

With different stocking rates at each of 
the properties, the company runs a total 
bison herd of about 4,000 head. While 
there are perimeter fences on each ranch, 
each herd roams freely over native grass-
land within those boundaries. 

“This is totally a free-range opera-
tion,” says Gould-Hawke. “The bison 
are just left to graze and manage them-
selves... We don’t do any feeding, treat-
ments or handling,” except when a 
certain number are removed from the 
herds each year for processing.

Gould-Hawke says it takes about 

three years to produce a market-size 
animal — ideally young bulls in the 
1,000- to 1,200-pound range. 

OHCB is also working with other pri-
vate ranching operations to demonstrate 
the OHCB bison/conservation model.  
“This year we plan to market between 
500 and 600 head, most of those from our 
ranches but also some from other ranches 
we work with,” says Gould-Hawke. 
“Numbers are increasing slowly.”

OHCB for the most part has targeted 
higher-end hotels and restaurants in Cal-
gary, Edmonton and Banff as primary cli-
entele for organic, free-range bison meats. 
They also supply meat products to several 
health-conscious grocery retailers such as 
Planet Organic in Calgary and Edmon-
ton, Nutters Bulk and Natural Foods and 
Community Natural Foods in Calgary.

But their marketing effort also addresses 
a wide range of markets and consumer pref-
erences ensuring all parts of a bison carcass is 
used in a variety of products. 

The company operates retail outlets 
at two full-time Calgary farmers’ mar-
kets, and Gould-Hawke says later this 
year they hope to open the first hot-food 
restaurant exclusively with bison meat at 
the Crossroads Market in Calgary. 

OHCB also has an online bison meat 
market for consumers offering more than 
50 bison meat cuts and products rang-
ing from steaks, roasts and patties, to deli 
meat products, jerky, ribs, and cutlets and 
prepared heat-and-serve bison meat dishes. 

“More consumers are realizing that 
bison is a healthy meat choice,” says Gould-
Hawke. “One of our chefs pointed out this 
is the original red meat of North America. 

“As Tom Olson says the only way to 
save the bison is to eat the bison. If we 
didn’t have a growing bison meat indus-
try there wouldn’t be a million bison 
cows in Alberta. Our approach has been 
to follow an all-natural, low-cost produc-
tion system and any profits as we make 
them will go back 100 per cent into sup-
porting the conservation effort of these 
ranches.”

Lee Hart is Calgary field editor for  
Country Guide. lee@fbcpublishing.com.

“We’re trying to encourage other pro-
ducers who have similar goals, and who 
went into bison because they believed in 
the animal and want that animal to sur-
vive as an iconic species — working with 
them, trying to collaborate,” said Olson.

“When you eat a meal, you can feel 
good that the world is a better place for 
having dined,” Olson says. “People buy 
into that... and these people are pre-
pared to pay a little extra to do it.”

The Olsons are also developing inno-
vative low-fat products, and their goal 
is to go beyond the standard steaks, 
roasts, and burgers with specialty prod-
ucts including jerkys and sausages.

The Olsons especially want to make 
their products easy to find and access, 
because they feel bison has health ben-
efits. “We want to make this easy for 
people,” Olson says.

The Olsons also envision creating 
good, new jobs. “The bison recovery 
project will not only be good for the 
landscape, it will be good for people in 
most rural areas, including many First 
Nations people. 

“We hope every bit of everything we 
do is good for human beings and for the 
land,” Olson says. “Ultimately, what 
is good for the land will be good for 
human beings.”  CG

Organic bison — naturally slow returns
It’s no overnight bonanza, but once you develop a name,  
there’s a good market By Lee Hart
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Your turnover is low

Low employee turnover indicates that you’re 
doing something right, says Alan Dooley, agricul-
tural labour recruitment specialist with Alberta 
Agriculture and Rural Development.

Exactly what number you should aim for 
depends on your business. Employee turnover sta-
tistics aren’t readily available in the agriculture 
industry. Dooley says farms with several employees 
should shoot for under 10 per cent. But farmers 
with few employees will probably want to target 
zero turnovers. “If you only have one (employee), 
and you lose one, you’ve lost a lot of your capacity,” 
says Dooley.

Replacing employees is easier said than done. 
Agriculture competes against other industries which 
often pay more. The temporary foreign worker 
program is an option for farms that can’t find Cana-
dian labour. But if you aim to bring in a temporary 
foreign worker for an employee who has just quit, it 
takes time. “You might be looking at six months,” 
says Dooley.

Everyone knows you’re the boss
This isn’t as obvious as it may seem. If you’re 

running a large operation with a mix of family 
members and employees, it’s important that people 
know who’s ultimately in charge and at what point 
you need to be engaged. When different family 
members give contradictory instructions to employ-
ees, it’s a recipe for chaos.

You don’t need to be a tyrant. Besides, a good boss 
will give employees some power to make decisions in 
agreed areas. But they will know the boundaries.

Keep in mind too that well-liked bosses have more 
influence over employees than other supervisors, all 
other things being equal. Trust and credibility count.

You know what motivates employees

Dooley says farmers need to pay attention to their 
employees to find out why they are working for you, 
and why they will continue working for you.

“If it’s all just strictly money, then agriculture is 
in a very challenging place,” says Dooley. 

Some employees like the variety that comes with a 
farm job. Working outside, operating machinery, and 
handling livestock can also appeal to employees. Others 
might view farm employment as a chance to gain knowl-
edge and experience before running their own operation.

Of course, some employees might be mainly 
motivated by a need to support themselves or their 
families. This means you need to pay close attention 
to your pay structure. In short, knowing what your 
employees look for in their jobs will help you keep 
them happy and on the payroll.

You know where your business is going
When you’re recruiting labour, you need to 

brand your farm, says Dooley. “What does it stand 
for? What do we want to be as a company? Then 
you can attract people who share that vision of 
where you are and where you want to go.”

Involve family and current employees in these 
discussions, and learn how to articulate what you 
decide on. You can’t all pull in the same direction 
if you don’t all know where the business is heading.

You’re serious about health and safety
Are your employees trained to operate equipment 

and machinery safely? Do they know the proper proce-
dures for handling chemicals? Are your corrals and other 
livestock-handling equipment well-maintained and safe?

“Having a safe, healthy workplace is an indication of 
a good employer,” says Dooley.

Preventing injuries or death is a compelling enough 

Are you a good boss?

Take this quiz. Better yet, 
ask your spouse to rate you 
too, so you can compare 
answers. After all, leaders 
want to know the straight 
goods… right?By Lisa Guenther, CG Field Editor

b u s i n e s s

Whether you’re farming with family or employees, or a combination of both, it takes leadership to ensure 

your farm business is firing on all cylinders.

Like it or not, you can’t force workers to be motivated by their jobs. You can’t order them to be com-

mitted to your farm. But you can be the kind of boss who inspires loyalty and hard work.

Here are six hallmarks of a good boss. Some areas will be more pertintent to your farm than others, but 

if you’re humming on each category, your workers should have the farm running like a Cadillac.



reason to ensure everyone knows how to handle farm 
hazards. But farm safety planning is a form of busi-
ness risk management, too. The Canadian Agricultural 
Injury Reporting (CAIR) program puts the average cost 
of a hospitalization at $10,000. And having an injured 
worker could throw a wrench in the production cycle.

Are you providing housing to workers and their 
families? If so, make sure everyone knows how to keep 
the kids safe on the farm. Machinery run-overs caused 
the most deaths for children aged 14 and under. Accord-
ing to CAIR, dugouts, ATVs, and livestock are also 
hazards for children.

It’s well worth writing down a farm safety plan, 
and making sure everyone is familiar with it. Down-
load a farm safety plan guide from casa-acsa.ca/
CanadaFarmSafePlan.

You foster a supportive work environment
Workers appreciate a boss who treats them like 

valued family members, which means that listening 
to everyone’s concerns and ideas goes a long way to 
creating a supportive workplace.

While it’s important to let people know when 
they need to do something differently, a good boss 
keeps an eye out for good work, too. 

“People are motivated when people say they’ve done 
a good job,” says Dooley. “Make them feel like they’re 
a key part of the team and not just an employee.”

Besides, by watching for extra effort and excel-
lent performance, you’re also more likely to recog-
nize untapped ability and interests. Find a way for 
employees to apply those talents on your farm. Set 
meaningful, challenging goals with staff. Workers 
will be more satisfied with their jobs if they meet 
new challenges and feel supported by management.

To make sure mentorship and training programs 
work, involve your employees in the training design 
and process. Alberta Agriculture publishes an Employ-
Ers’ Handbook for agriculturE and HorticulturE, 
available online by Googling “Alberta Agriculture 
employer handbook.” The handbook offers two key 
suggestions based on human behaviour:
•  People learn faster and retain information better 

when they want to learn. Make sure the training 
meets the learner’s needs.

•  Adults are motivated to learn when they need to 
grow, acquire power, or achieve, or any combina-
tion of the three.

Be fair to everyone. Don’t play favourites. Then, 
consistently reward merit through raises, promo-
tions, training and praise.

Although being a good leader takes time and 
thought, it’s necessary work. It’s like a tractor. 
Investing a bit of time in on-going inspection and 
maintenance can prevent the big, expensive break-
downs that keep you out of the field.  CG

b u s i n e s s

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:
 Management Moment: Seasonal Price Trends
  Kevin Stewart explores how following season price trends can 

help you get the most for your ag commodities.

	Don’t Let Negative Habits Shape Your Outlook
   Motivational speaker Darci Lang challenges us to keeping complaints to a 

minimum and focusing on the 90 percent of your life that is positive.

	Talking Leadership with General Rick Hillier
  General Rick Hillier explains some of his favourite leadership phrases and 
 how they speak to innovative and inspirational leadership.

Farm living inspiration, ag business insight.Farm living inspiration, ag business insight.

When you’re ready to be inspired & informed…

visit www.agcanada.com/video
AGCanadaTV is sponsored by
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he amounts at stake are bigger than 
ever, adding up not only to millions of 
dollars, but also to years of hard work 
and land that’s been in the family for 
generations. It’s no wonder then that 

farm owners are looking for ways to protect their 
assets and the integrity of the farm in the event of a 
marital breakup.

Of course, with multiple generations simultane-
ously involved in the management and ownership of 
more and more farms, there are also more players 
than ever with a stake in the pre-nup discussions, 
especially with the evolution of such a wide range of 
complex partnership arrangements.

That means developing a pre-nup is still a poten-
tially daunting prospect. But the statistics are even 
scarier. A quarter of today’s marriages end up in 
divorce after only three years.

In fact, the risk of divorce can be even higher on 
the farm because of the non-stop demands of farm 
management, not to mention all the stresses and 
strains of farm marketing and financing.

It’s a reality farm managers must take into consid-
eration, says Peter Remillard, a lawyer with the firm 
Gorrell, Grenkie and Remillard in eastern Ontario.

All parties should insist on considering how a 
marital breakup would impact the parents and sib-
lings who depend on the farm, says Remillard.

Having spouses sign a prenuptial agreement may 
be one option. “The basic reason for the prenuptial 
agreement is to exclude property from the applicable 
provincial property regime that is imposed on mar-
ried couples,” says Remillard.

For example, if parents have given a substantial 
discount on the purchase price of the farm, they may 
fear that the child’s spouse will be entitled to half 
that discount in the event the marriage breaks up 
and the farm is sold at market value.

“A divorce is almost always financially destruc-
tive to the parties splitting up,” says Karl Martens, 
an estate planning lawyer with the firm Robertson 
Stromberg in Saskatoon. Regardless of how the farm 
business is structured, Martens says, there may not 
be enough liquid assets to meet divorce obligations, 
so it often isn’t possible to avoid selling land, quota 
or equipment.

If land has been in the family for generations, par-

ents may want a prenuptial agreement to ensure this 
land stays in the family, Martens says. “An agree-
ment can deal with the division of assets each party 
brought into the relationship.”

Prenuptial agreements, post-nuptial agree-
ments and co-habitation agreements are examples 
of domestic agreements also called interspousal 
agreements. “The idea is that once such domestic 
contracts are properly put in place, there will be a 
minimization of future litigation and legal costs, not 
to mention the time and stress that parties may be 
forced to endure,” says Remillard.

However, each farm is unique, so you should 
always seek legal advice that reflects your particular 
situation, says Gayle Langford, a lawyer in Red Deer, 
Alta. Plus each province has different applicable fam-
ily laws, and there have been some major changes to 
family law in several provinces in recent years.

Of course the whole issue of domestic agreements 
is a thorny one. The best place to raise the issue is 
at a family meeting with all the players present, says 
Remillard. “It should be treated in a very business-
like and dispassionate fashion,” he says.

Gordon Colledge, a farm adviser in Lethbridge, 
Alta., suggests having a lawyer explain the options to 
the family. “Do the research and don’t issue ultima-
tums,” he says. Instead, go into the discussion pre-
pared to discuss alternatives such as share structures, 
gifting, and trusts.

Langford stresses the importance of viewing 
domestic contracts as just one part of the transi-
tion planning process. It’s important to consider the 
“what ifs?” What if someone dies? What if there’s a 
divorce? These are difficult conversations for families 
to have, she says. A mediator can help a family navi-
gate these discussions.

It’s also very important for families to be clear 
on what it is they are trying to accomplish, she says. 
“Too often we jump too quickly to the ‘how’ with-
out understanding the ‘why,’” she says, and she con-
tinually goes back to a lesson she learned in her law 
school days: “The quality of the answer depends on 
the quality of the question.”

Don’t wait until just before the wedding to raise 
the issue, adds Remillard. “Quite often this is a very 

Married to pre-nups
The good news is that we now know more than ever about 
how to minimize the emotional downsides of negotiating a 
pre-nup. In fact, it can lead to better married life

By Helen Lammers-Helps

b u s i n e s s

Continued on page 30
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emotional matter and can result in a delay of the 
wedding,” he says.

Or the young couple may choose not to farm 
with the family after all, adds Colledge.

Both parties signing a domestic contract should 
have their own legal representation so that all the 
issues can be explained and addressed. Otherwise it 
may not be enforceable, says Remillard.

What’s fair will also depend on the circum-
stances. “Different situations dictate different pro-
tections be put in place,” says Remillard. 

A domestic contract is only one piece of the puz-
zle. Other legal documents such as up-to-date wills, 
buy-sell agreements and exit strategies should also 
be in place, says Colledge.

Colledge also warns that it’s not just the poten-
tial for divorce of the younger generation that farm 
businesses need to be concerned about. “There’s 
been an upswing in grey divorce,” says Colledge.

If the farm has to be sold because mom and dad 
are splitting up, where does that leave the younger 
generation that was in the process of taking over?

Although the national divorce rate is 40 per cent, 
according to Statistics Canada, farm couples may be 
at an even higher risk of marital discord.

According to Langford, research by the Vanier 
Institute of the Family has shown that anything that 
causes stress will hurt the marriage. Volatile market 
prices, high debt loads, long hours, and off-farm 
jobs are just a few of the added stresses faced by 
farm couples.

Jillian Robbins, a farm family coach and trainer 
with The Family Furrow in Chilliwack, B.C. says 
she often hears complaints from young wives that 

there is no time for them as a couple or as a young 
family… that it’s always about the farm.

She recommends that before embarking on the 
journey, couples really take the time to understand 
each other’s viewpoints in terms of the needs of 
the farm and the needs of the couple. “This is so 
important for building a strong foundation for going 
forward,” Robbins says.

Couples also need to check in with each other 
regularly, Robbins insists. They need to get into 
a routine of talking about each other’s concerns, 
hopes, fears, expectations, priorities, beliefs, and 
values in terms of family and farm business life.

In this way, a pre-nup discussion can actually 
turn into a set of behaviours that keep husband and 
wife in touch with other, minimizing the risk that 
they’ll take their partner for granted.

Gerry Friesen, a farm business coach and mediator 
in La Salle, Man. agrees good communication is abso-
lutely essential. “Open and clear communication is the 
first step to maintaining a relationship,” Friesen says.

“Bottling things up doesn’t help,” Friesen says. 
“Silence doesn’t protect anyone. Even if you don’t 
know how to find the words, you have to try anyway.”

Colledge recommends couples plan for time 
together to maintain their connection. A date night 
and an occasional night away from the farm can do 
wonders to keep the connection alive, he says.

No one wants to think about what would hap-
pen to the farm if they got divorced, but smart man-
agers put plans in place to cover all the “what ifs” 
such as divorce, death and disability. 

Spending some time and a few thousand dollars 
up front to put the necessary paperwork in place 
could save many thousands of dollars, and a lot of 
grief, down the road if things don’t go well.  CG

A pre-nup can be a positive. It can be all 
about finding the best way to welcome a 
new person into the family

b u s i n e s s
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Too often we blame soybean breed-
ers for failing to keep up with 
their corn counterparts. The criti-

cism is justified, of course, but it also 
misses something.

Yes, corn yields are climbing every 
year by a steady two bushels per acre, 
compared to a sluggish third of a bushel 
for soybeans. But let’s not discount the 
ruggedness that breeders have built into 
today’s soybean seed.

It’s no exaggeration to say that soy-
beans used to be planted on your best 
field on the best day, and still you kept 
your fingers crossed. Now, they’re far 
hardier, surprising us with how they hold 
on in weather that makes corn twist.

Still, if soybeans have earned a place 
on Canadian farms, the real reason is 
because they are able to grind out a com-
petitive return per dollar of cost.

2014 is shaping up as a critical year for 
tracking soybean production costs, both 
on a per-acre and a per-bushel basis. If 
you aren’t in a benchmarking program 
this year, it isn’t too late to investigate 
options. In Ontario, for instance, the pro-

vincial agriculture ministry’s website has 
a wealth of statistics that are a good start-
ing point, but check with your seed com-
pany too, and also work with your 
financial adviser to develop links.

Canada’s farmers have invested mas-
sively in their productive capability in the 
last three years. Still, productivity and effi-
ciency aren’t always the same things, and 
we share the fear that there are record high 
differences this year in production costs for 
neighbouring farms, often because of per-
acre machinery costs, but also because of 
land rents, input rates, and management 
focus on costs.

I might have to eat my words down 
the road, but it looks like there will be 
opportunities this year to sell soybeans 
both at a profit and at a loss. Clearly, the 
profit opportunity is higher for low-cost 
producers.

Benchmarking doesn’t pack the same 
thrill as bragging about the biggest yields 
or the newest combine. But it’s got stay-
ing power. Let me know what you think. 
I’m at tom.button@fbcpublishing.com.  

Tom Button, CG Editor

Soybean Guide, February 2014   3

It’s still a cost business

FEBRUARY 2014 page

In control… ahead of the market 4
Grow it or lose it 10
Future too bright for 2014? 14
Flex your acres 20
Manitoba turns to soybeans 22
CAN bus at your control 24
Sudden death 28
Weeds before winter 32
Do biotech traits still pay? 34
Solid advice 39
Charting a course 40



These farm planning strategies can elevate 

soybean returns, even in a volatile year

By Ralph Pearce, CG Production Editor

in control …
ahead of the market
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In business circles, there’s the five-year plan, the two-year plan and even the 

one-year and the six-month plan, each with its own sub-plans loaded with 

hard production and financial targets. They’re a fact of life, and they are cru-

cial management tools. Just ask any manufacturer, or the owner of any store 

that turns the kinds of numbers that today’s farms generate.

Can such detailed production planning work in agriculture? With so many 

factors beyond your control, from the weather to the futures market, it’s little 

wonder that field plans get fuzzy in a hurry when you try to extend them 

beyond the coming season, becoming a reflection more of your aspirations than 

a concrete to-do list.

But that’s changing. Country Guide spoke to four producers — two from the 

West and two from the East — about their advanced planning. How far ahead 

do they look? How specific do they get? Does planning help?

“ GooD DECISIonS 
DrIvE THE  
opEraTIon.”

craig Shaw,  
red deer, alta.

Planning is good, as every farmer 
knows. But so is flexibility.

For Craig Shaw, who farms near 
Red Deer, Alta., there isn’t a contradiction. 
A good plan creates opportunities to 
manoeuvre.

Shaw usually starts his cropping plans 
during the late summer, close to harvest 
(i.e. roughly six to 10 months ahead of 
seeding) to make the most of his fall fer-
tilizing program as he builds his fertility 
plans. Marketing plans are done as far 
ahead as he can begin pricing the crop, 
usually about a year in advance. Storage 
plans are usually estimated prior to the 
crop going in the ground, then modified 
with the approach of harvest. And capital 
and equipment plans are also mapped out 
roughly a year ahead.

Shaw is also working to move as 
much as possible to a fall herbicide pro-
gram, which he says will help him meet 
his goal of seeding more of his crop the 

COVER STORYSOYBEAN GUIDE
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“ My StrenGth iS  
SittinG in the 
oFFice, doinG  
the planninG.”

Steve twynStra,  
ailSa Craig, Ont.

Planning gives the farm structure 
and flexibility, Steve Twynstra says. 
And for him, it also adds two other 

crucial ingredients — stability and trust.
Working from a variety of plans since 

the 1990s, Twynstra, owner of Twilight 
Acre Farms, near Ailsa Craig, Ont., also 
uses his system as a form of quality con-
trol, providing guidance and direction to 
his employees, as well as suppliers.

Twynstra values the framework pro-
vided by the cropping and marketing plans, 
but he also relies on them because of the 
flexibility they offer. Yes, there are farmers 
who sell predominantly off the combine, he 
notes, and in a year such as 2012, that strat-
egy probably gave those growers bragging 
rights. But for Twynstra, who concedes to 
being a little more risk-averse, the longer-
term average may favour his methods.

Twynstra develops both a crop plan and 
a marketing plan, and for him, the two go 
hand-in-hand. Then he also has a storage 
plan, a capital and equipment plan, plus a 
fertility plan and then another related to 
the financial side of things that Twynstra 
says neatly ties everything together.

Twynstra can even discuss the virtues 
of an input plan, but he does get a little 
frustrated with dealers who are unwilling 
to lock in prices in advance for herbicides 
or fungicides that they have in inventory.

Twynstra also says that he has tried 
different types of software, hoping that 
one or another would do the job as well 
as an Excel spreadsheet, which he began 
using while in university. Yet each time 
he’s tried something different, he’s come 
back to his familiar standard.

The primary challenge, Twynstra says, is 
keeping things current from year to year, and 
keeping things as detailed as possible. He can 
track different seed treatments, fungicide 
applications and seed pedigrees in various 
fields. And he wants the precision of know-
ing whether he’s spent $50 an acre, $50.28 an 
acre or $52 an acre on one input. Some 
growers might not need that kind of detail, 
but for Twynstra, it all begins with accuracy.

As for how far in advance Twynstra’s 
planning for his operation, he already has 
some of his 2015 crop sold.

following spring within an optimum 
timing window.

“Planning ahead is critical to a farm-
ing operation,” says Shaw. “The plan isn’t 
set in stone and will likely change during 
the growing season, but at least it pro-
vides you a base to work with. And 
advance planning is helped by experience 
level — making decisions and commit-
ments are easier when past experience has 
taught you valuable lessons. Management 
requires some time commitment and 
access to good information.”

Shaw has been refining his approach 
to plans and strategies for the past 15 
years, and he readily acknowledges the 
time it takes to set up these plans, and 
then to adjust them according to markets 
and conditions

He feels it’s time that pays off. The flexi-
bility he’s built into the system can identify 
how and when he can forward contract, 
sell off the combine or sell from storage, 
with a marketing schedule that also takes 
his cash-flow needs into account

“The percentage of crop we forward sell 
is dependent on pricing opportunities,” 
says Shaw. “We’re in a pretty stable produc-
tion area, so we’re generally more comfort-
able with forward contracting a higher 
percentage of our crop. If we’re caught 
short of production to fill contracts, we 

can make arrangements with others to fill 
those contracts. It’s never an issue if we’re 
on the right side of the market.”

Shaw adds that if he finds himself on 
the wrong side of the market, he simply 
takes his lumps and puts it down to expe-
rience. At the same time, he hopes the 
unpriced part of his production offsets 
any losses. He also assesses each crop 
according to the risk levels, be it on total 
production or quality.

But Shaw keeps referring back to the 
flexibility that advanced planning can pro-
vide. It’s one thing to have one plan or a 
series of management plans, but each has 
to be flexible and capable of adjustments.

Ideally, the plan should help you 
identify when to change by focusing 
your attention on key decision factors  
and giving you a better idea of how a 
decision on one aspect of the operation 
will affect all the others.

“If we look at the big picture, then we 
can react more clearly, and look at reve-
nue generation, whether by acre or by 
crop,” says Shaw. “Our goal is to generate 
revenue above expenses on the farm, not 
hit the best price. I likely have made more 
money in my office than out doing man-
ual labour. Good decisions drive the oper-
ation, and time needs to be spent to 
develop these skills.” Continued on page 6
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“planning ahead is critical to a 
farming operation.”

— craig Shaw,  
red deer, alta.
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Farming in Western Canada has 
always been a logistical and plan-
ning challenge for any producer, 

squeezing the greatest yield out of a 
short season. Now, the migration of corn 
and soybeans westward is making that 
challenge even tougher.

Plus, the West has the added compli-
cation of size, with more acres to cover 
and longer distances to drive. With that 
size and diversity, there’s an even greater 
need for advanced planning, and Kris 
Penner is a disciple of the trend. As oper-
ations manager with H & M Farms, a 
family farm operation that crops about 
25,000 acres near Altona, southwest of 
Winnipeg, Penner believes in the sta-
bility that planning provides, particu-
larly with the mix of wheat, canola, 

corn, soybeans, edible beans, winter 
wheat, sunflowers and oats grown on 
the farm. Some years, they’ll also plant 
a field or two of fall rye, hemp, canary 
seed or millet.

Penner develops four plans. His crop-
ping plan is sketched out two years in 
advance. Then as the year approaches, 
changes can be made and the final 
detailed crop plan is usually in place by 
the end of December prior to seeding. 
For marketing, Penner says, H & M 
Farms has had production contracts 
which have lasted for as many as three 
years on cash crops such as dry beans. 
But most years, he says he starts market-
ing for the crop year as the crop plan gets 
closer to its final stages. Storage plans are 
made as the crop plan is finalized, and 

“The challenge is that when you get into 
a situation where you’re looking that far out, 
I can’t tell you if I’m going to grow kidney 
beans or white beans — I know I’m growing 
edible beans on that piece of dirt, and then 
we have to wait for the market to catch up,” 
says Twynstra. “It all comes down to a crop 
plan. Once you have your crop plan final-
ized, that’s all part of mitigating risk, because 
that means stability. Now if someone says 
that takes out opportunity, I say there are 
two ways of looking at that, and I view it as 
opportunity is where you look for it.”

Twynstra owns and rents roughly 3,000 
acres but those acres are spread all around 
Middlesex County. There’s the home farm 
in the northwest corner, another between 
Harrietsville and Avon southeast of London, 
and a third in the Delaware-Southwold 
region south of London. With that kind of 
spread, Twynstra also values his plans for 
the way they can simplify the logistics in 
managing operations on the farm. 

“It all comes down to logistics, so know-
ing what seed has to be picked up at which 
location, and the amount, the variety, the 
pedigree, what fertilizer is coming from 
which location,” says Twynstra. Since he 
deals with different suppliers, he can share 
the information from those plans with both 
the driver and the supplier. “They have a 
copy of our plan that relates to them, so they 
know exactly who’s driving the truck that 
day, so all they have to do is say that it’s going 
to Twilight Farms, and that this is going to 
field ‘X’ and they can look at what’s required, 
or this is what’s needed, and go forward.”

Whether a farm is 50 acres, 5,000 or 
15,000 acres is irrelevant, as far as Twynstra 
is concerned. He believes that any farmer, 
with any sized parcel of land can benefit 
from a crop plan or a series of plans. But 
he also acknowledges that different indi-
viduals have different strengths and 
demands for their operations.

“I guess I believe my strength is sitting 
in the office, doing the planning aspects of 
the business, rather than being physically 
out there, although I have that experience, 
also,” says Twynstra. He adds that it’s also 
easier to be able to manage his operation, 
not only on the strength of his various 
plans, but by the accountability they pro-
vide, and the sense of trust that can build. 

“What it does is show people you’re 
working with that this is a farming enter-
prise that they want to do business with,” 
Twynstra says. “It all comes down to 
working with people you can trust, work-
ing with dealers, sales and even the work-
ers on your own farm — with those who 
have the same interests.”  

“ YOU HAVE TO HAVE A PASSION FOR 
PLANNING TO BE GOOD AT IT.”

KRIS PENNER, ALTONA, MAN.

Continued from page 5
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the capital and equipment plan is also 
finalized after the crop plan is in place.

“Depending on the crop and prices, we 
like to be 10 to 20 per cent sold by the time 
planting starts, and then often by July, 
when we can see what kind of crop is in 
the field, we would tend to move to 50 per 
cent sold on board crops,” says Penner. For 
crops such as dry beans, which can be con-
tracted before planting, he will contract 
from 30 to 50 per cent of production. 

Penner has to sell some of the crop as 
it’s coming off the combine because of 
space restrictions. Yet the amount that 
gets sold off the combine depends on the 
price at the time of harvest, along with 
cash-flow requirements.

Distance and the logistics involved in 
moving equipment or moving harvested 
product to its appropriate location is 
another reason why planning is becom-
ing so important. Not only does Penner 
help oversee production on 25,000 acres, 
fields can be as far as 130 km from the 
home farm.

“We plan as well as we can during the 
winter months how each farm will func-
tion and operate for the season so that 

when it comes time to seed, everyone is 
on the same page and knows what to do,” 
says Penner. “For example, we’ll plan our 
canola and winter wheat rotation a few 
years in advance, to maintain a certain 
percentage of land going into winter 
wheat. Seeding winter wheat in the fall 
into canola stubble alleviates some pres-
sure of covering those acres in spring, 
which is also a good fit.”

As well, when seeding certain crops 
which require high-residual chemicals to 
be used, the Penners can also plan a year to 
two years ahead as to what will go on those 
fields to avoid crop damage or failure from 
the previous year. As a result, Penner’s crop 
plan file is always available, and during the 
course of the year, can be changed often 
until the point at which it’s finalized.

Penner believes in the benefits of pro-
duction plans to grow their business. 
Such in-depth and advanced planning 
may not be for everyone, he agrees, but 
in order to grow any business, there has 
to be planning and structure.

“It’s more discipline than anything 
else,” says Penner, noting that he’s been 
involved in this level of planning as long 

as he can remember. Over time, the plans 
have evolved and become more complex 
with the growth of the farm. “Being con-
sistent is also very important,” Penner 
says. “As far as getting educated to do the 
planning, in that sense, anyone can do it.” 
But, he adds, “You have to have a passion 
for planning to be good at it.”

It’s a huge plus when you have the 
right people involved, as well. Penner 
declares that’s likely the biggest challenge 
— to manage people. There needs to be 
a unified approach, he says. He tries to 
maintain that core group of individuals 
by maintaining a good culture on the 
farm, where everyone wants to be there 
and pull in the same direction.

“Obviously, making the right market-
ing decisions, crop planning, and the dis-
cipline required to be sustainable — and 
not throw all the eggs into one basket, 
based on market swings and emotions — 
they're all important,” says Penner. “In the 
end, and in my opinion, it’s all about the 
people you have around you. When you 
have good people, the rest is easy.” 
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“ ThinkinG STraTeGically will be 
criTical in The nexT Five yearS.”

Jeff Barlow,  
BinBrook, ont.

Getting the most out of what technology can offer is very 
high on Jeff Barlow’s list. Working with his father Earl, 
Barlow was an early Twitter user, tracking cropping 

research and agronomic advice from multiple sources.
Now Barlow relies on overlapping plans to manage the fami-

ly’s 4,500 acres of crops near Binbrook, Ont., southeast of 
Hamilton. His rotations are mapped out two or three years in 
advance, and a marketing plan is laid out a year beforehand, as is 
his storage plan.

Planning for capital equipment is done a year ahead, and 
Barlow has a payment timeline to know when installments are 
coming due and when a loan or lease is nearing its end.

“Advanced planning is a big part of what I do on the farm,” 
Barlow says. He works with his father on the long-range planning 
and then lets the team execute it. “If I’m in the office, my father is 
great at turning those plans into reality and just getting things 
done,” he explains. “I try to be more visionary… I usually 
research and collaborate with university extension and my agron-
omist. When the idea looks like it’s something we should try, I 
take it out to my team and ask them for their input.”

Barlow values his father’s input on this type of planning. Earl 
has the perspective that can only come with experience, while 
Barlow has the cutting-edge connectedness and desire to make 
the most of his advanced planning. He calls his father a “doer” 
who lives in the moment, while Barlow believes he’s at his best 
before the season begins, planning and working with new con-
cepts and technologies.

Barlow can envision the idea or the plan, and his father and a 
couple of their employees can put that plan into action, so it’s a 
very co-ordinated and efficient operation.

But from a planning perspective, Barlow believes all farmers 
are pretty good planners, simply because they wouldn’t last very 
long if they didn’t have some sort of guideline.

“Thinking strategically will be critical in the next five years, 
and planning your farm like Southwest Airlines plans their logis-
tics will probably pay dividends,” says Barlow. “My old boss used 
to say, ‘Plan the work then work the plan,’ and he also said that 
people have more problems with the second part, so that’s 
another story.”

To reduce his risk, Barlow’s marketing plan is actually divided 
into two parts — definite and indefinite. The former takes prior-
ity, starting with the physical constraints of his storage system.

As soon as he knows how many acres of winter wheat he has 
in the ground, he pretty much knows how much bin space he’ll 
have to make sure is clear. He also knows how much wheat he’ll 
have to move out within two to four months of harvest to make 
room for soybeans or corn, since he doesn’t have enough storage 
for all of the crops grown on the farm.

As well, some of those bins lack full-floor aeration, meaning 
he always has to empty them before spring planting. So his mar-
keting plan takes this into consideration and alerts him to those 
times he needs to market his grains and oilseeds.

“The indefinite side would be whether I store that corn for the 
long haul or sell it earlier,” says Barlow. “So I usually have a pretty 
good sense of when they will be moving out, with some excep-
tions, depending on crop marketing. The biggest two challenges 
are easily weather and markets. Both are out of my control but 
high on the risk scale.”

Are there times when it’s to his advantage to store crops, ver-
sus contracting them, regardless of space limitations? Yes, 
replies Barlow. Typically, there is some volume of corn that’s 
stored into the early fall, when there are usually some premiums 
in the market — often in the form of basis. Three out of five 
years, it pays to do this, he finds, but it takes planning because 
those same bins will be needed for the fast-approaching corn 
and soybean harvests.

“We aren’t big cash sellers at harvest because of the logistics of 
hauling grain into terminals when you need the trucks in the 
fields — as well as the labour — but also the long lineups that 
waste time,” says Barlow. “We sold a bunch last year (at harvest) 
just because of price. But 100 per cent of wheat is sold within 
approximately two months of harvest, soybeans will be half-sold 
within three months of harvest, and we’ve sold less corn at har-
vest and stored most of it.”

Like other farmers, Barlow has heard it said that planning only 
makes sense on huge farms. He believes it’s an outdated attitude. 
All farmers are being forced to plan, he says.

“I would say that in heavy clay soils, you would break even at 
best if you tried to plant what the markets want,” says Barlow. 
“Some years you might do well but other years, the rotational 
effect could hurt you much more. Soybeans after soybeans after 
soybeans don’t yield very well in my dirt, for example. We stick to 
our guns and how it’s laid out in my spreadsheet.”  SG

Ph
o

to
: w

w
w

.d
ew

im
ag

er
y.

co
m

Continued from page 7



  PUB:  Country Guide (East) AD #: PBRE-TSERIES-02014
Print Production Contact: FORMAT:  Magazine FILE:  01-38411-PBRE-TSERIES-02014-SWOP.pdf

Chris Rozak  TRIM:   8.125" x 10.75" CLIENT:  Pioneer Hi-Bred Ltd. 

RedWorks Delivery/Technical Support: (416) 945-2388 JOB #:  P.DUP.DUPBRE.14001.K.011

O G I LV Y O P E R AT O R
K B

PA S S
F I N A L

UNLEASH THE POWER 
OF T SERIES.

    Welcome to the next generation of  

soybeans. Pioneer® brand T Series soybeans 

combine superior yield performance, cutting-edge 

research and defensive traits to create an expanded 

lineup of  soybean varieties that are ready to deliver

on your farm. Ask your local Pioneer sales rep 

about the right T Series soybean varieties for 

your acres or visit pioneer.com/tseries

Our experts are grown locally

 soybean varieties for

pioneer.com/tseries

    Welcome to the next generation of  

 soybeans 

combine superior yield performance, cutting-edge 

research and defensive traits to create an expanded

lineup of  soybean varieties that are ready to deliver

on your farm. Ask your local Pioneer sales rep 

about the right 

your acres or visit 

P
io

ne
er

®
 b

ra
nd

 p
ro

du
ct

s 
ar

e 
pr

ov
id

ed
 s

ub
je

ct
 to

 th
e 

te
rm

s 
an

d 
co

nd
iti

on
s 

of
 p

ur
ch

as
e 

w
hi

ch
 a

re
 p

ar
t o

f t
he

 la
be

lin
g 

an
d 

pu
rc

ha
se

 d
oc

um
en

ts
.

Th
e 

D
uP

on
t O

va
l L

og
o 

is
 a

 re
gi

st
er

ed
 tr

ad
em

ar
k 

of
 D

uP
on

t. 
®
, ™

, S
M
 T

ra
de

m
ar

ks
 a

nd
 s

er
vi

ce
 m

ar
ks

 li
ce

ns
ed

 to
 P

io
ne

er
 H

i-B
re

d 
Li

m
ite

d.
 ©

 2
01

4,
 P

H
L.

Live: 7”
Live: 10”

Trim: 8.125”
Trim

: 10.75”

Bleed: 8.625”
B

leed
: 11.25”



On a sunny morning, early last 
September, a large crowd of grow-
ers gathered for an open-house 

event at Ceresco, a major soybean-special-
ized seed company and exporter in 
Quebec. After touring the plots, groups sat 
in a shed for a talk about the IP soybean 
market with co-owner Thierry Gripon. 

Gripon had a few public confessions to 
make. “We haven’t been paying high enough 
premiums,” he said. “It’s urgent that we 
rebuild the non-GMO soybean supply. If we 
don’t react, the supply will be disrupted.’’

There were, indeed, good reasons to 
worry. Between 2010 and 2012, IP soy-
bean production in Quebec dropped by 
half. IPs represented 51 per cent of soy-
beans harvested in 2010. By 2012, the IP 
share had fallen to 27 per cent, and indus-
try members suspect it was close to 20 per 
cent in 2013.

The drop has not been as dramatic in 
Ontario (see table), but there is definitely 
a sharp downward trend. For all of 
Canada, IP soybean production plunged 
400,000 tonnes between 2010 and 2012.

The good news is that for 2014, premi-
ums are up, way up. Quebec and Ontario 
co-ops and seed dealers are contracting 
acres with premiums up by around 20 per 

cent. Some varieties are getting even 
higher premium increases. The most 
aggressive pricing is coming from Quebec 
soybean-focused companies like Ceresco 
and Prograin, which have a strong pres-
ence in eastern Ontario.

“We are going to run out of IP soy-
beans and we need to produce more. 
Otherwise, we are going to hit a wall,” 
Prograin vice-president Alain Létourneau 
told Country Guide. 

When Gripon and Létourneau examine 
all the insights they can gather about the 
worldwide IP soybean market, what they 
see on the horizon is a sharp misalignment 
of supply and demand. The basic picture 
comes down to strong demand from 
Japanese buyers after years of eroding sur-
pluses, along with decreasing supply from 
Canadian growers who’d rather grow 
GMO beans.

Japan remains the world’s most 
important IP soybean user, importing 
more than 70 per cent of Canada’s pro-
duction. To this day, Ontario and Quebec 
remain the world’s largest producers of 
high-end, non-GMO soybeans. 

Three years ago, IP soybean stocks in 

IP soybeans are at a  

crossroads. We need to  

grow more, but will the 

higher premiums drive 

Japanese buyers away? 

By André Dumont

Grow it or lose it

SoyBeAn GuiDe

Quebec

% of non-GMO soybeans Total GMO and non-GMO production in metric tonnes Non-GMO production in metric tonnes

2010 2011 2012 2010 2011 2012 2010 2011 2012

51.3% 50% 27% 807,000 800,000 825,000 414,072 400,000 222,750

Ontario 35% 35% 25% 3,048,100 2,966,500 3,300,000 1,066,835 1,038,275 825,000

Sources : Statistics Canada and Ceresco

10   Soybean Guide, February 2014

Continued on page 12





Japan were high. A major trading house had 
gone bankrupt and its reserves flooded the 
local market. The surplus stocks were used 
to fight commodity price increases and 
Japanese demand was slow to pick up again. 

As a result, grower premiums in 
Canada became less attractive. Our 
exporters started developing new markets 
in Southeast Asia and elsewhere in the 
world. Meanwhile, GMO soybean yields 
and profitability kept improving. As com-
modity prices soared, growers started to 
snub the premiums offered for IP soy-
beans. Growing Roundup Ready crops 
was easy and profitable. 

The picture for 2014 has changed. 
Corn prices are down and premiums for 
IP soybeans are up. At Agris Co-operative, 
seed specialist Scott Vandehogen says the 
higher premiums offered for next year’s 
crop represent approximately 50 cents 
more a bushel. “With $20 to $25 more an 
acre (for IP soybeans), it should start to 
look a little more profitable to farmers. 
That’s what we have to do if we want to 
get acres back,” Vandehogen says.

At Hensall District Co-operative (HDC), 
IP soybean marketing manager Jason 
McNaughton figures that with the increased 
premiums, IP soybeans are probably $100 
an acre more profitable than GMOs. 

“If you can walk away from that, you 
are probably not farming because you 
need the money,” he says. 

The frenzy about higher premiums is 
not all good, McNaughton says.  “Some of 
the premiums coming out of Quebec 

make you wonder if they are not going to 
do long-term damage to the market in 
terms of what the growers will expect and 
how big of an increase the market is able 
to handle.” 

Soyfood product consumption is 
shrinking in Japan, with younger genera-
tions turning away from traditional 
toward more Western food. However, the 
demand for IP soybeans remains strong. 
But just how strong?

According to McNaughton, over the past 
five years, 5,000 of Japan’s 14,000 tofu man-
ufacturers have disappeared. Processors are 
facing huge resistance from supermarkets 
when they try to pass on cost increases. 
“Trading houses have not yet changed their 
buying patterns, but there is only so much 
increase they can absorb before they start 
looking elsewhere,” he says.

Information about Japan trying to 
source IP soybeans from other parts of the 
world is scarce, but McNaughton knows 
that large trading houses are exploring the 
Ukrainian option very seriously. One trad-
ing house is reported to have set up its own 
cleaning and processing plant there. “It isn’t 
going to cost us sales right now,” 
McNaughton says. “But if it ever gets to a 
sizable production over there, it could put 
some downward pressure on the premiums 
our growers are getting here in Canada.”

Some soybeans are going from China 
to Japan, although food security and 
quality concerns give Canada an advan-
tage, despite higher freight costs. Some 
U.S. suppliers are also active in the soy-
food market, although hard numbers are 
difficult to come by.

Canada’s share of the Japanese market 
has increased over the past years, but South 
America remains a wild card, with Japanese 
IP buyers probably working to set up trad-
ing relationships down there too. 

At Agris, Vandehogen says we need to  

worry. “If our production decreases, the 
Japanese will still need to source their needs 
and they will have to look to other areas in 
the world. If we lose a part of our business, 
it could be difficult to get it back.”

This would take away an opportunity for 
Canadian growers to diversify their rotation 
with a profitable crop, Vandehogen says. “It 
would be a shame to lose this market. The 
price of corn may be good this year and 
farmers won’t want to grow many IP beans, 
but in two, three or five years from now, 
they might need to rely on IP beans (as their 
most profitable crop).”

Another danger is that with higher IP 
soybean prices, some Asian processors 
will start using GMO beans in their tofu. 
Vandehogen doesn’t believe this will be 
the case anytime soon in Japan. But 
according to McNaughton, this is a real 
danger in price-sensitive countries such as 
Malaysia and Thailand, where smaller 
tofu shops are suspected of already using 
GMO beans in their recipes.

The moment of truth will occur during 
the first quarter of 2014. Japanese buyers 
will want to place orders for our 2014 crop 
and they will be faced with higher prices. 
Last October, Ceresco’s Thierry Gripon was 
quite confident: “We have been talking to 
our clients about relatively important price 
increases and for sure, the response is very 
negative. But when our competitors will 
make offers similar to ours, buyers will real-
ize that the price increase is generalized and 
they will accept it better.”

For now, Japanese buyers don’t have 
many options. Relationships with Canadian 
suppliers stretch over 30 years. That has 
been ample time to prove that Canada can 
be a reliable partner to source a crop that 
meets very high standards of quality and 
safety. It would take years for other coun-
tries to match the efficiency of our cleaning, 
processing and freight infrastructures.  SG

Continued from page 10

“We haven’t been paying 
high enough premiums.”

— Thierry Gripon, Ceresco
PHOTO: André dumOnT
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Are Japanese buyers willing to pay more for Canadian IP soybeans?
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Everyone knows that soybeans are 
going to pay better than corn this 
year. It’s been the accepted wis-

dom since corn prices plummeted on the 
Chicago Board of Trade this past fall 
amid endless speculation in the U.S. 
farm media. 

Most market watchers are anticipating 
the obvious response from farmers when 
one crop pencils out better than the other 
— acres will migrate into the crop that 
can pay the bills.

Usually that sort of speculation has a 
way of sorting itself out. South American 
producers had the first swing at this price 
signal, planting in September and 
October. And respond they did, with 
record acres and record harvests now 
anticipated in the region. 

You might expect this would have an 
impact on soybean futures, causing them 
to edge down in anticipation of a higher 
supply once Brazil and Argentina’s com-
bines start rolling. But that hasn’t been 
the case. Soybean prices have actually 
proved to be quite sticky, even edging up 
on the January report from the USDA, 
while the downward fluctuations in the 
market have been muted.

So what’s actually happening in the 
markets? What should Canadian farmers 
be watching as their planting season 
draws nearer? Will soybeans keep show-
ing this amazing staying power? Or will 
they eventually begin to fade too?

Finding the answers is going to require 
keeping an eye on trends around the 
world, rather than just watching the 

neighbours, both across the fence line and 
over the U.S.-Canada border. Sure, the 
U.S. is still the global leader in grain and 
oilseed production, and world markets 
still follow it, but now other production 
regions have grown and have their own 
influence, as do major importing nations 
like China, where the decision-making 
process is opaque and hidden — at best. 

One thing that is certain is here at 
home, soybean acres are going to rise. 
Poor weather conditions hampered win-
ter wheat planting this past fall and lower 
returns are definitely fuelling a migration 
out of corn, says Ontario provincial soy-
bean specialist Horst Bohner, who is call-
ing for a record crop in 2014, somewhere 
between 2.7 to three million acres. Acres 
are going to be stolen from other estab-
lished crops, and those growers won’t 
struggle much with shifting into a differ-
ent crop, he says.

“Whether they grow edible beans, 
canola or forages, those guys for the most 
part know how to grow soybeans as well,” 
Bohner says. “I’ve had a lot of calls from 
guys who want to grow more soybeans, 
and that’s typical. There’ll be some for 
sure who will stick straight with their 
rotation, but there will often be a 50-acre 
or 100-acre piece that perhaps can go to 
something else that easily shifts when the 
rotation does change somewhat.”

Bohner says growers are well aware 
what happens when too many acres of 
any crop go into the ground, but com-

The forecast is more 

soybean acres. Is that 

smart thinking, or just 

following the herd? 

By Ralph Pearce, 

CG Production Editor

Future too bright 
for 2014?

SOYBEAN GUIDE

Continued on page 16

“The U.S. is in a short-
supply crunch right now, 

because China has bought 
up their beans.”

— John DePutter, 
DePutter Publishing
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modity markets aren’t sending them strong signals to plant any-
thing else. He also points out that growth in soybean acres in 
Ontario, over time, has been a cyclical trend regardless of 
underlying market conditions. That’s been driven by a number 
of different factors such as disappointment in canola crops, 
challenges for spring wheat, and fusarium head blight in winter 
wheat. At the same time, roughly 200,000 acres in northern 
counties have shifted out of forages and into soybeans. Bohner 
explains it’s a trend to simplify farm operations. 

Ramped-up soybean production is also front-of-mind for mar-
ket analyst John DePutter, of London, Ont.-based DePutter 
Publishing. He’s been watching the U.S. industry very closely and 
says all signs point to greater supply in the next crop year com-
pared to the current year. He says corn will be down about two mil-
lion acres for 2014, but average yields will be up, to between 160 
and 165 bu./ac., which would translate to a U.S. crop of 13.5 to 13.9 
billion bushels, a larger total supply than last year. On the soybean 
side, he says he’s expecting the same shift from shortage to surplus, 
just as corn and wheat have done already. The effect has been 
delayed because of the demand side of the equation. 

“The U.S. is in a short-supply crunch right now, because 
China has bought up their beans,” says DePutter. “Export sales on 
the books are greater than the USDA’s projection for exports for 
the entire marketing year. That means China will have to cancel 
some U.S. purchases and shift them to South America, or else the 
U.S. will be close to running out of soybeans before the current 
marketing year is over.”

Outside the U.S., however, much more bearish signals begin to 
assert themselves, a scenario that’s expected to continue playing 
out as long as the weather over much of Brazil continues to be 
favourable. If the weather to the far south holds and the U.S. fol-
lows through on expectations and increases soybean acres to 81 
million, up from 76.5 million in 2013, the 2014 harvest could rise 
to more than 3.5 billion bushels, driving ending stocks for 2014-15 
to more than 300 million bushels, more than double the current 
year’s projected ending stocks of 145 million.

OMAFRA’s Bohner echoes concerns about South America, and 
expands his comments beyond just Brazil and Argentina, the two 
nations in that region that typically capture the biggest headlines. 
He says new acres are going to continue coming into production in 
that region, including some from under-appreciated sources.

“Paraguay is also increasing production, and there are so 
many acres left in Brazil that can go to soybeans — tens of mil-
lions,” says Bohner. “So when they’re talking about a return on 
investment of 30 per cent on growing soybeans (in South 
America), there are going to be more acres. It’s just that simple.”

Does this mean that soybean prices are due for a rapid tumble?
There is definitely a downside risk, says DePutter. The extent 

of that risk —whether prices fall and if they do, how and when — 
will depend partly on the weather in South America through to 
late February and then in the U.S. this summer. But it will also 
depend partly on the demand side, and as DePutter says, when 
we talk about demand, we have to talk about China. 

China recently rejected certain loads of U.S. corn with claims 
that they included genetically modified material. DePutter dis-
counts this move as an attempt to lessen inventories of its reserves 
by way of limiting imports. The good news in this scenario is that 
most of that corn is finding its way to other countries in Asia. 

From a longer-term perspective, however, this short-term 
trade issue is underscoring the importance of China and how its 
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demand for commodities, including soybeans, can affect the 
global marketplace. When Chinese buyers make decisions to buy 
or not buy crops, it really matters.

“Over the past 10 years, China’s buying of beans has single-
handedly hoisted global soybean consumption to a new higher 
echelon,” says DePutter. “We see China demanding large quanti-
ties in the future as well, but the timing and sources of their pur-
chases could cause wide price swings both up and down.”

As for soybean production, DePutter says farmers around the 
world are enamoured with soybeans, which is why he believes it’ll 
be next in shifting from shortage to surplus. Farmers in the U.S. 
will grow more, those in Western Canada are going to grow more, 
thanks to better genetics and disappointment with canola, and 
Ontario growers are pushing acreage higher as well.

The November futures market is already pricing in more pro-
duction, as it is heavily discounted in relation to March and May 
futures, says DePutter, adding that even at the discounts, new-
crop bids are still OK — they’re something farmers can live with. 
Other financial market gyrations are also going to affect how this 
plays out domestically in Canada. 

“The Canadian dollar is helping Ontario prices in relation to U.S. 
prices, so you might say the Ontario soybean market is still high-
priced enough to tempt farmers to grow more,” DePutter says. “This 
follows what we already know about South America ramping up 
production. Now, what if Mother Nature comes through with aver-
age or better-than-average yields in North America?”

In other words, there’ll be lots of soybeans by the end of 
September, barring some kind of serious weather wreck.

Neil Hemingway, a commodity buyer with Broadgrain 
Commodities in Stratford, Ont., confirms much of what 
DePutter is forecasting from a South American and Chinese per-
spective. Barring some sort of weather issue as summer fades into 
fall south of the equator, the soybean crop in South America will 
be a record. 

As for the U.S., again, he agrees the U.S. soybean supply 
remained tight to start the year, leading to increasing acreage for 
2014. With a decent-sized crop, the year-end carry-out is certain to 
rise: the same effect it had on corn. Hemingway also cites a recent 
forecast from Informa, stating its updated estimates remain 
unchanged for soybeans but increasing 1.5 million acres on corn.

As far as Western Canada’s impact, Hemingway downplays 
that, as did DePutter. If acres in Manitoba and Saskatchewan 
rise, as expected, it will have little impact on global trade. It’s 
almost more a matter of bragging rights, east versus west, than 
having any market influence. 

“It’s my understanding that western Canadian bean production 
either moves west to be exported through Vancouver, moves south 
into the northern states or is used locally,” says Hemingway. “These 
tonnes do not impact Eastern Canada’s values or logistics.”

As for whether this level of global production, particularly in 
soybeans, might ease the kind of market volatility we saw through 

the first decade of the millennium, Hemingway believes volatility 
will stay so long as investment and speculation money views agri-
cultural portfolios as profitable. Despite any assurances that 
South America will solve its infrastructure and logistics issues, or 
that Ukraine will develop its 80 million or more acres of prime 
agricultural land — all within the next 10 years — all of these 
issues, plus Chinese expanded corn production, will take time. In 
the short term, however, little is going to change.

“The spec money will continue to exit the commodity markets 
if they believe there are greater returns in the stock market, but 
they’ll always play a role in the commodities,” he says. He also 
acknowledges that there is some stability and reliability in produc-
tion around the world. “As modern production technology 
becomes more widely adopted, more countries that have been net 
importers will become net exporters, like India,” he says.

Wheat, he adds is a good example of this trend. Wheat is the 
crop that’s harvested somewhere in the world, every month of the 
year except February. It’s now to the point where the cost of 
freight is the only issue with the crop. And with the rise of pro-
duction of soybeans — and corn — in South America, the global 
trade for those two commodities is heading in the same direction. 

From a seed-trade perspective, the uptick in soybean produc-
tion is being greeted with anticipation. Steve Denys, vice-presi-
dent of sales and marketing for Pride Seeds, near Chatham, Ont., 
is expecting to see soybean acres up across the province, but he’s 
also anticipating more from those looking at edible beans and 
identity preserved (IP) soybeans, as well. IP soybeans, in particu-
lar, will probably grow substantially, reflecting solid demand and 
the need to entice growers back in after some had turned their 
back on the market in favour of the decent returns and manage-
ment ease of commodity soybeans. That need might actually 
cause IP premiums to overshoot, past the comfort zone of some 
importing countries, which could be a risk to this market.

“But you have opportunities that are certainly driving up IP 
beans,” says Denys. “We know there are counties in Ontario where 
we have heavier soil types or areas where they just cannot drive 
corn yields any higher, and the crop budget is dictating that beans 
be grown versus corn.”

The final tally on beans for the coming crop year is going to 
depend on what happens at both ends of the Americas as spring 
approaches in North America.

In South America, the unknown is whether that big crop is 
going to successfully find its way out of the field.

“It’s no different than what we go through in July and August 
— we wonder ‘When do we know we have the crop in the bin?’” 
Denys says. “Once that crop is in the bin — and it’s a big one in 
South America — then you’re going to see the price reflect supply 
is more than meeting demand.”

At home the question is what the weather is going to be like in 
late February and early March, as spring approaches, and how 
that affects last-minute fine-tuning of planting intentions. It 
could cause some growers to pull back on beans and plant more 
corn than they’re currently anticipating.  SG

Continued from page 16
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Deciding what to plant is always 
important, and as the new grow-
ing season approaches it remains 

a difficult choice.
Volatility in commodity markets has 

reached new heights, and the last 12 
months have seen a general decline in 
corn prices. This has driven new interest 
in soybeans as 2014 dawns. Corn may 
have once been king in Ontario, but these 
days many are pondering a central ques-
tion: Will soybeans be getting the major-
ity of flex acres in 2014?

Flex acres themselves might be looked 
at as a strange concept to some farmers. 
To them, rotation trumps everything. 
There is no question that crop rotation is 
a very important part of modern crop 
management. Producers can generally 
expect higher yields from rotating their 
crops every year. However, sometimes 
market conditions lend themselves to tak-
ing those acres in a different short-term 
direction. Rotation, although extremely 
important, sometimes has to wait.

In 2013, Ontario producers planted 
2.495 million acres of soybeans with a 
yield of 45.3 bushels per acre. Both acre-
age and yield were down from 2012 after 
the run-up in corn prices led to both 
record acreage and yield for corn in 2013. 
With approximately 800,000 acres of win-
ter wheat planted in Ontario in the fall of 
2013, there is a wide debate going into 
2014 on how corn and soybean acres will 
be split up. With the decrease in the price 
of corn over the last 12 months and more 
onerous supplies of feed grains world-
wide, soybeans may be poised to take the 
lead in 2014.

Much will depend on the tale of two 
markets within the soybean complex. 
Old-crop soybeans have benefited from 
buoyant demand from China. The new-
crop soybean market is completely differ-
ent. It is awaiting news from South 
America on a potential record crop set to 

be harvested in February and March of 
2014. Of course it is also waiting for the 
production in North American soybean 
fields in 2014. There is much production 
risk ahead for new-crop soybeans. 
However, for those old-crop soybeans sit-
ting in your bin now, there is some buoy-
ant pricing.

We got here with our eyes wide open. 
However, for the last five years the market 
has been mainly focused on corn via the 
ethanol/biofuel revolution in agriculture. 
That was accentuated by the drought of 
2012, which sent corn prices ever higher, 
over $7.50 a bushel in southwestern 
Ontario in the fall of 2012. However, in 
2013 the U.S. has produced a bumper 
crop. Corn prices have been cut in half 
and old-crop soybean prices staggered but 
have gained on robust demand.

The USDA expects a crop of 3.258 
billion bushels in 2013, with an average 
y ie ld  of  43  bushe ls  per  acre . In 
November 2013, the USDA trimmed 
soybean harvested acreage to 75.69 mil-
lion acres, which was a decline of 
approximately 700,000 acres since the 
September report. Soybean demand 
continues off the chart, with crush and 
exports also going up.

In their December report, the USDA 
actually reduced ending stocks by 20 
million bushels to 150 million bushels. 
The soybean stocks-to-use ratio declined 
from 5.2 per cent in October to 4.6 per 
cent on December 10. The USDA report 
increased global soybean production by 
1.4 MMT (million metric tonnes) based 
on an increase from Argentina. They also 
increased Argentinian soybean produc-
tion to 54.5 MMT. The USDA kept Brazil 
production at 88 MMT.

In Ontario, on December 18, 2013, the 
old-crop price for soybeans was $13.75 a 
bushel. At the same time old-crop corn 
was $3.92 a bushel. New-crop (Fall 2014) 
soybeans are priced at $11.56 a bushel and 

Heading into the 2014  

growing season, farms with 

flex acres are considering 

whether to plant them to 

corn or soybeans 

By Phillip Shaw

Flex your acres
SoyBean guide

Table 1

Corn Yield Price Rev Cost Seed Fert N Chem Dry Gross Margin

150 4.15 622 100 72 110 24 86 230

200 4.15 830 100 72 110 24 86 438

Soys 50 11.5 575 73 46 28 428

60 11.5 690 73 46 28 543
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new-crop corn is bid at $4.19 a bushel. 
That makes for a corn-soybean ratio of 
2.75, clearly pointing to the fact soybeans 
are favoured for Ontario production fields 
in 2014. This corn-soybean ratio is even 
higher than the U.S. ratio partly because of 
the Ontario corn market.

Corn productivity is so high in 
Ontario, domestic demand cannot keep 
up. As long as Ontario produces a corn 
crop of over two million acres with pro-
vincial yields above 150 bushels per acre, 
we will be at export pricing levels, which 
typically can be close to the lowest in 
North America.

This Ontario corn market structure by 
default makes soybeans so much more 
attractive and causes growers to switch 
acres to soybeans.

Of course much of that is a theory now. 
The corn market structure issue in Ontario 
is very real, but so is corn’s productivity. 
Table 1 is a compilation of different gross 
margins (contributions to fixed costs) for 
corn versus soybeans, which many produc-
ers face going into 2014.

Table 1 demonstrates soybeans win the 
gross margin race, especially at a time 
when corn prices are lower. However, 
corn productivity levels are gaining in 
Ontario at a faster rate than soybean pro-
ductivity levels.

Corn yields are gaining at two bushels 
per acre per year versus soybean yields at 
approximately .32 bushels per acre per 
year. So, if a producer has flex acres that 
generally grow very good corn yields, 
there is some argument that as long as 
those corn yields are maintained, corn 
can still win the day. Until soybeans shed 
their yield lag versus corn, the trade-off is 
not straightforward.

The market situation for soybeans is 
also not static, but moves with the fluidity 
of hot oil. Informa Economics, a private 
research firm in the U.S., has predicted 
2014 soybean acreage at 83.8 million acres 
in 2014, seven million more than last year. 
Cheaper corn can also spur livestock feed-
ing, which again can spur U.S. soybean 
demand. Chinese demand for soybeans 
remains robust.

Those factors combined with the soy-
bean production in South America have 
the potential to change this market par-
adigm. The USDA is predicting an 
88-MMT soybean crop growing cur-
rently in Brazil and 54.5 MMT growing 
in Argentina. There are some analysts 
who believe, like corn stocks being 
increased in 2013, the same may take 
place in 2014 for soybeans, boosting 

stocks to untenable levels. It’s all fodder 
to consider in the long-term soybean 
future and especially as we make our 
plans for planting in 2014.

So, as we look ahead there is much 
to consider. Also, soybeans are making a 

big impact in Western Canada with over 
one million acres last year in Manitoba 
and 170,000 acres in Saskatchewan. 
Needless to say, interest is high in grow-
ing soybeans in many places in 2014. 
The challenge for Canadian producers 
is to measure the many market factors 
that are now building within the com-
plex. Those flex acres may find a home 
with soybeans. It’s a moving target, and 
one that should be considered very 
carefully.  SG

“Much will depend on the 
tale of two markets within 

the soybean complex.”
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In five years Manitoba farmers will plant 
more acres of soybeans than canola, 
predicts Bruce Burnett, the CWB’s 

director of weather and market analysis.
It’s a bold prediction that Burnett admits 

is intentionally provocative. But he also says 
it isn’t all that far-fetched, unless there’s an 
early killing frost or a change in the econom-
ics of production. Those would stifle enthu-
siasm for the crop, but it’s already the third 
largest in the province behind canola and 
wheat, respectively.

“It’s close already,” Burnett says.
Last year, a record 1.06 million acres of 

soybeans were insured in Manitoba, com-
pared to 3.26 million acres of canola and 2.8 
million for all types of wheat.

“Just a one-million-acre switch (between 
canola and soybeans) and you’d be there,” 
Burnett says.

The possibility that in Manitoba soy-
beans could overtake the made-in-Canada 
Cinderella crop doesn’t surprise Niverville 

farmer Grant Dyck. He planted almost half 
of his 13,000-acre farm to soybeans in 2013 
and reaped excellent yield, he says. He also 
harvested a bumper canola crop.

“But it took six years to break 40 (bushels 
an acre),” Dyck says.

“I think it (canola) is just too subject to 
distress.”

Burnett, who admits to having a “soft 
spot” for soybeans, which he worked on as a 
University of Manitoba masters student in 
1984, says soybeans are hardier than canola.

“They don’t mind the wetness and 
they seem to be able to handle the dry 
spells,” he says.

“There’s a buck-a-bushel premium in 
the marketplace (over canola), plus less 
cost — that equals more soybean acres.”

But the soybean’s biggest advantage is 
reduced fertilizer costs because it makes its 
own nitrogen. And it’s an edge soybeans will 
have on canola until canola can fix its own 
nitrogen, Burnett said.

22   Soybean Guide, February 2014

Move over canola. 

Soybeans are cheaper to 

grow, higher yielding and 

more stress tolerant 

By Allan Dawson

Manitoba turns to soybeans
SOYBEAN GUIDE
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Soybeans could prove to be more attrac-
tive as the climate changes too. Soybeans 
are a heat-loving crop and the earth is get-
ting warmer, mainly because of rising levels 
of greenhouse gases in the atmosphere, says 
University of Manitoba geography profes-
sor Danny Blair.

As the climate warms, the weather 
becomes more volatile, favouring crops like 
soybeans which handle variability better, 
Blair says.

For now at least, soybeans seem to 
have fewer pests than canola, but Burnett 
says that’s likely to change as more acres 
are seeded.

Supply and demand determine crop 
prices. Oilseed crops such as canola and 
soybeans continue to be in high demand 
with China being a big buyer of both. 

The soybean’s rise to prominence in 
Manitoba is remarkable. Burnett and others 
experimented with it in the 1980s, but with 
limited success.

Manitoba Agricultural Services 
Corporation records show a mere 118 farm-
ers insured 10,932 acres of soybeans in 
1998, with an average yield of 30.1 bushels 
an acre.

Fast forward 15 years to a record 1.06 
million acres of soybeans, up 29 per cent 
from the year previous, which was itself 
the previous record year.

Manitoba’s long-term soybean yield 
isn’t much lower than canola’s 34.6 bush-
els an acre. But averages can be mislead-
ing. In wetter areas, such as Brokenhead, 
northwest of Winnipeg, the five-year soy-
bean average is 27.1 versus 24.7 for 
canola. In 2011, soybeans accounted for 
almost 30,000 acres in Brokenhead, mak-
ing it the top crop followed by canola and 
wheat at 16,312 and 15,282 acres. 

Taking into account the need to rotate 
crops to deter pests, ultimately what 
farmers grow boils down to the profitabil-
ity equation: yield x price – costs = profit.

Soybean yields and prices have been 
competitive with canola, but in 2012 
soybeans cost 24 per cent less to grow, 
according to Manitoba Agriculture, Food 
and Rural Initiatives’ cost of production 
estimate. It put soybean’s variable costs 
at $176.45 an acre compared to $231.80 
for canola. The biggest difference is fer-
tilizer costs — just $11 an acre for soy-
beans versus $83 for canola.

While soybeans will keep moving west, 
Burnett expects canola will continue to 
dominate. Other agronomists agree, say-
ing drier growing conditions and fewer 
heat units favour canola. But 20 years ago, 
how many people predicted there would 
be 1.06 million acres of soybeans seeded 
in Manitoba?  SG
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“It’s close already. Just a 
one-million-acre switch 

(between canola 
and soybeans) 

and you’d be there.” 
— Bruce Burnett
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In precision agriculture, there can be 
a steep learning curve with the new-
est systems on the market. Planter 

clutches and variable-rate fertilizer sys-
tems have their intricacies, for instance, 
and it can take growers years to custom-
ize key components to fit their particular 
operations. Now, however, there may be 
help, based on a connectivity technology 
that overcomes bottlenecks using data 
management. Although the concept isn’t 
exactly new, this ability to tap the power 
of the Cloud definitely is.

Controller area network (CAN) bus 
systems originated in the automotive 
industry, enabling multiple controllers to 
operate and exchange information tied 
into a single circuit or “bus.” It’s the same 
system that made it possible for a 
mechanic to read a car’s diagnostic fault 
codes, or for a driver to raise all four 
windows at once.

It has also been a part of tractor tech-
nology for a decade, replacing wire boxes, 
harnesses and the tangle of wires neces-
sary for one machine to “talk” to another.

Despite not being new, however, the 
CAN bus system was cited in April 2013 
as one of many technologies that are 
changing agriculture. 

“With CAN bus, everything essen-
tially travels on two wires, so we’re all on 
the same network and everything can 
talk to everything else,” says Ben Craker, 
senior global marketing specialist with 
AGCO. “If you look at connectors for 
implements today, there might be seven 
or eight different wires in the implement 
plug going to the tractor, and there 
might be three or four going from the 
terminal on the machine into the wiring 
harness, and that’s just because there’s 
generally two different networks on the 
machine where all of the communica-
tions are going on.”

Just as a mechanic can read diagnos-
tic fault codes on a car, farm machinery 
mechanics can now do the same with a 
tractor, thanks to CAN bus technology. 
But the system also provides the oppor-
tunity to glean much more, such as data 
on fuel consumption or on idle versus 

work time, or engine direct hours or 
odometer readings, or temperatures or a 
host of other performance factors.

Increasingly, that kind of information 
is helpful, whether you’ve got a single 
tractor or a fleet to monitor and maintain.

“Anything electronic is going to be on 
this one whole network,” says Craker, who 
specializes in telemetry and fleet manage-
ment issues. “It used to be that everything 
was on its own wire, so if you wanted to 
communicate with one electronic compo-
nent on a machine… you had to have all 
those wires come together into a master 
control box that would convert every-
thing, and it was really a lot more difficult 
to do. It was more of  an analogue 
approach than a digital approach.”

What’s coming?
CAN bus has simplified that process, 

and a whole new window is opening. 
Tractors were the logical first step for 
CAN bus systems, and in the past five 

CAN bus technology is hardly new, but now it’s being perfected  

in farm machinery, opening up a world of great opportunities 

can bus at your control
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years, combines, balers and even sprayers have joined the list of 
important farm machinery systems where these controllers and 
software programs can create efficiencies. One manufacturer has 
even fitted its combines with an automatic controller that can 
make in-cab adjustments to the sieve, fan and separator settings. 

Craker calls CAN bus technology an incredible opportunity 
that’s possible through the design of new software and control-
lers, and the emerging capability of sending, sharing and storing 
that information.  

“A lot of it has to do with the terminal costs and software 
development which have come down to where the technology 
is a little more commonplace,” says Craker. “It used to be if 
you wanted to adjust the concave, you had to go out there, 
turn a wrench and manually adjust that, so there was no way 
for a machine to control that. But as sensors and electronic 
controls have come along, now we’re able to press an electric 
switch in the cab to move your concave up and down. And 
then we move to a switch to actually being on the terminal, 
and once it’s on the terminal, we can start writing software to 
monitor different sensors on the machine to automatically 
adjust that kind of thing.” 

Next will be sprayers. Craker notes that most sprayers 
already have five to seven standard section controls to avoid 
over- or under-applying, along with variable-rate application 
capabilities. Those systems have been a part of RoGator and 
TerraGator models for several years. What’s new is that CAN 
bus technology can oversee those section controls.

For Craker, the take-home message isn’t as much about how 
advanced CAN bus technology is. It’s the connectivity and the 
enormous potential that it brings to the industry. He credits the 
Agricultural Industry Electronics Foundation (AEF), formed in 
2008, as a key driver in working with the equipment industry to 
standardize an interface that enables different precision ag systems 
to communicate with one another, regardless of manufacturer.

Seven manufacturers and two equipment associations united 
to create this international platform, bringing together more 
than 150 members. The key focus of the AEF now is on ISO bus 
technology, which would negate the need for different monitors 
for different implements. 

“CAN bus is the underlying technology that makes it all 
work on the machine,” says Craker, adding that ISO bus is the 
“next step” in data management technology. “It’s all the connec-
tivity and getting the information from that machine’s bus to 
the Cloud and, for example, on to mobile devices, that are the 
new and exciting developments.”

INCREASED EFFICIENCY
What’s also enticing about the CAN bus systems is the 

increased efficiency a farmer will enjoy, and how that will free 
up time in the work day. Chris Carrier, marketing manager with 
New Holland, sees CAN bus technology opening the door on 
systems that are currently in development, including telematics 
to streamline information gathering. From his perspective, the 
remote troubleshooting, or being able to remotely view displays 
inside the equipment, is a major development. 

“You can see where companies are now able to remotely 
access a display inside the tractor,” says Carrier, who oversees 
New Holland’s precision land management technologies and 
T7 series tractors. “Then from a support standpoint, the per-
son at the other end of the phone is better able to help the 
customer with their issue, rather than the customer explaining 
what’s on the screen.” Equipping Ag Retailers and Producers Since 1974
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Carrier also believes the processing of 
data will be the next big thing, including 
the use of the Cloud — and there are 
signs of that already taking shape. 

“We’ll be able to build service plans 
around that,” Carrier explains. “Now the 
technician is able to see what that fault code 
is before he goes out to the farm, so at least 
he has an idea of what he’s coming out there 
to fix or at least he has the right parts.”

But Cloud-based sharing of data 
and information will also contribute to 
subsequent model enhancements. As 
technicians and dealers begin to aggre-
gate data from a larger number of 
machines, they can apply that knowl-

edge to tweak speci f icat ions and 
enhance the existing technologies. 

“The whole strategy here is to keep 
everything connected,” says Carrier. “The 
CAN bus system already collects a tre-
mendous amount of data in the field, and 
now we’re going to be able to process that 
data a lot faster and get it to where that’s 
going to be the real game changer.”

Foraging in the Future
Balers have already made that next 

step to the ISO bus system, enabling an 
operator to monitor quality parameters 
such as moisture, with the potential to 
apply a preservative to reduce mould.  

“It simply allows the baler to talk to 
the tractor and the tractor to talk to 
the baler,” explains Craker, again not-
ing the potential for software develop-
ment on existing technology. “We’re 
looking at expanding that, looking at 
what we could do with sensors on till-
age equipment, so you could monitor 
depth and help keep your implement 
level. Hardly anybody ever goes out and 
levels a disc after the initial setup, but if 
we can get some sensors on board, we 
can make it easier to monitor, we can 
then start controlling that implement 
better and get better, more consistent 
performance.”  Sg
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“The whole strategy here 
is to keep everything  

connected.” 

— Chris Carrier,  
New Holland
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It’s an in-field whodunnit — a bur-
geoning crop disease that closely 
resembles other better-known prob-

lems, but is its own unique culprit, with 
its own unique symptoms, development 
and costs. 

The first symptoms are a widespread 
mottling and crinkling of leaves on soy-
bean plants, usually coming after the 
start of flowering, though in rare cases 
symptoms can be found on younger 
plants. Later, leaf tissue between the 
major veins turns yellow, then ultimately 
dies and turns brown.

To the farmer observing this in the 
field, it could be the foliar symptoms of 
any number of plant diseases. Perhaps 
brown stem rot, stem canker, charcoal 
rot or even chemical burn from crop 
protection applications. But as the sea-
son progresses, it becomes apparent this 
is a whole new problem.  

Soon after, the tender young leaflets 
begin to die and shrivel and in the most 
severe cases the leaflets will drop off, 
leaving only the plant’s petioles attached. 

Going in for a closer look, a field 
scout or farmer will pull a few affected 
plants. What they’ll find are stunted 
root systems lacking vigour when com-
pared to a healthy root system. In some 
cases the roots may also be rotted. If 
the plants are collected from moist 
soil, small light-blue patches may be 
visible on the surface of the taproot, 
near the soil line.

It’s these patches that give the best 
hint as to what the problem might be, 
distinguishing it from a plethora of 
other potential sources. To finalize the 
diagnosis, the lower stem and taproot 
must be split. In a healthy plant the cor-
tical tissue will be white, but in this case 
the same tissue will show tan or light 
brown streaks. 

What ails the crop is a disease com-
mon to other soybean-growing areas 

and on the rise in Ontario — sudden 
death syndrome, or SDS. It’s caused by 
the pathogen Fusarium viguliforme, 
which will be familiar to growers for its 
role in the damping-off complex, but 
also is the source of this growing new 
plant disease with its own threat to 
plant health. 

It’s a growing concern for producers 
because it’s a problem that’s been 
increasing in scope in recent years, says 
OMAFRA field crop pathologist Albert 
Tenuta. He says 2013 provided an almost 
perfect setting for this disease to flourish. 
Ideal conditions for SDS include a cool 
wet start to spring, followed by normal 
temperatures and normal rain patterns 
towards the middle of the season. Heavy 
rain events that followed later into the 
season and saturated the soil for a few 
days only worsened the risk. 

“Everything we had last year worked 
perfectly for SDS, and if you throw in a 
heavy rain or a flooding situation, 
where the soil is saturated for a day or 
two into late July and early August, 
again, those are conditions that seem to 
spur further development,” says Tenuta. 
“SDS is different from many other soil-
borne diseases or root rots in that it col-
onizes very early in the season, usually 
within the first two, three or four weeks 
of emergence or seed development. And 
it sits there for a while, growing into the 
root system, and then that development 
often corresponds with the cooler 
weather conditions, and that again is 
good for the disease development in the 
root system.” 

When temperatures rise into the 21- 
to 32-degree range in mid summer, 
growers will see foliar symptoms start to 
appear. Tenuta adds that SDS is unique 
in that the disease symptoms on the 
leaves are not the result of the pathogen 
or the disease organism migrating up to 
the leaf, but because of the damage 
inflicted in the root system where the 
disease is colonizing the root tissue. That 
colonization results in a toxin which 
moves up into the plant, creating visual 
symptoms on the leaf.

On its own, SDS has the capacity to 
cause yield losses of 10 per cent under 

A growing problem with 

sudden death syndrome is 

causing concern for Ontario 

soybean growers, but one 

plant pathologist says it’s a 

manageable concern

By Ralph Pearce,  

CG Production Editor

Sudden death
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“Everything we had last 
year worked perfectly for 
sudden death syndrome.”

— Albert Tenuta, 
OMAFRA
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normal weather conditions. But another 
development that’s causing concern for 
some growers is the advance of soybean 
cyst nematode (SCN) into areas of the 
province where it’s not been an issue (see 
below). SDS when combined with SCN 
can more than double that potential 
yield loss.

WHAT TO DO

It’s worth noting that in January 
2008, Tenuta was cited in a farm publica-
tion for his unique perspective on the 
news that SCN had been confirmed in 
fields east of Toronto — a discovery 
which he counterintuitively deemed “a 
good-news story” because it’s manage-
able, as are most of the pest, disease and 
weed challenges facing growers. SDS is 

following the same lead, Tenuta said, and 
the good news is that there are manage-
ment tools that can reduce the risk of SDS 
in soybean fields. Good plant genetics are 
the key with most disease management 
programs and Tenuta advocates planting 
disease-tolerant or SDS-tolerant varieties. 

“There are some tolerant varieties in the 
marketplace — not a lot, but there are a 
number of them in the different maturity 
groups and most companies have some,” 

Late last fall, it was reported that soybean cyst 

nematode, long viewed as the chief disease 

threat to soybean growers in Ontario, was on 

the move once again. In 2008, its discovery in the 

Belleville area was greeted by most as an indication 

that growers in the province were losing the war 

against this disease. It was firmly entrenched 

throughout southwestern Ontario, and had moved 

through Middlesex and Oxford into Niagara and far-

ther east. The announcement last fall revealed that 

SCN is now moving northward into midwestern 

Ontario regions. 

For Albert Tenuta, field crops pathologist with 

the Ontario Ministry of Agriculture and Food, there 

is little reason for surprise at that revelation. In fact, 

the migration of SCN into north Wellington and 

Perth counties is expected, yet it is unwelcome for 

another reason: SCN and sudden death syndrome 

are becoming a serious “one-two punch” to soy-

bean yields.

“We are seeing soybean cyst nematode branch fur-

ther north, as well as east, and then most recently this 

past summer into Quebec,” says Tenuta, adding that 

it’s been found in Huron and Bruce counties as well. 

“But we expect that based on how the disease has 

moved in the past in other locations. Basically, wher-

ever soybeans are grown, soybean cyst nematode 

manages to make its way there. That’s an unfortunate 

reality, but we are in a good position in many of those 

locations, because there’s increased awareness by 

producers, by companies and private breeders in 

terms of the development of how earlier-season 

SCN-resistant varieties are progressing.” 

The bottom line is that management tools are 

there, and timely effective use of these tools should 

result in less of an impact for many of those produc-

ers in these new areas. Above all, says Tenuta, it 

should increase the awareness of the disease but it’s 

not something that should be feared as it was when 

it was first detected in southwestern Ontario. 

But what is also creating concern is the combined 

effect of SDS and SCN. On its own, SDS can be very 

problematic, says Tenuta. The cool, wet conditions 

early in spring, followed by warmer temperatures, 

then frequent wet-dry cycles throughout the latter 

stages of the season — those are the perfect condi-

tions for SDS infection, leading to colonization of the 

roots and ultimately the above-ground symptoms 

and yield loss. 

“When you have soybean cyst nematode in the 

mix, it substantially increases the amount of SDS 

injury we see, as well as yield loss,” says Tenuta. “So 

there’s a synergistic impact as well, when the two of 

them are together, SDS increases considerably under 

good or average moisture conditions. Under dry con-

ditions, even with or without SCN, it’s not as notice-

able because the dry conditions aren’t very good for 

the SDS. But dry conditions on their own are very 

good for soybean cyst nematode. So under those 

conditions we may see less of SDS but we’ll often see 

an increase in soybean cyst nematode injury.”

Under normal weather conditions, SDS can cost 

growers 10 per cent of their yield. Add in SCN, it’s 

closer to 40 per cent. Under drier conditions, yield 

losses might be limited to 10 to 15 per cent for both 

of them.

SDS AND SCN — 
A DISTURBING TREND IN SOYBEANS
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says Tenuta, adding that no single variety is 
completely immune to sudden death syn-
drome. “In terms of seed treatment, yes, the 
general seed treatments work on a broad 
spectrum against many of the different 
fusariums, and SDS might be one of those 
where we may not get the level of control 
that we’d like, hence we’re looking at some 
new seed treatments that are in the research 
pipeline right now that look very promising, 
and look very good for SDS management.” 

Tenuta adds that these treatments are 
not complete solutions and they won’t 
eliminate the disease. What they will do is 
delay infection as well as symptom devel-
opment by weeks, allowing the plant to 
continue to develop and grow, and mini-
mize the impact of the root injury as well 
as toxin production.

“And because the cool wet conditions 
early on in the season are favourable for 
sudden death syndrome, one of the rec-
ommendations is to alleviate the compac-
tion or increase the water movement in 
the soil,” says Tenuta, adding that step can 

be accomplished through tile drainage, or, 
depending on the grower’s management 
practices, tillage. 

“Anything that can alleviate compac-
tion and increase water movement in the 
soil will help,” Tenuta says.

Far from advocating tillage as “the only 
option,” Tenuta counters that it’s some-
thing that can be incorporated into a 
grower’s program. As for those in no till or 
other soil conservation programs, there’s 
the option of delaying the disease with a 
delay in planting date. Planting later in the 
spring, when soil temperatures tend to be 
warmer and conditions are drier, allows 
the plant to develop and the roots to grow 
rapidly, minimizing the potential for the 
SDS pathogen to infect the plant. 

Although it’s an effective strategy to 
delay development of the disease, it also 
runs contrary to the current practice of 
planting early to maximize a variety’s full 
maturity. As seed treatments have 
enhanced that capability for early planting, 
farmers have pushed the limits on matu-

rity levels, and delaying planting —even to 
delay the onset of SDS — may not fit with 
growers’ aspirations. Yet that’s only half of 
the disease story. There is also a higher 
level of inoculum in fields across Ontario. 

“We’re seeing more and more of the 
Fusarium around in the area, particularly 
as we’ve seen an increase in soybean cyst 
nematode,” says Tenuta. “Soybean cyst 
nematode and SDS are closely associated 
and, in many cases, the nematode’s cysts 
that are produced are colonized by the 
SDS fusarium, and by moving SCN devel-
opment, you’re increasing or transporting 
or vectoring the SDS, as well.” 

Again, that’s the good-news aspect 
with managing the disease, adds Tenuta. It 
isn’t just one method of unsettling the 
disease pathogen or the colonization 
effects. There are multiple strategies that 
can be employed. If early planting is a 
preferred practice, then perhaps some 
form of tillage is an option. If tillage is to 
be avoided, then plant genetics is yet 
another choice.  SG
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“On its own, SDS has the capacity to cause yield losses of 10 per cent 
under normal weather conditions.”



R ob Templeman is no stranger to 
fall weed control strategies, or to 
any aspect of growing a top soy-

bean crop. He has spent a varied career as 
everything from a provincial agronomy 
adviser to a seed company sales rep, and 
even pitched in recently as a field techni-
cian at one of the University of Guelph’s 
research stations. All through those years, 
however, two constants have remained. 
Templeman has farmed actively, and he 
has always looked for ways to apply new 
research findings on his own ground.

Today he has “retired” to the family 
farm, which he operates near Staffa, 
Ont., along with two of his sons, using 
fall management strategies to control 
tough weeds, including dandelion and 
sow thistle, for maximum crop yields. 

Templeman is in good company with 
his thinking that fall control is key for 
managing these weeds. In the past few 
years, Ontario Ministry of Agriculture 
and Food advisers, university researchers 
and agronomists have been talking up 
the merits of fall weed control practices, 

with dandelion and sow thistle as two of 
the most significant weeds in the cross-
hairs, as well as chickweed. 

Templeman has followed the work of 
researchers including Clarence Swanton, 
the University of Guelph weed scientist 
who recently announced that the latest 
research is showing the critical weed-
free period likely starts earlier than 
thought — perhaps with the seedling 
still in the ground, sensing weeds before 
it even emerges. This suggests that good 
fall weed control is more crucial than 
first thought. 

Theoretically, fall weed control looks 
like a no-brainer with plenty of benefits. In 
practice, however, it can be a challenging 
strategy to incorporate. There’s a narrow 
window for control, and that window 
comes at one of the busiest times of the 
year for any grain grower. Over the course 
of just six or eight weeks, a grower must 
get soybeans harvested, winter wheat 
planted, corn taken off and fall fertilizer 
applied for the next year’s corn crop. Some 
years farmers struggle just to complete 
those four tasks, never mind adding a fifth 
operation into the mix to try to control 
weeds. 

“The time and weather factors can just 
nail you to the wall,” says Templeman. 
“We prioritize and rank, and usually we 
only have one field or part of one field 
that is a ‘must’ and we target it, and usu-
ally squeeze that in. You can’t leave your 
whole plan to doing it in the fall, because 
you don’t have time and the weather will 
go against you every year.”

To offset the reality of just not being 
able to cover all the ground in a given 
year, Templeman has applied different 
strategies on a whole-farm basis to reduce 
the impact of early weed emergence. 
Their production system is straight no till 
with a four year rotation. They start with 
corn, plant soybeans in year two, wheat in 
year three and either edible beans or IP 
beans in year four — what he calls his 
“four-year, three-crop” rotation. The goal 
is to plant no-till corn into bean ground 
from the last year of the rotation. He’s 
also been laying down a residual herbicide 
in corn for several years, followed by 
glyphosate only where needed, usually as 
a spring control option in the event of a 
few weed escapes. 

Everyone talks about  

fall weed control —  

but Rob Templeman has  

figured out a way to  

make it work 

By Ralph Pearce,  

CG Production Editor

Weeds before winter
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“I find that by using different combi-
nations and using Roundup as a sort of 
backup, you’re not heading towards issues 
with herbicide resistance,” Templeman 
says. “We change them up with different 
crops, we change them up even in the 
same crop the second time that crop’s 
back in three years — and we’ll change 
the spray. We’re trying to get into that 
state of not using more than we need, but 
trying to keep on top of things.”

Templeman identifies dandelion and 
sow thistle as his two primary targets for 
fall weed control, and originally, he was 
working to manage those, prepping the 
soil for corn, but in the last few years, he 
says it has become more important to 
control those weeds before winter wheat. 
The added benefit of managing them 
before wheat is that it opens up more 
options for using different herbicides 
through the rotation.

Fall spraying in bean stubble to con-
trol dandelion has worked very well any 
time it  has become an issue, and 
Templeman also keeps his eye out for 
other problem weeds. He knows that he 
has a seed bank that contains most weed 
species, yet fortunately at this point, 
they’re not into any notable resistance 
issues on their land.

“My background would tell me that I 
should do more fall weed control than I do, 
and we try to do some, but we target those 
fields where there might be a problem,” 
Templeman says. “I found out the hard way 
that if we’re planting winter wheat into soy-
bean stubble or bean stubble, and there was 
any kind of weed pressure there at all, to 
leave it to spring wasn’t really the thing to 
do, especially if they are perennials, because 
they’re not going to go away.”

Experience is a great teacher, and 
Templeman says he wants to be in a 

position where he can say, “I’m glad I 
did,” rather than “I wish I had.” But he 
concedes that much is changing in 
today’s farming practices, which is why 
in spite of having a planned approach to 
managing his farm, he’s constantly look-
ing for ways to tweak or revise it.

“When the opportunity comes and 
you can use something else or do some-
thing else or approach it from a different 
angle, you really need to listen to that,” 
says Templeman. “I’m still a little old 
school, so I have to be shoved a bit 
because if you think you’re in a comfort-
able spot, why would you change? But 
then things catch up on you. Now I can 
put it in the right timeline, do it when 
it’s supposed to be done, as opposed to 
coming home late at night and thinking, 
‘I should have done that but I’ll do it 
tomorrow.’ Well, tomorrow doesn’t come 
because it’s wet.”  SG
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With lower commodity prices 
looming over the grain and 
oilseed sector, more farmers 

this winter are asking whether that expen-
sive bag of seed is really the smartest buy. 
At the very least, they say, it’s time for a 
fresh look at trait economics.

The companies that produce this seed 
charge top dollar for it, and when growers 
could get top dollar at the other end of 
the production chain, the math made 
sense. But with the erosion of crop prices, 
the return on investment from buying 
genetically modified seed has eroded too.

It’s a big change in psychology.
Only a year ago, the question would 

hardly have made any sense. At the market’s 

peak, the lure of biotech was so strong it was 
tough to persuade growers to try anything 
else. Last spring at the London Farm Show, 
the price of soybeans was above $13 a 
bushel and dealers were testing growers to 
find a price point at which they’d grow non-
biotech IP beans. Anecdotally, the premi-
ums on offer were as high as $6.

To hear growers tell it, the premiums 
weren’t driven by the extra management 
requirements for an IP crop, or by the risk 
of not making grade at delivery. It was 
simply that growers thought they’d need 
that much to walk away from today’s 
effective and productive biotech systems.

So yes, there’s been some sticker shock 
with seed traits, says Shawn Brenneman, 
agronomic sales manager for Syngenta. 
“The cost of seed has gone up over years,” 
he agrees. “But when you look at it as a 
system, you have to look at the whole sys-
tem, not just the price of the seed.”

This winter, biotech industry leaders are 
out there pitching biotech, and reminding 
growers of what it was like to grow their 
crops before the traits hit the market. These 
seed producers say they understand that 
farmers need to contain costs during times 
of tighter margins, but they also say it’s 
important to distinguish between cutting fat 
and making choices that will impair pro-
ductivity and profitability.

Mike McGuire, president of Monsanto 
Canada, says Canadian farmers will con-
tinue to vote with their planters. He sees it 
as a kind of annual referendum on the 
cost-efficiency of the technology, and so 
far, farmers have delivered a ringing 
endorsement. Today 80 per cent of soy-
bean acres and 90 per cent of corn across 
Canada are genetically modified.

If anything, McGuire says tighter mar-
gins make for a better business case for 
biotech.

“Think back to other times when 
we’ve seen a significant shift in commod-
ity prices,” McGuire says. “History has 
shown us that people are more willing to 
make investments in technology when 
commodity prices go down.”

When commodity prices are low, the 

Input costs are up, soybean 

prices are down, but the  

biotech sector aims to  

convince growers that the 

economics of biotech are still 

in their favour

By Ralph Pearce,  

CG Production Editor

Do biotech  
traits still pay?
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most cost-effective bushel is the winner, and frequently that 
means maximizing yields with judicious investments that spread 
operating costs over as many bushels as possible.

“You want to make sure you have the highest yields, you want 
to hedge your bet, and make sure you’re in the best protected 
position,” McGuire says.

In fact, history shows biotech adoption goes up when com-
modity prices are low, McGuire says. Once growers pencil it out, 
they tend to realize that they can actually maximize their poten-
tial with biotechnology, instead of cutting back on investments 
that maintain or grow productivity.

McGuire has spoken with enough growers during the winter 
meeting season to have heard any concerns, and he says he isn’t 
hearing a lot of negatives about the value of the technology.

The notion that growers might not be getting a fair return also 
falls on a cultural observation that McGuire makes about U.S. crop-
ping practices versus those in Canada. In the U.S., growers tend to 
base more of their decisions on market conditions. In Canada, even 
with corn at $7 per bushel and up, most growers maintained their 
rotations in 2012 and 2013, understanding the long-term benefits of 
wheat and soybeans, and their effect on subsequent crops.

It may be that a three-crop rotation doesn’t provide the big-
gest return in terms of absolute cash returns, but it’s a more sus-
tainable approach as it relates to overall production, soil health 
and maybe even cash flow — in the long run.

As for seed prices, McGuire notes that it isn’t always a matter 
of simply hiking the price of a bag of seed to whatever the traffic 
will bear. The companies generally do what they can to ensure the 
best value to the grower and a fair share accruing to both the 
company that undertook the expense and risk of developing the 
technology, and the farmer who’s adopting it in hopes of growing 
their own profitability, he says.

“We try to structure it so that it’s not always going to be a one-
year phenomenon,” McGuire says. “If commodity prices go down 
or a weather event impacts growers, the company wants to make 
sure there’s space where, even in the toughest year, growers are 
still getting value for the technology.”

McGuire concedes in a tough year, yes, the value won’t be as 
high as in a year with high prices and high production, but the 
same is true of almost all farm technology. For the companies, 
keeping customers satisfied during bad times is at least as impor-
tant, McGuire says. “We don’t want them to feel that they’ve 
made the wrong decision about the right technology.”

McGuire also says some farmers are beginning to approach 
company representatives with a bit of a counterintuitive question: 
they want to know what is the highest-priced seed the company has 
on offer. When questioned a bit about where they’re headed, these 
farmers explain that they’re looking for the best of the best, and 
they believe they can recoup that cost with higher production. 

For growers pursuing this strategy, it’s basically an all-in game 
on crop inputs. An additional $40 or $50 for a bag of seed means 
they’ll want to do everything they can because a small problem that 
causes, say, a 10-bushel-an-acre yield hit on corn will put the 
grower underwater on the seed decision just about immediately.

No matter what corners a grower cuts — dropping a herbicide 
application, delaying tilling his ground for another year or two, or 
skipping the benefits of biotech — not investing in the technology 
is problematic. The difference between varieties and hybrids from 
2009 and those they’ll plant in 2014 are substantial enough that 
they’re already losing yield with those older varieties and hybrids. 
Then measure that against the very real fact that Canadian lines are 
producing quality yields in growing seasons that are shorter relative 
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to conditions in the U.S. A few years ago, a 
100-day growing season was needed to 
reach 200 bushels of corn; then it was 95 
days, then it was 90 days. Last year, there 
was a report of a grower in Manitoba who 
yielded 200 bushels with a sub-80-day 
hybrid. Rolling the clock back to older 
hybrids that don’t include biotech traits 
leaves those gains on the table.

For Doug Alderman, national sales 
manager for Pride Seeds, the question to 
growers is whether they’re talking about 
the return on investment as it relates to 
the economics of purchasing the seed, or 
is it the return in terms of getting more 
“bang for the buck” for the Roundup 
trait? Or is it a straight “cost-of-seed” 
issue or perhaps even the cost of the sys-
tem, with the value of the herbicide fac-
tored into the equation?

Alderman points out that there’s no 
one forcing growers to use Roundup 
Ready technology — or LibertyLink, 
SmartStax or any of the others. Farmers 
are using it because it works, they’re find-
ing value in it and they’ll make any 
adjustments they have to on their opera-
tions in order to secure their annual sup-
ply of this technology for their farms.

“There’s a mound of benefits, from 
convenience to simplicity to the fact that 
it just works,” says Alderman. “In the end 
yield is king, and I question that without 
that technology, where we would have 
been as an industry, in terms of yield.”

Consider the drought in 2012, and 
what biotech traits and the latest genetics 
meant to growers. Without the right 
germplasm turned into hybrids and vari-
eties, farmers would not have seen soy-
beans yielding into the 60s and corn 
yielding well above 150 as an average 
despite the obvious and pressing produc-
tion constraints that season. 

“It doesn’t matter how you cut it, the 
return is there,” says Alderman. “Now, if 
an individual questions whether it’s for 
them, whether they’re getting the yield 
out of that for the sake of what they’re 
spending in a particular cropping system 
— with seed and chemicals — it begs the 
question: ‘Why?’”

Alderman says he’s convinced in those 
cases there’s likely an underlying issue ham-
pering yield that’s unrelated to the genetics, 
which will do their job, given half a chance. 

With the advent of trait development 
and biotechnology, one of the manage-

ment practices that has become successful 
for growers has been the widespread adop-
tion of no-till and reduced-till systems. 

Syngenta’s Brenneman says it’s 
important to view the technology as part 
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return is there,” says Dale Alderman, 
Pride Seeds.



of  a larger system with trade-offs 
throughout that contribute to its overall 
productivity.

The bottom line for a bag of seed today 
is actually comprised of a number of differ-
ent components, and the actual cost of seed 
is just one of them. For example, there’s the 
cost of seed treatments and inoculants, 
which are already contained in each bag of 
seed. Then there’s the value of the genetics 
themselves, and the value of the biotechnol-
ogy component. All this can add up, but it’s 
important to note they’re there if a farmer is 
stacking this price up against another pro-
duction system that doesn’t include them. 

Brenneman concedes there can be 
some initial sticker shock, but he main-
tains that included in that price is the ser-
vice — be it for seed treatments or 
inoculants. It’s all part of the price of a 
bag of seed, and he believes most growers 
see the value, and that independent trials 
support the value of these investments. 

“Some of  the work done by the 
Ontario Ministry of Agriculture and Food 
(OMAF) indicates variety or hybrid selec-
tion in soybeans and corn is really the 
No. 1 choice for growers to maximize 
yield,” Brenneman says. 

Brenneman also points out part of the 
cost of the bag of certified biotech seed is 
reinvested back into the research and 
development pipeline, something that’s 
often overlooked and undervalued. And a 
quick check of the wheat sector shows that 
yields haven’t increased to the same degree 
as in corn and soybeans. Much of that can 
be attributed to biotech innovations.

“Have we seen the advancements in 
wheat that we have in other crops?” ask 
Brenneman.

For Jim Wispinski, president of Dow 
AgroSciences Canada, the bottom line on 
the debate comes down to the individual 
farmer and the benefits brought to market 

by biotech innovation. In Canada, corn, 
canola and soybeans have been the benefi-
ciaries of the development of genetic mod-
ification. That has facilitated private sector 
investment in plant breeding and increased 
yields substantially.

“Contrast that with the crops that have 
not attracted the investments for various 
reasons, and in those other crops, the yield 
increases have lagged,” says Wispinski. 

Wispinski adds that as an industry, 
everyone is better off because of that 
research, but investing in those technologies 
is expensive. In the end if the numbers don’t 
make sense, farmers will figure that out. 

“Farmers are great business people,” 
Wispinski says. “They make return deci-
sions on every input cost, just like all of us in 
business. We’re all hard-nosed about input 
costs, and trying to get those down if we 
can. But we’re also making our purchase 
decision based on whether they provide a 
return versus the alternatives. And clearly 
the farmers are answering, ‘Yes.’”  SG
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Dow AgroSciences Jim Wispinski  
says farmers wouldn’t buy technology 
that didn’t provide a return to their  
bottom line. 



When a Western Canadian 
farmer wants to give soybeans 
a try, they’ve likely got an 

equipment issue to grapple with.
With the exception of a handful of 

growers in the Red River Valley of 
Manitoba, few have access to row crop 
equipment of any kind. Even the Valley 
producers who are using row crop 
equipment are often limited to the 
30-inch row spacings more common to 
corn production.  

For most producers, however, the 
main seeding implement is the air 
seeder, used to put in small grain crops 
including wheat and canola.

Manitoba Agriculture, Food and 
Rural Initiatives pulse crop specialist 
Bruce Brolley says there’s no doubt that 
planting soybeans in 15-inch rows rather 
than solid seeding will improve perfor-
mance by reducing seed costs and boost-
ing yield. But whether that’s enough to 
pay for a new planter depends on the 
individual farmer’s circumstances.

“The long and short of it is both an air 
seeder and row crop (seeder) will work,” 
Brolley says. “To invest in more iron, you 
need to be getting a lot of yield or have 
more uses than just soybeans.”

The recommended plant population 
for solid-seeded soybeans in Manitoba is 
200,000 plants per acre. But it’s lower in 

other systems — 175,000 in 15-inch 
rows and 160,000 for soybeans planted 
in 30-inch rows for a 12 to 20 per cent 
reduction.

“That’s a cost saving right there,” 
Brolley says. “With 15-inch rows you 
probably have a little higher seeding rate 
(than 30-inch), but you’d have more 
yield.”

But even with these advantages, it’s 
tough to justify spending big bucks on 
specialized seeding equipment if soybeans 
are only a small portion of the farm’s 
overall plantings. It makes more sense for 
farmers who grow large acres of corn and 
edible beans, as well as soybeans.

It’s true that 30-inch corn planters do 
excel at evenly distributing seed within 
the row, which is part of the reason why 
rowers can cut their seeding rate by up to 
20 per cent from solid seeding. But soy-
beans seeded in 30-inch rows yield about 
the same as solid-seeded fields.

“The shorter-season soybeans grown 
in Manitoba don’t have enough growth to 
fill in between the 30-inch rows,” Brolley 
says. “With 15-inch rows you’re going to 
get that complete row closure.

“The more sunlight soybeans can cap-
ture the more yield you’re going to get so 
we’re losing yield growing 30-inch rows.” 

Even so, the savings on seed alone make 
planting with a 30-inch row crop seeder 

better than seeding with an air seeder —
most of the time. There are exceptions, 
including wet springs when many fields are 
too wet to support a corn planter but air 
seeders can still get through, Brolley says.

While row crop seeders do a better job 
planting soybeans, air seeders can do a 
good job too, but they are often not as 
precise, Brolley says. Sometimes, two, 
three or more seeds will be too close 
together. When that happens some plants 
will dominate and others will behave like 
weeds. Normal-size plants will have 30 to 
45 pods per plant while the smaller plants 
just eight to 10.

“If you can avoid the doubles, the tri-
ples and the big gaps, then you can cut 
down your seeding rate,” Brolley says.

Farmers need to check how well their 
air seeders are distributing seed within 
the rows, Brolley adds. “If they don’t make 
this evaluation, they can’t know if they 
need to make adjustments to their seeder 
for next year.”

Reducing seeding speed and using 
knives instead of shovel openers can 
improve seed placement too. Nor are all 
air seeders created equal.

“I think farmers can do a real good job 
with what they’ve got — a 30-inch corn 
planter or their air seeder,” Brolley says. 
“They just need to look and decide how 
they can tweak it.”  SG
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When it comes to market analy-
sis, fundamentals have long 
been king, so it’s no surprise 

most analysts are zoned in on basic 
bread-and-butter issues that influence 
supply and demand, including acreage 
forecasts, weather shocks and pests. 

That’s why we see markets gyrate 
around USDA reports that adjust numbers 
such stocks-to-use ratios and expected 
production targets.

But then there’s this whole other group 

of farmers and analysts with a different 
way of looking at the world of commodity 
markets. They take price charts, analyze 
them for patterns and then extrapolate 
market direction from there. Of course it 
isn’t completely black and white — even 
the most ardent supply-and-demand fun-
damentalist will concede there’s some 
merit to the psychology of price floors and 
ceilings, as well as to the mysterious inter-
play of different grain and livestock com-
modity cycles.

With so many unknowns 

hovering over grain markets, 

some farmers are searching 

for answers in what might 

seem like unlikely places

By Ralph Pearce, 

CG Production Editor
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But beyond that there’s a hard-core 
group of technical analysts who spend an 
enormous amount of energy trying to 
divine market direction from chart pat-
terns like a “head-and-shoulders” or a 
“batman.” Some even take it well beyond 
that and look for far longer-term trends 
that span decades.

Don Nott is a familiar face to many in 
Ontario agriculture. He’s a respected 
grower and entrepreneur from Clinton, 
Ont., thought by many to be one of the 
sharpest producers around. He’s also a 
strong believer in watching a series of 
charts and cycles for what he says are 
solid signals to sell, buy or hold. He’s been 
charting since 1975, so he’s got almost 40 

years of experience backing up this opin-
ion, and he concedes it’s not always a hard 
and fast thing — frequently it comes 
down to the quality of analysis by the per-
son reading the chart.

“There’s always some leeway in the 
interpretation,” Nott says. “Anybody 
reading charts has to have an under-
standing of what it is they’re looking at 
and what it is they want to see. Do you 
want to deal in the here and now, or in 
the bigger picture?”

Nott says there’s a lot of truth in tech-
nical analysts’ old statement that “charts 
don’t lie.” They always show where the 
price is, and the general direction it’s 
going — up, down or sideways. But from 

there it gets more complex, with charts 
showing almost everything — short-term 
daily price movement, medium-term 
monthly price movement and finally the 
long-term charts that span years and even 
decades. 

Finding clarity in this maze of infor-
mation is no easy thing, Nott says, and 
he cautions that anyone looking for a 
quick-fix solution to their marketing 
questions is going to be disappointed. 
With so many numbers, it’s easy to 
become bogged down and sidetracked. If 
he tried to take on too much, he’d be 
flirting with information overload. Nott 
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says he has as many as 50 different programs and analytical 
tools on his computer, and can ignore about 90 per cent of 
them. It’s better to simplify the search by approaching it with a 
clear strategy, he feels, and to focus on a few key indicators. In 
his case that means following key grain charts — corn, soybeans 
and wheat — as well as crude oil, the Canadian dollar, the U.S. 
dollar and the global bond market. 

“That gives me the bigger picture,” Nott says. “There’s some 
influence from crude oil, and there’s certainly an influence from 
the dollar and the trade between nations — particularly 
between Canada and the U.S.”

Gathering this information isn’t always easy, and frequently 
Nott concedes he finds himself running against the herd and 
making “unpopular” decisions, but he says basing these choices 
on his own interpretation has worked out for him quite well in 
recent years. For example, he says he was able to understand 
what was likely to happen to the Canadian dollar over the past 
few years when it rallied past parity with the U.S. greenback, 
which resulted in some tough times in the grain industry. 

“The dollar came out of that very strong, it was almost 
$1.10, and it was a good time to move out of the way,” Nott says. 

Really big pictuRe
So far Nott’s analysis is fairly typical of the technical analysis 

school of thought, albeit with his own interpretation. Over the 
longer term, however, he subscribes to some theories that are all 
but guaranteed to kick off a heated debate among professional 
economists. It’s something dubbed Elliot Wave Theory, and it 
suggests that there are a number of long-term cycles or “waves” 
lasting from several years to several decades.

Nott suggests that when we aren’t mindful of the past, we 
can get into trouble in the future because young people get lost 
in the here and now. To back up his case he cites the last great 
grain boom of the 1970s, when it seemed that nothing could go 
wrong. During those years, for example, he actually bought a 
tractor one season, then sold it the next for more than he’d paid 
for it. But in the early 1980s, governments intervened in a bid to 
stamp out the inflationary spiral and unleashed high interest 
rates that spawned a rash of farm foreclosures.

“If you look back through the history charts, you see that 
every 50 years, there is a depression phase,” Nott says. That’s 
generally accompanied by a soft patch at about 25 years, but 
there are still plenty of memories remaining that prevent people 
from engaging in the worst excesses. 

“The next generation is close enough to that event to 

remember the problem, and the older people are still there 
guiding them, and they say, ‘Be careful: we could have this hap-
pen again!’” says Nott.

By being aware of these trends and carefully positioning 
yourself, you could be well placed to make hay during tough 
times, Nott says. 

If you think Nott’s decades-long trend-watching is on the 
fringes, hold onto your hat, because there are market analysts 
who take it dramatically further. 

Like Nott, Don Good has been following charts for several 
decades. Among the many services he provides through Good 
Crop Services near New Hamburg, Ont., Good is also a market 
analyst, and is a frequent speaker at conferences and workshops. 

Good has one or two key indicators that he watches: geocos-
mic cycle analysis and the Cardinal Climax, which can sound 
downright whacky when they’re laid out. Both, he says, have an 
extraordinary influence on a variety of geo political aspects, many 
of which can be traced back through history. There have been 
cycles of the Cardinal Climax that have taken place from 1843-51, 
a time in which the Mexican-American War, the California Gold 
Rush and the Irish Potato Famine all occurred, and another from 
1761-70, pre-dating the American Revolutionary War.

“We are now into the second phase of this current Cardinal 
Climax which is from 2012-15,” says Good. “And the Pluto-
Uranus cycle began in June 2012, and it ends in March 2015. 
And always in that time frame, we have government deception 
or intervention, we have high volatility and there’s going to be a 
large volatility yet this year, into the spring of 2015.”

If this sounds too much like astrology, keep in mind that 
there are those in the financial district who sell their services as 
astrological economists or financial astrologers. According to a 
2012 article in Forbes Magazine, individuals like Good use 
information such as planetary orbits and positioning relative to 
the astrological signs, and it’s anything but simple. Analysts who 
use such cycles employ an elaborate system to make their fore-
casts, taking into consideration everything from a country’s 
economy to more narrow-focused investment portfolios, stocks 
and bond trends, and commodities. 

Asked if this system is more objective for marketing crops, 
Good replies that it’s just another marketing tool. 

“When you look at so many farmers, they are not selling at 
the right time, and I’ve been guilty of that in the past,” says 
Good. “So many people aren’t disciplined in making that deci-
sion, but they have to know their cost first. They do a good job 
of growing it but they aren’t marketing it the way they should. 
And I’ll tell you that 75 per cent of the time, what I’m saying is 
going to happen, happens.”  Sg

“Do you want to deal in the here and now,  
or in the bigger picture?” — Don Nott

Continued from page 41

For Further reading
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ome farmers seem to have a talent for 
developing new markets, new products, or 
new and better ways of getting things done. 
They innovate.

Is that talent something they were born 
with? More to the point, can your enterprise promote 
innovation and creativity? Does environment contrib-
ute to innovation, and can you, as a leader, support 
the creativity of the members of your farm team?

The research is very encouraging.
“I am not a creative person,” one farmer told me. 

Many people think the ability to innovate is some-
thing they were either born with or without. How-
ever, we now know that this is untrue.

Experts agree that certain conditions can increase 
the likelihood of innovation. As a leader, you can 
create these conditions by the way you challenge 
your team. Or you can do the opposite, creating an 
environment where your team will underperform for 
innovation.

Are you setting an example of emotional involve-
ment and commitment to innovation?

Goran Ekvall, emeritus professor of organiza-
tional psychology at the University of Lund, has 
identified the key climatic factors that influence orga-
nizational creativity:

1. Challenge: Are employees challenged, emotion-
ally involved, and committed to work? Do they love 
their jobs and have realistic goals according to their 
abilities and knowledge? Tip: Ask them how they 
feel about their tasks. On a scale of 1-10, have them 
rate how interested they are in the work they do, and 
how capable they feel of doing those jobs. 

2. Freedom: Do you allow them flexibility, or do 
they have strict guidelines and roles, with no room to 
redefine their tasks? Tip: Be sure to adjust your super-
vision to their maturity and competence as workers. 
Be sure to give them some choice in their work, for 
example, in deciding when or how to do a task.

3. Ideas and tIme: Do employees have time to think 
through new ideas? Do you allow time for innova-
tion? Are there resources to try new ideas? Tip: Allo-
cate time, money and equipment to support creative 
ideas. Ask what they need, and negotiate. 

4. dynamIsm, or the eventFulness oF lIFe In the 
organIzatIon: Do you celebrate together? Tip: Find 
occasions to celebrate. Ask your employees what 
events they would like to celebrate. Ask them to 
organize those events. 

5. trust and openness: Do people feel safe speaking 
their minds and offering different points of view? As  
a leader, do you react with openness and interest? 
Tip: You don’t have to accept every idea, but be sure 
to listen with openness and encourage people to sug-
gest new perspectives. 

6. playFulness and humour: Is the environment 
relaxed? Does your team have fun and make jokes 
sometimes? Do you laugh as a group, or does it 
always have to be serious? Tip: Promote a little bit 
of fun. It will stimulate a more creative atmosphere. 

7. ConFlICts: Do you have a way to solve conflicts 
as they arise? Are plots, traps, power struggles, slan-
der, or gossip common? Or are relationships more 
mature, able to deal effectively with diversity? Tip: 
As a leader, be sure to manage conflict properly, in a 
constructive way. Develop a win-win culture. Don’t 
let conflict remain unresolved.  

8. debate: Is it all right to express disagreement and to 
have lively debates about issues, or do we always have 
to think the same way? Tip: Promote a culture of, “let’s 
talk about it” and, “tell me what you think.” Be sure to 
encourage employees to play the devil’s advocate. 

9. rIsk-takIng: Is it OK to fail? What happens if 
new ideas don’t work? Are the employees blamed? 
Are you able to take a calculated risk? Tip: Don’t 
penalize failed ideas. Instead, use them as jumping-
off points for the next innovation.

Innovation-friendly climates are not accidental. 
Creativity cannot emerge without time or resources. 
Nor can it emerge when a person is too stressed or 
afraid of the consequences.

What about incentives, like monetary rewards for 
new ideas? Such approaches are risky and difficult 
to evaluate. Moreover, creativity does not appear on 
command at the promise of money. However, a leader 
can provide the right conditions for innovation. 

So, if you want your team to generate unique ideas, 
first you must establish the right conditions. It is like 
preparation for reaping a bountiful harvest; you must 
“sow the right seeds in a rich soil and fertilize well.”  Cg

Pierrette Desrosiers, MPS, CRHA is a work psy-
chologist, 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 
(www.pierrettedesrosiers.com). Contact her at  
pierrette@pierrettedesrosiers.com.

Nine tips for innovation
Innovation can be successfully harnessed 
on today’s farms. Here’s how

By Pierrette Desrosiers, work psychologist, business coach, and author
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ith all the complexities of money 
management, your only hope for 
keeping your hard-earned dollars 
working as hard as possible may 
be to put your trust in a financial 

adviser. Certainly, it’s the most popular choice.
But is trust all it takes? In other words, if you 

show up at your adviser’s office with a thumbdrive 
full of numbers or a stack of file folders, is that 
enough to guarantee you’ll get the results you need 
and want.

Or, do different farmers get different results based 
on the way they manage their relationship with their 
financial adviser, the same way different farmers get 
different results in the field based on how they work 
with their agronomists.

One thing is for sure, farm financial advisers defi-
nitely think there’s a big difference in how farmers 
work with them.

Country Guide talked with a panel of highly recom-
mended farm financial advisers from across the country, 
and from the outset, those advisers unanimously said 
there’s a big potential payback for many farmers to keep 
their financial adviser better informed.

These advisers routinely tell stories of not learning 
about previously unknown beneficiaries, major oper-
ational expansions, or even the death of a business 
partner until after the event has had its full impact on 
the farm’s financial choices.

“This is going to sound simplistic,” says Terry 
Wisse, president of Wisse Financial of Saskatoon, 
“but the primary thing is to have open communica-
tions. We really can’t help people unless we know 
what they’re doing and what their goals are.”

Toll-free numbers, emails, and texting make it 
easier to keep in touch, Wisse says, but a great deal 
can also be gained from conversations which seem-
ingly have nothing to do with business.

So here’s another tip. Consider meeting your 
adviser at your farm, not in the accountant’s office.

Wisse believes that nothing replaces face time with 
a client, so even in less densely populated areas, he 
travels to his clients’ farms whenever possible. “Peo-

ple are more comfortable in their own homes, it tends 
to be where their records are, and sometimes the rea-
son people don’t get in front of their adviser is simply 
because they’re too busy trying to make money and 
concentrating on their business,” says Wisse, adding 
that in his experience, “when your first contact is in 
an office, people don’t seem to be as natural.”

When advisers feel marooned on an information 
island, they suggest another tip too. Consider allow-
ing them to contact your other professional advisers 
for information. This can be easily achieved in-house 
by companies such as Klassen Financial Services in 
Steinbach, Man. Though Leonard Klassen’s area 
of expertise is insurance and his son, Darren, is 
the investment adviser, their independent client lists 
overlap at times for estate and succession planning 
purposes. As far as the Klassens are concerned, the 
client benefits from more brains working together on 
a shared portfolio.

“The clients we work best with give us permis-
sion to talk to their bankers, accountants, and law-
yers when we need something,” says Darren. He says 
it isn’t something that all their clients are comfort-
able with, and that he and his father must maintain 
confidentiality, even from each other, in those cases.

But Darren believes open lines of communica-
tion between advisers are usually in the clients’ best 
interest, even though he understands that the per-
ception can be that a farmer’s team of advisers could 
be trying to railroad the individual into something 
he or she isn’t ready for.

“If you’re dealing with professionals who have a 
high level of accountability, you’re not going to have 
that problem,” Darren says. “Often people try to 
protect privacy and try to get away without telling 
everybody everything, and I think that hurts the cli-
ent at the end of the day.”

When financial advisers don’t have all the infor-
mation about the family business’s needs, or when 
they are unaware of the other advisers working with 
their client, it can lead to inappropriate advice.

At least, that’s the consensus at the University of 
British Columbia’s Sauder School of Business, where 

More from your  
financial adviser
With these tips, you can get better  
advice and better financial results

By Amy Petherick
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business writer Jennifer Halyk says the faculty are pro-
moting the concept of multi-disciplinary advising, which 
encourages a wider variety of advisers working together.

“Family businesses are so multidimensional and 
so complex, the idea with multi-disciplinary advis-
ing is that no one should assume they have all the 
answers,” says Halyk. “The idea is to work better 
as a team for the family, so it’s about how they each 
contribute their skills without making decisions that 
they may not be qualified to make.”

It’s natural for families to look to trusted advis-
ers for guidance even when that guidance may be 
outside their areas of expertise, and Halyk says it 
can be especially difficult for advisers working alone 
to resist the temptation of weighing in when it really 
isn’t their place to do so.

Halyk says advisers need to know their own limita-
tions and to be constantly working to educate themselves 
when it comes to the complexities of family business. 
“They may think they have all the answers or can fix it 
with a transactional approach,” Halyk says, “but sooner 
or later there’s going to be some kind of problem that 
they won’t be able to help facilitate in any way.”

Halyk says there is no end to issues like favourit-
ism, old resentments, childhood behaviours and so 
on, which many advisers are simply not equipped to 
help families navigate through, and she adds some 
advisers may never be the right people to help.

Nor is Halyk alone. “You have to be very open-
minded, and then you have to be prepared to use dif-
ferent advisers than you have now if those advisers 
are not capable,” agrees Tom Bird of Bird Elinesky 
Wealth Management in Guelph, Ont.

Bird has been in the business long enough to have 
seen his fair share of cases where his clients were get-
ting other professional advice that was costing them 
unnecessarily, but because the adviser came from a 
big city, the clients couldn’t be convinced someone 
else may be better suited to help them.

“We do a lot more than invest money,” Bird says. 
“We act as the quarterback and if clients don’t have 
good representation when it comes to accounting, 
tax planning and estate planning, we try to put them 
in front of people who will do a good job.”

Leonard Klassen says it’s similar to the challenge he 
faces as an insurance provider. “Sometimes you feel that 
when you do your very best work and you’re making 
recommendations that are in the best interest for that 
client, you’re sounding like a salesman,” says Leonard. 
He recognizes that though his intentions are good, they 
can appear self-serving to the client at times too.

In the final analysis, however, a good way to get 
more out of your advisers might start with judging 
them based on how much more they let you get out 
of yourself.

Darren Klassen suggests farmers weigh their 
advisers by their empowerment abilities. “Most 
quality professionals will provide their clients with 

enough information to make the right decisions, 
and if you’re working with good people, you should 
be gaining knowledge as you go,” Darren says. But 
that said, he adds a client needs to be willing to learn 
in order for this concept to work. “I don’t need to 
know everything about how my car works but I do 
need to take a certain responsibility to make sure it 
has gas in it, and that’s my responsibility, not the car 
manufacturer’s,” he says. “People should be gaining 
a working knowledge of the issues they are facing, 
but they don’t have to be experts on it.”

Terry Wisse says people in general, not just farm-
ers, can improve their financial literacy. “It certainly 
helps if clients can educate themselves a little bit, and 
I find that I have great success with clients if they 
have a natural curiosity about their business and their 
affairs,” Wisse says. He says it’s a shame that your 
average high-school graduate has no level of comfort 
with stocks and bonds, even as concepts. He finds it 
interesting that people will keep all their money at 
one banking institution or insist that all the equip-
ment they buy be a specific colour because they trust 
a certain company, but the notion of owning stock in 
those companies is difficult for them to accept.

Going further, Tom Bird would like to see farmers 
investing outside of the industry.

“Farmers take every penny they earn and plow it 
all back into the business they know,” says Bird. “Fair 
enough, they know that business, but it just makes good 
financial and estate planning sense to take a little bit, 
just a little bit of it, and put it in some other industry.” 

Bird says the best way to accomplish this, is to take 
the time to find the very best financial adviser you can. 
He warns against hiring anyone who gets paid on a 
commission basis and suggests looking for discretion-
ary licenses which ensure fiduciary responsibility, guar-
anteeing you’ll be reimbursed if they mess up.

Oh… and one more tip.
Darren Klassen says it has only happened to him 

once or twice in his career, but he welcomes clients 
who insist on interviewing him rather than allowing 
him to steer their first meeting.

“How often have you met with your investment 
adviser and turned the questions around and asked 
about their portfolio?” asks his father, Leonard. You 
can learn a lot from a potential adviser by asking 
about their personal experiences, he says.

Your adviser doesn’t walk on water, Leonard 
Klassen says, so pick someone who can be real with 
you before putting your faith in them.  CG
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Here’s a start. Ask your adviser 
to meet at your farm, not at their 
office. show them it’s a business
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orporate donations have soared in the 
last two decades, with Canadian com-
panies giving six times more dollars to 
charitable causes. Partly, that’s because 
there are greater needs in the commu-

nity, thanks to government cutbacks. Largely, how-
ever, it’s because it can be good for your company to 
give money away.

“There’s a realization that we have to do some-
thing,” says Sara Penner, PhD candidate in the fac-
ulty of management at Winnipeg’s Asper School of 
Business. “It’s not just something that’s nice to do,” 
she says. “It’s essential or we all won’t have the ser-
vices and quality of life we want.”

Canada’s 93 largest corporations each donate 
about one per cent of their income to worthy chari-
ties. They have also made their donations an integral 
part of their branding strategy.

“It continues to grow,” Penner says.
A major motivation for companies to give gener-

ously is that they earn goodwill in return, something 
ordinary advertising just can’t buy.

“It can be good for business,” says Penner. “Some 
companies will use corporate social responsibility 
(CSR) to build their community profile in a positive 
way, and there are marketing components you can 
do through CSR to raise awareness about the com-
pany as well. Often times, companies will support 
areas their customers care about. That helps build 
loyalty in their customer base.”

Canada’s ag equipment manufacturers have been 
part of that growing trend toward focused corporate 
sponsorship. Saskatchewan’s SeedMaster, an air seeder 
manufacturer, just established a charitable foundation 
it calls SED (pronounced “seed”) to support fundrais-
ing efforts in rural communities where their customers 
— and potential future customers — live.

“We’ve given money to various bodies in the past, 

just whatever has happened through our door or what 
we’ve come upon,” says Cory Beaujot, SeedMaster’s 
marketing manager. “Initially it (SED) was put together 
to work with communities that have been part of our 
rapid growth. We wanted to work with the farmers and 
the communities that have helped us with that growth.”

“From a market-retention standpoint, it helps us 
deepen the relationship with various communities 
and to give back to those we’ve been working with 
over the last number of years, but it also gives us the 
opportunities to try and work with new communities 
in a different way.”

According to Penner, it’s hard to pin an exact 
number on just how much that kind of generosity 
has an impact on a business’s bottom line.

“It’s hard to measure,” Penner says. “It doesn’t 
actually show immediate dollar returns, yet it 

A dollar  
to share
Corporate philanthropy  
is on the rise in Canada. 
More than ever, it makes 
sense for ag to keep up

b u s i n e s s

By Scott Garvey, CG Machinery Editor



seems to be showing benefits in the sustainability 
of the company, the longevity of it and in its long-
term customer base. It’s not like advertising that 
might show an immediate revenue increase, but 
it’s having this affect on long-term branding with 
employees and customers.”

“I don’t know whether people expect it, but it 
makes me very pleased to be engaging with these 
communities this way,” says Beaujot. “The town 
where I grew up has lost its school, but there is 
still a really vibrant sense of community in these 
places. There are many good services that need to 
continue, and funding has fallen to the wayside 
over the years for various reasons. These communi-
ties are our bread and butter and they’re extraor-
dinarily valuable to us. The people in them are the 
ones who are ultimately buying our product.”

The challenge for any company that hopes to 
top up its goodwill bank through charitable activi-
ties is that it needs to be careful to do more than 
cut a cheque and walk away, warns Penner.

“Trust is the key,” Penner says. “It can’t 
just look like you’re doing it to go through 
the motions. It has to look like you’re doing it 
because you truly believe and want to be giving 
to the community. If it’s just a one-shot thing, it 
won’t have the same affect as if it was part of the 
philosophy of your company.”

One way to help create that trust is to involve 
employees and get them to buy into the cause. That 
also pays immediate benefits inside the company.

“It’s good for staff morale,” says Penner. 

B U S I N E S S
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Above: In 2013 Case IH and Dodge Trucks partnered with 
noted artist Dan Dunn to create four specially created 
works of art to auction off, with the proceeds going to the 
U.S.-based foundation Future Farmers of America. That’s 
a cause near and dear to the hearts of most American 
farmers. In a similar way, Canadian ag equipment 
manufacturers are targeting charitable causes important 
to Canadian farmers.

Left: Cory Beaujot, marketing manager at Saskatchewan-
based ag equipment manufacturer SeedMaster, says the 
company is marking its 10th anniversary with the creation 
of a charitable foundation named SED.

Continued on page 38

Sara Penner is a PhD candidate at the Asper School of 
Business in Winnipeg, specializing in management of 
not-for-profit organizations.
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“A lot of times it will help bring workers together. 
Sometimes corporations will just make a gift, but 
sometimes they’ll arrange an event to bring people 
together to paint a community centre or do some-
thing to bring people of the community together. 
That’s a more common trend now. There is a little 
more hands-on activity, not just wanting to cut 
the cheque but be involved and actually see what 
you’re impacting.”

“It’s good for team building and camaraderie 
when it’s a great cause to build around,” agrees 
Don Henry, chief operating officer at Morris Indus-
tries, another Prairie-based equipment manufac-
turer with a history of philanthropy.

Although senior management at Morris has its 
own charitable preferences, often the initiative for 
its donations starts with the company’s rank-and-
file employees. “It’s a combination of management 
and employees,” says Henry. “If there’s a worthy 
cause, we’ll look at it. When we have someone who 
is interested and wants to push something forward, 
we’re very interested in trying to help out and pro-
vide a contribution from a corporate level as well.”

In the end, though, how much and where the 
bulk of a company’s donations flow depends on 
who sits at the head of the boardroom table and 
what their views are. 

“One that’s close to (the company president’s) 
heart is Ronald McDonald House,” says Henry. So, 
Morris has been a strong supporter of it.

At SeedMaster, management structured its SED 
foundation to mirror the innovation and entrepre-
neurial values the company was founded on.

“What SeedMaster does is very much linked to 
what we hope to do with SED as well,” says Beau-
jot. “It’s like putting fertilizer in close proximity to 
the seed. We’re nurturing that crop in the field — 
or that idea (with SED) — and getting it to grow.”

“We knew we wanted to develop a foundation 
and saw value in giving back to various communi-
ties, but we wanted it to make sense, to try and make 
it resonate with people in a different way and have 
whatever we were doing stand out,” Beaujot says. 
“We encourage people to think about what they 
could do with the funds in a different way, not just 
apply it to their bottom line, to hopefully draw some-
thing bigger and better out of whatever their plan is.”

Beyond community charities, ag manufacturers 
often make donations to causes that have a more 
direct return value, such as professional scholar-
ships and endowments to universities. 

“I think that’s more of a business decision,” 
observes Henry. “It’s corporate stewardship but not 
as much from a charity perspective as a business 
perspective. We know we need engineers and good 
business people too. I think for any company that’s 
moving ahead and needs good employees, we don’t 
have any choice.”

As for the future, Penner thinks philanthropy 
will continue to grow. “I don’t predict it plateau-
ing,” she says. “It’s part of people wanting to help, 
so I don’t think it is slowing down.”  CG

“�It’s�good�for�team�
building,”�says��
Don�Henry,�chief�
operating�officer�at�
Morris�Industries.

Continued from page 37
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hether you use a phone, a desk-
top or anything in between, the 
risks of getting ripped off online 
are growing, and farmers may be 
more vulnerable than most, sim-

ply because they are coming to rely so heavily on the 
Internet for virtually everything they do.

“It’s a growing problem,” says Doug Chorney, 
farmer and president of Manitoba’s Keystone Agri-
cultural Producers. “While this (the Internet) is a 
tremendous tool for many things, like getting better 
market and weather information, it’s also a potential 
pitfall for people if they trust it too much.”

As a group, farmers don’t appear to be being tar-
geted specifically. But they are at risk.

“They’re more exposed, like the general popula-
tion, to the schemes that are being perpetrated,” 
explains Richard Ré, senior fraud investigator at 
Farm Credit Canada.

“Doesn’t matter if you’re a farmer,” adds Mark 
Wales, president of the Ontario Federation of Agri-
culture, who points to some familiar email scams. 
“Normally your filters catch a lot of that… ‘Con-
gratulations, you’ve won the UK lottery.’ I win one 
or two lotteries every day. I just hit the delete button. 
It’s just another version of a ‘Nigerian letter.’”

Canadian Federation of Agriculture president 
Ron Bonnett has his own share of experiences with 
faceless online shady dealers. Once, while checking 
out a tractor for sale, he received an email response 
that just didn’t quite ring true. A day or two later, 
the web host sent him an advisory warning that the 
advertisement was likely a scam.

“On the second occasion, my wife went to sign 
on to our online banking account when a strange 
page came up. She backed out and called the bank. 
They were able to confirm that this was another 
scam,” Bonnett recalls.

It’s not unusual for someone in Chorney’s posi-
tion to get asked to appear as a guest speaker. But 
when he received an invitation to speak at a confer-
ence held in a warm, tropical destination, and it 
came with an $800 registration fee to attend, he 
recognized something was up.

“I’ve had that quite often, actually. They must do 
searches through farm organizations’ databases.”

Prior to joining FCC in 2011, Ré spent 27 years 
with the RCMP, 13 of them with the commercial 
crime section in Saskatchewan. During that time, he 
investigated scams where con artists offered cheques 
or bank drafts for more than the value of a piece of 
farm equipment for sale.

Posing as a prospective buyer, the scammer 
would tell the seller to use the difference to pay a 
certain company to do the shipping and keep the 
rest for his trouble.

“In some cases, the article would be shipped, and 
the money would be sent to the third party to do the 
shipping. Then the seller finds two or three weeks 
down the road when the cheque goes to clear, it’s 
been stolen or forged,” says Ré. “From what I hear, 
it’s still a scam being used.”

Also common is “phishing,” phony emails that 
seek to acquire your personal information. Perpetra-
tors typically cut and paste a company letterhead, 
claim they need confirmation of personal informa-
tion, and threaten to close your account with the 
company if you don’t click on a certain link.

“So there’s a sense of urgency that’s basically 
incorporated in that email: If the recipient doesn’t 
do what they’re supposed to do, there’s going to be 
some negative consequences,” says Ré.

After clicking the link, the victim is sent to a 
website that asks a litany of personal questions, 
which, if answered, could result in all kinds of 
problems, not the least of which is a hit to the vic-
tim’s credit profile.

Last October, a few Ritchie Bros. Auctioneers cus-
tomers reported their personal email accounts had 
been compromised through a phishing scam. Once 
hackers ended up with account passwords and per-
sonal data from these people, they were able to alter 
legitimate invoices they had received by email, with 
new, fraudulent details about how to pay.

In all these cases, customers noticed something 
was unusual and called Ritchie Bros. to inquire 
about the strange-looking invoice.

Ritchie Bros. spokeswoman Kim Schulz said 
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it wasn’t the company system that was 
hacked, but rather three or four overseas 
customers — out of hundreds of thou-
sands of customers — whose “Hotmail-
type” email accounts were compromised.

“We felt it would be a good idea to let 
people know in case there was a trend. 
But we’re not seeing one,” Schulz says. 
“It was attempted fraud. Fortunately, no 
one lost any money.”

PROTECT YOUR INFO
In the note to its customers, Ritchie 

Bros. offers several safeguarding tips, 
including creating a unique password for 
all important accounts, regularly chang-
ing email account passwords, and not 
logging into personal accounts from pub-
lic or untrusted computers.

The company also says farmers 
should avoid sending account or payment 
information to anyone via email, and 
that they should call customer service of 
the company that’s sent an invoice if you 
have questions or concerns.

“We don’t feel people are vulnerable, 
as long as they take appropriate steps 
to safeguard their information,” Schulz 
says.

Bonnett also urges asking questions, 
especially if something comes up that dif-
fers from the norm, or when dealing with 
institutions for the first time. Call and 
confirm before giving out credit card or 
other information, he says.

“Know who you’re dealing with,” 
adds Wales. “If it sounds too good to be 
true, it probably is.”

If an offer does seem improbably 
favourable, start asking questions, says 
Ré: “Nobody is going to give you some-
thing for nothing.” Ask questions — 
can you inspect the equipment you’re 
interested in purchasing? If you don’t 
get a reply to a request like that, it sug-
gests there’s something wrong with the 
offer. If somebody is ready to pay you 
more than what you’re asking for, or is 
ready to sell you something for much 
less than what you were anticipating, 
usually those are red flags that you 
should be investigating.

Use the Internet to dig into who 
you’re dealing with, Ré advises. “One 
of the things farmers can do is use the 
Internet to their advantage. Before you 
enter into a transaction with a third 
party you don’t know anything about, 
do some investigation,” Ré suggests. 
In some cases, victims will post about 

a scam they fell for. “It goes back to 
doing your due diligence.”

Whether farmers are buying online 
via an auction house or directly from a 
seller, there are some basic precautions 
to remember, such as determining who 
they’re doing business with, and safe-
guarding their personal information, 
“because obviously it’s very valuable to 
the criminal element,” Ré adds.

“It’s just a common-sense approach 
at the end of the day,” says Ré. “Before 
you part with your money, make sure 
that you’ve done enough to make your-
self comfortable with the fact you’re 
dealing with someone that’s legitimate, 
and that if you’re going to sell or pur-
chase something, that the transaction is 
actually going to take place.”

WATCH BOGUS EMAILS
When it comes to receiving emails, 

check out the sender’s address. Most com-
panies have their own email extension, so 
a company representative is unlikely to be 
using, say, a Yahoo or Hotmail account.

“Inquire why the email is coming 
from a web service rather than the actual 
corporation, especially if they say they’re 
representing a bank,” urges Ré.

Chorney says farmers need to become 
more aware of the fact that online busi-
ness opportunities and email use exposes 
them to a lot of potential fraud.

“People who are relying more and 
more on electronic means to exchange 
detailed financial data have to be sensi-
tive to that,” says Chorney. “And maybe 
it’s something we need to start thinking 
about as a farm group, having training 
for people who are doing more and more 
commerce online.”

Office workers often benefit from 
an IT staff that puts up firewalls to 
protect employees from Internet fraud. 
Farmers, however, lack that same level 
of protection.

“Here we are, basically open to the 
public because we don’t have the benefit 
of a large company IT system,” Chorney 
says. “Maybe we need to be more proac-
tive to get ready for what’s coming.”  CG
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Building YOUR brand
It seems the Canada Brand really is 
boosting sales, both here and abroad

By Gerald Pilger 

m a n a g e m e n t

arry McIntosh is the CEO of Peak of the 
Market, a highly successful 20-member 
grower co-operative in Manitoba that 
ships vegetables to Canadian and U.S. 
retailers, and he is very positive about 

Canada Brand. “Applying the Canada Brand to our 
products has been a great experience,” McIntosh 
reports.

While McIntosh can’t assign a precise dollar 
amount to the value of the Canada Brand for his 
company, he has no doubt sales have increased as 
a result of adding the Canada Brand to the label of 
their products.

“Initially we tried to play down that our vegetables 
were grown and processed in Canada,” McIntosh 
says. “We were worried that it could hurt sales into 
the U.S., but after adding the Canada Brand we 
had great feedback from both Canadian and U.S. 
consumers. Canada has a reputation for supplying 
quality products, and to be able to clearly brand our 
products as Canadian was a real advantage.”

Scott Sigvaldason, president of Smart and Natu-
ral Foods Ltd., which markets a variety of hull-less 
oats as a rice substitute, also believes in the value 

The rationale behind the Canada Brand is the same 
as for country-of-origin labelling (COOL). Governments 
know that consumers are influenced by where a prod-
uct is grown or processed, and that it is in the national 
interest to promote homegrown products.

There is a big difference between Canada Brand 
and most COOL programs, however. Canada Brand is 
voluntary; COOL is mandatory.

Most Country Guide readers will associate COOL with 
the labelling requirements that the U.S. has imposed on 
imported Canadian beef. Canadian cattlemen are all too 
aware of the negative impact COOL can and has had on 
their ability to export products into a country that 
has mandatory labelling requirements.

Even so, the U.S. requirement for 
labelling beef is just one of many COOL 
programs. COOL regulations have been 
introduced by countries around the 
world, including Canada. Canada, 
for instance, requires all pre-pack-
aged food products sold in Canada 
to list the name and address of the 
importer or manufacturer. Furthermore, it is 
mandatory that the country of origin is listed on all 
wine and brandy products, dairy products, honey, fish 
and seafood products, fresh fruits and vegetables, egg 
and egg products, meat products, maple products, 
and processed fruit and vegetable products imported 
into Canada.

In fact, most developed countries have at least 
some COOL requirements. About the only major states 

in the world without any COOL legislation are New 
Zealand, Hong Kong, Malaysia, the Philippines, Viet-
nam, Colombia, Guatemala, and Honduras.

New Zealand’s Ministry of Primary Industries 
released a statement on COOL recently. It summa-
rizes New Zealand’s position by stating: “The policy 
of successive New Zealand governments has been 
that country-of-origin labelling (across all food types) 
should be a voluntary practice for the food industry to 
use as a marketing tool. This practice is influenced by 
consumer demand.”

In 2011, the European Parliament passed legisla-
tion that would unify the COOL requirements of 

member countries. Effective December 13, 
2014, mandatory country-of-origin 
labelling will be required on all meat, 
poultry, dairy products, and fresh 
fruits and vegetables.

This new COOL system will come 
into effect about the same time that 

the new free trade agreement between 
Canada and the EU is expected to kick 

in. Will any agricultural trade gains which we 
thought had been accomplished via the free trade 

agreement with the EU be nullified by COOL labelling, 
as happened to our beef industry with the U.S. adop-
tion of COOL on beef products?

At the end of the day, neither branding nor COOL 
labelling improves food safety or the quality of the food. 
As farmers know, if you don’t produce food quality that 
lives up to the image, good things can’t happen.

Canada Brand versus country-of-origin labelling

Continued on page 44
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m a n a g e m e n t

of branding his products as Canadian. “Canada is 
known for high-quality food,” Sigvaldason says. 
“We are recognized as an area that produces safe, 
healthy food.”

“Consumers don’t know where most of their 
food comes from,” Sigvaldason adds. “Adding the 
Canada Brand to the label tells them.”

The testimonials of these two CEOs are exactly 
what Agriculture and Agri-Food Canada had hoped 
to achieve when, in association with industry, they 
created the Canada Brand five years ago. Today over 
600 companies are adding the Canada Brand to their 
product labels to differentiate and promote their 
products in the competitive global marketplace.

According to an AAFC spokesperson, the core 
differentiation behind the Canada Brand is “Cana-
da’s strong regulatory food system and the efforts of 
Canadian producers and processors. Market research 
has demonstrated that consumers associate the Can-
ada Brand with safe, high-quality products.”

Like Sigvaldason and McIntosh, AAFC lacks 
hard data on how many new sales have been made 
because of the Canada Brand, or how much extra 
value has been netted per sale, but Ottawa does 
point to a Canadian Consumer Grocery Shopping 
Simulation Study which AAFC carried out and 
released in March 2010. The study shows branding 
can have a considerable effect. Among the findings 
of the study: 
•  Brand plays a bigger role than price in shoppers’ 

choice of food products.
• National brands performed best.
•  The second-most expensive brand was chosen 

most often.
•  Shoppers in the study preferred products with 

labels showing the product had Canadian ingredi-
ents or was a product of Canada.

•  The most effective branding displayed the Canada 

Brand stylized maple leaf prominently on the front 
of the product.

The study also found that 81 per cent of consum-
ers said it was important for Canadian origin infor-
mation to be displayed on labels, and 80 per cent 
said they would be more likely to buy a food product 
that is clearly labelled as Canadian.”

Remarkably, this government-run program costs 
taxpayers very little. The program only has one full-
time employee and currently operates on a budget of 
about $150,000.

However, these aren’t the only funds the fed-
eral government puts into marketing agricultural 
products. The Canada Brand is a small part of the 
Growing Forward program which has provided $32 
million dollars to the Canada Brand Advocacy Initia-
tive (CBAI) over the last five years. CBAI funding 
has been used for increasing consumer awareness of 
Canadian food products.

The CBAI program ends March 31, 2014. In its 
place is the new AgriMarketing Program (AMP), 
introduced as part of the Growing Forward 2 suite 
of federal and provincial programs.

Ottawa has budgeted $341 million for AMP for 
the purpose of creating and maintaining access to 
markets over the five-year period 2013-18.

On top of using the Canada Brand logo on prod-
uct labels, producers and processors of Canadian 
agricultural and food products who enrol in the 
Canada Brand program have access to promotion 
materials and templates for use on products, adver-
tising, and point of sale material.

They also have access to a large photo and graph-
ics library with high-quality food and agricultural 
photographs and graphics suitable for promotional 
use. As well, members of Canada Brand have six 
months exclusive access to new AAFC market 
research and analysis, after which time the analysis is 
made public by AAFC.

All of these benefits are available to producers 
and processors on a cost-free basis.

“All members of Canada’s food and agriculture 
industry are encouraged to use the Canada Brand 
tools to complement and strengthen their own mar-
keting activities in relation to products produced 
or processed in Canada,” the AAFC spokesperson 
said. “All of the same benefits apply, whether you 
are an individual farmer, a small family-owned and 
-operated business or a national company with large 
manufacturing facilities.”

Certainly it’s a government program that seems 
to be scoring with producers and processors. “Can-
ada Brand is very worthwhile,” says McIntosh. 
“Anyone marketing food products absolutely should 
look at it.”

If you are marketing a product which may 
benefit by adding the Canada Brand to the label, 
visit the Canada Brand website at www.marque
canadabrand.agr.gc.ca/intro/index-eng.htm. The site 
describes how to join and has links to the download-
able Canada Brand usage agreement.  CG

Seven steps to branding  
your agri-food product

Canada’s Trade Commission office recommends 
these seven steps to agricultural producers and 
processors when building their brand. Details on 
these steps can be found by visiting the website 
www.tradecommissioner.gc.ca/eng/canadexport/ 
document.jsp?did=139190.

1. Align your brand with the Canada Brand.

2. Develop a branding blueprint for your organization.

3. Seek buy-in at all levels of your company.

4.  Integrate your brand into your business and 
communications plans.

5. Cultivate your brand internally.

6. Communicate your brand.

7. Live your brand.

Continued from page 42



Last year it seemed as if we were in a time warp 
where everyone had rediscovered the plow, after 
years of Ontario farmers adopting conservation 
tillage practices. I remember the dismay I felt as I 
drove through the countryside and saw the acres 
of ground being broken up.  

As the seasons changed, first the ditches turned 
black as the topsoil blew off the bare soil, then the 
Maitland River, which flows through our farm, 
turned brown when torrential rains washed the soil 
away and gullies were cut deeper and deeper 
through fields planted to corn and beans. “The 
topsoil lost from agricultural fields becomes soil 
out of place – in other words, dirt.” writes David R. 
Montgomery in his book, Dirt, The Erosion of 
Civilizations.  

We have been practicing conservation tillage on 
our farm since 1992. While I am the first to admit 
that we have soil that is particularly well suited for 
that system, and not all ground is, I am a firm 
believer that as much as possible, everyone who 
plants crops should be moving towards doing less 
tillage and more towards protecting the soil that 
sustains all of us.   

As Doug Hocking, with the Maitland Valley 
Conservation Authority points out, many practices 
such as berms only stop eroded soil from getting 
into waterways. No-till, minimum-till, crop 
residues, and contour cropping stop erosion. Go 
look at your hills and see what they look like. Then 
think about how all the soil you see took since the 
last Ice Age to form. 

While I am encouraged when I look at the 
statistics on conservation tillage practices for 
Ontario, I felt extremely discouraged when I 
looked out my car window last fall. According to 
the 2011 Census of Agriculture, farmers preparing 
land for seeding used no-till methods on 33.1per 
cent of the land in 2011, a slight increase from 
31.2 per cent in 2006. Conservation tillage was 
used on 29.8 per cent of the land prepared for 
seeding, compared to 24.9 per cent in 2006. 
Conventional tillage decreased to 37.1per cent of 
land prepared for seeding, from 43.9 per cent five 
years earlier.  

Almost seven per cent decrease in conventional 
tillage over the past five years… at least we’re 
moving in the right direction. For farmers 
interested in doing better, the Innovative Farmers 
Association of Ontario is a great organization for 
people keen on soil conservation. Not only do they 
have informative workshops and conferences – 
but they also provide a great network of farmers 
who have been working at conservation practices 
for years, as well as people who are just getting 
into it. I went to one of the first conferences they 
held in 1992 and have always considered any 
IFAO event as time well spent. 

At IFAO’s conference last winter, Dr. Peter Scharf 
from the University of Missouri spoke on nitrogen 
management, but also offered a copy of Dirt to 
anyone who signed up for it. My copy arrived a 
couple of weeks ago and has proven to be a 
fascinating read.  

To say that humans are slow learners is the 
understatement of the century. Not only was 
Darwin’s last book, published in 1882, a detailed 
study on how vital earthworms are for soil health 
and sustainability, but a guy named Caius Plinius 
Secundus, or Pliny the Elder (AD 23-79) attributed 
the decline of Roman agriculture, at least in part, 
to “the general practice of growing cash crops for 
the highest profit to the exclusion of good 
husbandry.”  Montgomery goes on to write that 
“While it would be simplistic to blame the fall of 
Rome on soil erosion alone, the stress of feeding 
a growing population from deteriorating lands 
helped unravel the empire.”  

I find it amazing to realize that there are surviving 
written works dealing with agriculture from 200 
years BC and that many of the observations made 
at that time are things we still deal with today. 
“We’ve all seen those pictures of the Dirty 30’s 
and think we have stopped this here – remember, 
they have several feet of topsoil in USA – we only 
have five or six inches to start with, so we can’t be 
complacent – we can lose it all in a blink of the 
geological eye,” points out Hocking. 

Kate Procter is a freelance writer based in Brussels, 
Ontario. This originally appeared in the Rural Voice. 

www.ifao.com 

Dirt by Kate Procter 



anadian farmers are a diverse lot. They 
come from a wide variety of geographies 
and climatic zones, they grow different 
crops, and they use different manage-
ment systems. But when it comes to weed 

control, they all seem to share a similar strategy. Call it 
the “if it ain’t broke, don’t fix it,” school of thought.

From Prairie cereal and canola growers to Ontario 
cash croppers, they all stick with a handful of chem-
ical controls, like Group 1 and 2 herbicides and 
glyphosate. Always glyphosate. For pre-seed burn-
offs, for in-crop weed control using herbicide-tolerant 
systems and even for pre-harvest dessiccation, it’s a 
staple of weed control programs from coast to coast.

This is setting the stage for trouble in the future 
however, as behind the scenes selection pressure has 
begun to spit out cases of weeds resistant to our most 
popular control options. 

Sure, we’re nowhere near as far down the road 
as hotspots like Australia and the southern U.S., but 
Canada isn’t immune and it has its own growing set 
of problems. 

Ontario has confirmed cases of fleabane, giant 
and common ragweed resistance to glyphosate, while 
southern Alberta and southwestern Saskatchewan 
have discovered glyphosate-resistant kochia. Mani-
toba, also, likely has kochia resistant to glyphosate, 
though final confirmation is still pending. In total, 
there are thought to be more than a million acres 
with glyphosate-resistant weeds present throughout 
Canada (see chart). 

François Tardif of the University of Guelph’s 
Plant Agriculture department says resistant fleabane 
has gone from about a half dozen fields two years 
ago to over 100 documented.

“It reached a point where people don’t really 
report it or don’t report it as much because they 
assume it’s there. Or if they have too much fleabane, 
they assume it’s resistant,” says Tardif.

The arrival of glyphosate resistance in the U.S. caught 
the industry unawares, as no one expected incidents to 
show up in North America when they did or spread so 
quickly. Some in the industry are still in denial, while 
others are taking the situation very seriously. 

“I truly believe this is going to become 
a very big issue in the next five to 10 
years in Canada,” says Bayer CropScience 
manager James Humphris. “It’s not some-
thing that’s going away; it’s only going to 
become more apparent.”

The reasons for resistance are the same 
here as everywhere else in the world, 
Humphris says: lack of diversity in either 
the crop rotation or herbicides. 

“We rely on the same tool because it’s 
very efficient,” adds Tardif. “With glypho-
sate resistance, you get guys who’ve been 
spraying Roundup year in and year out for 
six, seven, eight, nine years in a row with 
very little break in the rotation.”

Resistant populations will eventually be 
selected through spraying with the same 
chemicals over and over: “You just spray 
the herbicide and eliminate the susceptible 
plants and then only the resistant remain to 
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Uphill battle
It’s an all-too-human weakness to stick with what works.  
In weed control, though, it could set you up for a dangerous 
herbicide failure a year or two down the road

By Richard Kamchen

P r o d u c t i o n
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survive. They set seed, enter the seed bank and even-
tually it explodes in your face. You spray and find 
out it’s not working,” Tardif says.

There are plenty of weeds resistant to herbicides 
other than glyphosate too, like Group 1 and 2 wild 
oat herbicides, says Neil Harker, a research scien-
tist for Agriculture Canada in Lacombe, Alta. It’s a 
product of farmers concentrating on summer annual 
crops and limiting their crop rotation focus on too 
few crops — in the case of Western Canada, canola 
and wheat. With farm sizes generally increasing, 
farmers want simplicity, which they can achieve by 
repeating the same practices, but that also happens 
to invite herbicide resistance.

With few new herbicide modes of action in the pipe-
line, the most effective herbicides on the market now will 
lose their effectiveness, resulting in greater weed control 
costs and a corresponding cut in profit opportunities.

“Weed control, if farmers don’t change any-
thing, will become more costly. And in some cases, 
if it becomes as bad as places like Australia and the 
southern U.S., control may not even be possible in 
some crops, with herbicides,” says Harker. “We’ll 
have to go back to more tillage or we’ll have to 
grow different crops. We’ll be forced into it.”

Red Deer, Alta. seed grower Mark Kaun has adapted 
after becoming more conscious of herbicide resistance 
thanks to resistant wild oats and cleavers. Greater dili-
gence in switching herbicide groups, along with keeping 
good chemical records and weekly field scouting is help-
ing him keep on top of any potential problems. 

“In our area, we’re well known for having high 
amounts of moisture during herbicide times, and 

high moisture pulls down the efficiency of the her-
bicide quite often. So what we do is we make sure 
we scout the fields to ensure the herbicide is doing 
the job and, if it’s not, we have to go back in with a 
different group so that we’re not compounding the 
same problems back-to-back,” Kaun says.

Kaun, who also uses crop consultants as another 
form of support, adds he experiences specific chal-
lenges as a seed grower. 

“We cannot fall apply to desiccate our crops 
because it’ll just kill the germination. So we have to 
be really diligent on our herbicide programs in the 
spring so we get the biggest bang for our buck.”

Tardif says the enticing return of crops like soy-
beans and corn in Ontario can make convincing farm-
ers there to expand their crop rotation a difficult sell.

“Some of them will have some cereals and forages, 
but if they are pure cash croppers, they will not be 
tempted to alter the rotation that much,” he says.

Similarly in Western Canada, requiring farmers 
to grow something other than their most profitable 
crops, canola and wheat, is a hard pill to swallow, 
says Harker. But while growing winter annuals like 
winter wheat, winter triticale or fall rye requires 
more work, it’s worth the effort.

“They’re up so far in advance of wild oats, you 
don’t need a wild oat herbicide, so you’re putting no 
pressure on those weeds for resistance,” says Harker.

The same is true for growing a perennial crop 
like alfalfa, which is cut at least twice in the growing 
season. While these crops aren’t as profitable, they 

F E B R U A R Y  1 8 ,  2 0 1 4  c o u n t r y - g u i d e . c a  4 7

Continued on page 48

“ We have to go back 
in with a different 
group so that we’re 
not compounding 
the same problems 
back-to-back.”

— Mark Kaun, 
Red Deer, Alta.
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can put pressure on dominant weeds. It’s a question 
of ensuring future profitability. 

“Our major weeds are all summer annuals and 
that is because we grow summer annual crops 
year after year,” says Harker, pointing to canola, 
wheat, barley, oats, peas, lentils, soybeans and 
corn. “We haven’t put any lifecycle pressure on 
summer annual weeds because they’re adapted to 
summer annual crops.”

Humphris advocates farmers rotating their 
herbicides, and says that while farmers are gener-
ally doing better in this area, there’s still room for 
improvement on developing four- to five-year crop-
ping plans.

“Liberty has been a great tool for farmers in 
Western Canada because it is a unique mode of 
action that doesn’t get used anywhere else in the 
cropping rotation,” Humphris says. But while it’s an 
obvious break from glyphosate, “most farmers that 
are growing InVigor, there’s a large percentage (of 
those crops) that gets a pre-burn of glyphosate.”

Regardless of what happens, glyphosate will 
remain an important herbicide, he says. Right now, 
it’s just about farmers ensuring its effectiveness is 
prolonged. 

“From the word go, for any herbicide you’re 
using, resistance will occur. The question is, what 
can we do to manage better, to make sure we 
have these herbicides as long as we possibly can?” 
Humphris says.

For farmers making a concerted effort to mix 
their herbicide usage, Humphris warns that just 
changing brands doesn’t necessarily equate to an 
altered modes of action.

“I think there’s still an education component 
for everybody to understand about how resistance 
works, but also understanding the chemicals — just 
because you change brand doesn’t mean you’ve 
changed your mode of action,” says Humphris.

Humphris urges farmers also try tank mixes in 
order to set two modes of action working on the 
same weeds. Another option is tilling. Although 
farmers moved away from those practices, resistance 
has forced farmers in different parts of the world to 
return to cultivating.  

“It’s about coming up with ways to prolong 
resistance and, if we get it, we may have to go back 
to some of those practices,” Humphris says.

Jon Sammons, a cash cropper near Shelburne, 
Ont., does use tillage to help him combat pesky 
weeds, but cautions against overworking your 
ground. He hasn’t seen resistant weeds to date on 
his farm, which he also chalks up to keeping his 
crops and chemicals rotated.

“For instance, on my better land, I might grow 
corn which will be glyphosate resistant, and the next 
year I’ll likely grow canola, which uses a Liberty 
herbicide. And the third year I might grow barley or 
wheat and use a different herbicide again. It’s three 
years before you ever see the same herbicide again,” 
says Sammons.

He’s willing to grow a crop in one year that may 
not bring a great return, but will benefit in the long 
run. Going after the short-term buck at the expense 
of rotation will eventually catch up to a farmer, he 
warns. “Best management will be your best return.”

Farmers had been able to sidestep changing cer-
tain practices for years as chemical companies were 
able to keep ahead of resistance. But as innova-
tions slowed down and growing practices went 
unchanged, resistance increased.

“In the ’70s and ’80s, legitimately new modes 
of action came about once every three years,” says 
Harker, adding no new major modes have hit the 
market in the last 20 years. “Glyphosate is a once-
in-a-century herbicide. It’s very unlikely that we’ll 
ever get anything like glyphosate again.”

The run of new products hitting the markets 
every other year back in the day might have been 
the catalyst for creating the mindset that led to the 
resistance problems farmers face today. And experts 
doubt that any new magic pill will be in the offing. 

“I know it’s a big component of our company to 
try to look for that new mode of action that we can 
bring to the market,” says Humphris, adding the 
same is true for Bayer’s competitors. “But that’s not 
a very easy thing to do… and not something that’ll 
happen overnight.”

Stymying new product releases have been greater 
research and development costs and substantial 
multinational rationalization, says Harker. Another 
major factor is companies saw Roundup Ready and 
LibertyLink crops as the ultimate solution, which 
discouraged them from putting major dollars into 
researching new herbicide compounds.

“They’re doing it (research and development) in 
earnest now, the few companies that are left, but it’s 
more difficult,” says Harker. “Environmental con-
straints are greater, costs are greater and toxicology is 
more difficult to pass. All those things are more diffi-
cult in an era when we have fewer companies doing it. 

“And it may be that with all the previous 
research, we picked all the low-hanging fruit.”

In other words, the industry has already found 
the easiest and most significant discoveries to make, 
and it’s a tough fight from here on out.  CG

P r o d u c t i o n
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“�If�it�becomes�as�bad�as�places�like�
Australia�and�the�southern�U.S.,�
control�may�not�even�be�possible�
in�some�crops�with�herbicides.”�

—�Neil�Harker,�AAFC,��
Lacombe,�Alta.�



Western and Atlantic Canadians have 
long contended that Ontario is a bit dif-
ferent. Now it turns out this goes for the 
fusarium they’re grappling with in their 
fields too. 

Recent assays have shown the Fusar-
ium graminearum populations that have 
been isolated from wheat and corn in 
Ontario are distinct from those in the 
western provinces and Atlantic Canada, 
and represent a distinct chemotype.

Corn, wheat and potatoes, three of East-
ern Canada’s most economically important 
crops, are all prone to a common threat 
from the fungus Fusarium graminearum. 
These three crops are traditionally grown 
in the same field through seasonal rotation, 

or during the same season in fields in close 
proximity. The fungus causes a variety of 
diseases, including fusarium head blight of 
wheat, Gibberella ear mould of corn, and 
fusarium dry rot of potatoes.

This has led to a push to under-
stand the disease better, and a recently 
completed research project, funded by 
the Agricultural Institute of Ontario’s 
Food Safety program, examined F. gra-
minearum population dynamics in Can-
ada in corn, wheat and potato. 

Fungal strains were analyzed and 
their capabilities for producing multiple 
mycotoxins were also evaluated using 
chemical analysis (LC-MS techniques). 
The research revealed that majority 

of the F. graminearum (>95 per cent) 
strains from corn and wheat in Ontario 
are 15ADON.

In contrast, all 16 strains from potato 
samples from Quebec, N.B., and P.E.I. 
were 3ADON type, indicating that the 
fungal strains from eastern provinces are 
distinct from the fungal strains in Ontario.

The DON-producing F. graminearum 
is further differentiated into 3-Acetyl-
deoxynivalenol (3ADON) and 15-Acet-
lyldeoxynivalenol (15ADON) types. It 
is reported that 3ADON type of F. gra-
minearum population has been increas-
ing in Canada in recent years and the 
3ADON type are believed to produce 
more DON level than 15ADON type. 

F I E L D  N O T E S
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Four pesticides commonly used 
on crops to kill insects and fungi also 
kill honeybee larvae within their hives, 
according to Penn State and University of 
Florida researchers. The team also found 
that N-methyl-2-pyrrolidone (NMP) — 
an inert, or inactive, chemical commonly 
used as a pesticide additive — is highly 
toxic to honeybee larvae.

“We found that four of the pesticides 
most commonly found in beehives kill bee 
larvae,” said Jim Frazier, professor of ento-
mology, Penn State. “We also found that 
the negative effects of these pesticides are 
sometimes greater when the pesticides occur 
in combinations within the hive. Since pes-
ticide safety is judged almost entirely on 
adult honeybee sensitivity to individual pes-
ticides and also does not consider mixtures 
of pesticides, the risk assessment process 
that the Environmental Protection Agency 
uses should be changed.”

According to Frazier, the team’s previ-
ous research demonstrated that forager 
bees bring back to the hive an average of 
six different pesticides on the pollen they 
collect. Nurse bees use this pollen to make 
beebread, which they then feed to honey-
bee larvae.

To examine the effects of four com-
mon pesticides — fluvalinate, couma-
phos, chlorothalonil and chlorpyrifos 
— on bee larvae, the researchers reared 
honeybee larvae in their laboratory. They 
then applied the pesticides alone and 
in all combinations to the beebread to 
determine whether these insecticides and 
fungicides act alone or in concert to cre-
ate a toxic environment for honeybee 
growth and development.

The researchers also investigated the 
effects of NMP on honeybee larvae by 
adding seven concentrations of the chemi-
cal to a pollen-derived, royal jelly diet. 

NMP is used to dissolve pesticides into 
formulations that then allow the active 
ingredients to spread and penetrate the 
plant or animal surfaces onto which they 
are applied. The team fed the treated diet, 
containing various types and concentra-
tions of chemicals, to the laboratory-raised 
bee larvae.

“We found that mixtures of pesticides 
can have greater consequences for larval 
toxicity than one would expect from 
individual pesticides,” Frazier said.

Among the four pesticides, honeybee 
larvae were most sensitive to chlorothalo-
nil. They also were negatively affected by a 
mixture of chlorothalonil with fluvalinate. 
In addition, the larvae were sensitive to 
the combination of chlorothalonil with the 
miticide coumaphos. In contrast, the addi-
tion of coumaphos significantly reduced 
the toxicity of the fluvalinate and chloro-
thalonil mixture.  CG

Researchers claim pesticides kill bees in hives

Ontario fusarium distinct from other parts of country
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P R O D U C T I O N

If you don’t control glyphosate-resistant Canada 
fleabane prior to soybean planting, you’re in a tough 
spot. There is little you can do to control the weed 
once the soybeans are out of the ground. 

Uncontrolled Canada fleabane has caused yield 
losses as high as 93 per cent in soybeans. So when 
you scout the fields where you’ll be planting soy-
beans in 2014 and you see a bunch of seedling (Fig-
ure 1) or rosette stage (Figure 2) Canada fleabane 
plants, be conservative and assume that they are 
glyphosate resistant, and mix another effective mode 
of action with your glyphosate burndown. 

Fortunately, Holly Byker, a PhD candidate at the 
University of Guelph under the supervision of 
Dr. Peter Sikkema, recently published her MSc thesis 
in which she evaluated tank-mix partners for the 
management of glyphosate-resistant Canada fleabane 
Table 1). 

What about control in corn?
Field experience has shown that herbicides that 

contain the active ingredient dicamba will do a 
very effective job at controlling Canada fleabane. 
Integrity (dimethenamid/saflufenacil) also does an 
effective job in corn. The “bleaching” herbicides 
including Callisto (mesotrione) and Converge Flexx 
(isoxaflutole) are generally less effective on Canada 
fleabane.

FIGHTING FLEABANE

# PestPatrol 
with Mike Cowbrough, OMAFRA weed specialist
 Have a question you want answered?
Hashtag #PestPatrol on twitter.com to @cowbrough or 
email Mike at mike.cowbrough@ontario.ca.

TABLE 1 Visual control of Canada fleabane with herbicides applied pre-plant to soybeans.

Tank-mix partner with glyphosate Rate per acre Average control Range in control

Metribuzin (e.g. Sencor 75DF) 600 g/ac. 98% 97-99%

Eragon + Merge 4.4 g/ac. + 1% v/v 96% 88-100%

Integrity + Merge 150 ml /ac. + 1% v/vv 96% 87-100%

2,4-D Ester (660 g/l) 320 ml /ac. 85% 78-92%9

Chlorimuron (e.g. Classic) 9 g/ac. 81% 53-99%

Chlorimuron  (e.g. Classic) + Valtera 9 g/ac. + 56 g/ac. 78% 46-97%

Liberty 200SN 1 l /ac. 72% 35-91%

Adapted from: Byker et al. Can. J. Plant Sci. (2013) 93: 659_667

If you want to control glyphosate-resistant Canada fleabane in soybeans, you’re going to need a solid game plan

Figure 1. Seedling Canada fleabane in corn stubble.

Figure 2. A Canada fleabane rosette.
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The weed in this ad could be 
the last weed you see. 

Imagine going an entire growing season without 
worrying about a single weed. Think it sounds 
too good to be true? Think again.

Converge® XT features strong residual activity that 
controls more weeds than the competition. It’s the 
most consistent solution for crop-safe grassy and 
broadleaf weed control.* Make your first thought 
of the season the last time you think about weeds. 
Add Converge XT to your spray program today. 

Learn more at BayerCropScience.ca/ConvergeXT

BayerCropScience.ca or 1 888-283-6847 or contact your Bayer CropScience representative. 
Always read and follow label directions. Converge® is a registered trademark of the Bayer Group. Bayer CropScience is a member of CropLife Canada. 

*Based on five trials at three different Ontario locations in 2011. Trials were conducted comparing weed control with pre-emerge herbicides in corn. Trials were funded in part by  
the Grain Farmers of Ontario. The assistance of OMAFRA through the OMAFRA/University of Guelph Partnership is also acknowledged.

Weed out herbicide resistance.
Converge XT uses multiple modes of action to 

reduce the risk of herbicide resistance.

Visit MixItUp.ca to learn more.

MIX IT UP
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How successful is my marketing plan?
his year, sticking to a market plan has 
been challenging. In the West, transpor-
tation bottlenecks, larger-than-expected 
production, plus congested storage have 
altered even the best laid plans. But all 

across the country we are not only battling grain 
movement, we are at times battling ourselves. Emo-
tions can get in the way of solid pricing decisions.

Disbelief that prices can sag to such depths after 
such an amazing bull run just last year has impacted 
decision-making. 

One thing is for sure regardless of the year. Markets 
always repeat a similar pattern. Bull markets never stay up for 
the long haul, and bear markets have a nasty habit of hanging 
around for a spell. So here is another thing that is for sure. This 
ongoing pattern will require discipline to control our egos. It is 
human nature to want to speculate on higher prices. It’s a natural 
tendency to hold back pricing in an attempt to sell at the top. 

It doesn’t matter what you sell, it is always tough to sell into 
a rising market. But once overheated markets peak, the descent 
is often hard and fast, which is a bitter pill to swallow.

For growers lacking any plan, psychology can take over. A 
falling market may get their attention, but then procrastina-
tion takes hold. The optimism of the raging bull market wears 
off. Prices plummet. Now production costs and cash flow con-
cerns set in.

But still you don’t sell. You tell yourself, prices are too low. 
It’s better to store now.  

So at this point, regret sets in. You are needled by the real-
ization that cash grain should have been priced earlier. The 
market struggles to recover. Fertilizer and chemical bills are due. 
Land payments must be made, and finally, with a frown, the 
grain is sold.   

Success of a marketing plan may be measured by your sense 
of business control. You must take into account your level of 
debt, your bill payment schedule and of course your produc-
tion costs. Integrating a successful plan starts with your balance 
sheet. Every farm has a different appetite and ability to handle 
risk. Draw up a delivery plan. Highlight reasons that trigger 
your decision to start up the auger and head for town. 

Figure out how much profit you need to live on. Take into 
account basis and carrying charges when setting price goals. 
With everything documented, you know when cash is needed 
and what price you’re looking for. A documented plan helps 
you keep track of inventory and evaluate your success as a 
marketer.

Keep a sales journal. On each sale, note why you decided 
to sell. Set profit targets. Review these targets often… once a 
month, if possible. 

From a marketing tool box point of view, an effective farm 
pricing plan usually involves a mixture of cash contracts with 
the added horsepower of a commodity trading account. Local 
buyers have done an excellent job of providing several cash con-
tracting alternatives, and some contracts closely mimic the use 
of a commodity trading account. There are times when a cash 
contract is the best alternative. And there are times the use of a 
commodity trading account is the best marketing choice. There 

are often signals within the marketplace that help 
indicate which strategy to use. 

Also, be aware that growers who understand basis 
make extra profit. Since cash markets run in close 
parallel to futures markets, a sell signal on the futures 
usually means sell on the cash market. This year, basis 
levels are exceptionally weak and wide in the West. In 
this situation, farm storage may be a weapon of choice. 
Grain prices will eventually grind their way from under 
this glut. Prices will change. They always do.    

Once basis bids become more attractive, this is a 
signal that the buyer is looking for product and will 

again take delivery. If basis bids are wide, this is a signal of con-
gested markets. It may be a signal to sell the futures or purchase 
put options to guard prices from a further downside risk.

Often, the decision to sell on the cash or futures market is 
simply a basis decision. If the basis is weak and wide, you may 
want to lock the futures only. Don’t deliver. Once the basis nar-
rows, deliver the grain and buy back your hedge with your bro-
ker. This is a difficult basis year as supply overwhelms demand. 
But remember, basis levels will normalize once again,  and the 
amount that the basis narrows during the life of your hedge 
improves your bottom line. A narrowing basis funnels more 
cash into your pocket.

Here are some rule-of-thumb suggestions to make a market-
ing plan more successful as we go ahead. How much to for-
ward price next fall depends largely upon your farm’s financial 
health. Those in a low equity position are much more likely 
to forward contract and hedge more aggressively to ensure a 
profit.  Late winter and early spring is an active new-crop hedg-
ing period. Experienced marketers may hedge up to one-third of 
their expected new-crop production before it is planted. Once 
the crop is in the field and closer to harvest, they may pre-price 
up to 50 per cent of expected new-crop production.

Whether you are forward pricing new crop or selling old 
crop, however, the key is to price in small quantities. You may 
decide to sell grain in 10 per cent lots. This gives you more 
marketing flexibility and extra control to sell into the top third 
of average yearly prices. But every year is different and this is 
definitely an odd one…

Many believe success in a marketing plan comes from being 
a good judge of outlook. It doesn’t. This year, markets took no 
hostages. Even the most prudent marketer is being slammed by 
transportation woes, congested storage and fallen prices. But 
this market situation will turn around. Understanding basis, 
carrying charges, hedging, shopping the market and planning 
sales all contribute to the end result… profit. 

Remember, again, that the success of your marketing plan 
may be measured by your sense of business control. That’s cru-
cial. A plan always includes a selling road map. It will take a 
mixture of cash contracts, futures and options to offer maximum 
pricing and delivery flexibility. And it will take discipline.  CG

Errol Anderson is author of ‘ProMarket Wire,’ a daily risk 
management report and a commodity hedge broker located 
in Calgary. He can be reached at 403-275-5555 or email at 
prowire@shaw.ca.

T O O L M A N

By Errol Anderson
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ONTARIO
Feb. 23-Mar. 1: Bright and pleasant 
days in the south will exchange with 
unsettled, blustery days and some 
heavier snow. Risk of rain and heavier 
precipitation. Cold and often snowy in 
the north.
Mar. 2-8: Expect fluctuating tempera-
tures under windy conditions at times. 
Frequent thawing in the south with peri-
odic snow or rain. A weather system 
threatens with heavy precipitation.
Mar. 9-15: A few temperatures reach 
double digits in the south, otherwise 
seasonal to cold in most areas. Sunny 
skies alternate with occasional rain or 
snow in the south and heavier snow 
north.
Mar. 16-22: Sunny overall in the south 
except for intermittent snow or rain on a 
couple days. Widespread melting. Windy 
at times. Cold in the north with occasional 
wet snow or rain and minor thawing. 

QUEBEC
Feb. 23-Mar. 1: Expect a few bright 
days and cool temperatures interspersed 
by some thawing temperatures and 
occasional snow. Chance of heavy pre-
cipitation. Cold with periods of snow in 
the north.
Mar. 2-8: Unsettled and occasionally 
windy this week as disturbances move 
through. Look for intermittent heavier 
snow or rain. Thawing occurs on a few 
days in the south but cold in the north.
Mar. 9-15: Weather varies under occa-
sionally windy conditions. Pleasant and 
mild days with melting are followed by 
colder days with periodic snow or rain. 
Chance of heavy precipitation.
Mar. 16-22: Seasonal to occasionally 
cold although a few temperatures reach 
double digits in the south. Sunny most 
days but snow or rain occurs on two to 
three occasions except heavy snow in the 
north.

ATLANTIC PROVINCES
Feb. 23-Mar. 1: Sunshine on a few days 
will alternate with unsettled conditions 
with gusty winds and occasional snow 
or rain. Chance of heavy snow in places. 
Variable temperatures. 
Mar. 2-8: Temperatures fluctuate 
through the freeze and thaw range under 
windy conditions. Changeable skies with 
occasional snow or rain, heavier and 
more frequent on windward coasts.
Mar. 9-15: Unsettled and windy on sev-
eral days this week as fair skies and sea-
sonal to mild temperatures interchange 
with colder days and snow or rain. Heavy 
precipitation in a few areas.
Mar. 16-22: Windy with temperatures 
well above zero by day and freezing at 
night. Fair apart from two to three days 
of snow or rain, possibly heavy in a few 
regions. Milder in the western Mari-
times.

February 23 to March 22, 2014

NATIONAL HIGHLIGHTS
Computer models are giving widely varied results, but the winter of 2013-14 is expected to drag on across much 
of Canada well into March. However, in spite of below-normal temperatures, winter will loosen its grip some-
what in southern regions, allowing melting and thawing to steadily reduce the snow cover. In some areas, local flood-
ing is possible, especially where snowfall has been heavier than usual. The battle between colder outbreaks from 
the north and milder intrusions from the south will result in variable and frequent precipitation. Nevertheless 
snow and rain amounts should average out close to normal from British Columbia eastward to Quebec. In the Atlantic 
provinces, a series of weather systems is likely to bring unsettled conditions and occasional storms. As a result, temperatures 
will vary but should end up a bit above normal. However, the weather systems are apt to dump heavier-than-usual snow or rain.

Prepared by meteorologist Larry Romaniuk 
of Weatherite Services. Forecasts should 
be 80 per cent accurate for your area;  
expect variations by a day or two due to  
changeable speed of weather systems.

Editor’s notE: Where’s my weather page?
Look in every second issue for your month-long Country Guide weather forecast during the winter 
months when we’re publishing every two weeks.

NEAR NORMAL
 

COOLER THAN NORMAL

February 23 to March 22, 2014

COLDER-THAN-NORMAL TEMPERATURES
NEAR-NORMAL PRECIPITATION
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By Helen Lammers-Helps
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oe s this sound familiar? “If I quit 
farming, I’ll die.” For some farmers, a 
whisper about retirement is all it takes 
to send them into panic mode, with 
the result that meaningful conversa-

tion stops right then and there.
But what some farmers (and yes, we’re talking 

mostly about MEN here) don’t understand is how 
much damage such an attitude can do. Their reluc-
tance to retire may also be hurting their loved ones, 
and it may be hurting their farm businesses too.

If you promised your spouse that you’d slow 
down, but you haven’t followed through, then you’re 
letting your spouse down, says Jim Soldan, a farm 
business coach with The Family Furrow in Chilli-
wack, B.C. “You’ve broken the trust,” Soldan says. 
“This could ruin your ‘happy years.’”

It’s a real problem, agrees Gordon Colledge, a 
family coach in Lethbridge, Alta, who has seen bro-
ken promises lead to divorce.

Staying too involved in the farm business may 
also be hurting the succeeding generation, says Sol-
dan. The senior generation has valuable wisdom to 
share with the younger generation, but if the founder 
stays too involved for too long, it can stifle growth.

The younger generation needs the opportunity to 
think and learn for themselves, agrees Colledge.

Besides, says Soldan, “If the founder dies sud-
denly, what leadership legacy is left if you haven’t 
allowed the farm to be test run by the next genera-
tion? It’s best to have the leadership role developed 
while the senior generation is there to mentor it.”

Sometimes Dad is reluctant to retire because he 
doesn’t trust the next generation to handle things, 
says Colledge. In this case, having both generations 
agree to rules around spending or other management 
decisions can help the senior generation feel comfort-
able enough to take a step back from the day-to-day 
management.

Having a retirement plan will also make the tran-
sition go more smoothly, says Donna McCaw, a 
retirement specialist in Elora, Ont. The plan should 
include farm and family finances, a time frame, and a 
path toward succession.

It should also consider activities and socializing, 

McCaw says. Everyone needs goals and aspirations, 
even if you’re going to retire, and everyone needs a 
structure to their day, a purpose and a community.

Before creating the plan, a couple should spend 
a couple of months on what is often called a vision-
ing exercise. If that sounds too New Age, all it really 
means is giving everyone time to think about what 
they want this next stage of their lives to look like.

Too many people don’t spend enough time on 
this stage, says Colledge. They jump too quickly 
into how they will make it happen. “It’s important 
to dream, to let ideas flow to the top,” Colledge 
explains. “Later you can figure out what it will cost 
and make a plan.”

It’s easier to leave the farm if you have something 
to go to, adds Elaine Froese, a farm family coach 
in Boissevain, Man. Farmers have often spent their 
whole lives putting everything into the farm, so 
when the time comes to retire they don’t have any 
outside interests. It’s wise to cultivate other hobbies 
and interests when you’re younger, before you retire, 
Froese says.

McCaw runs a retirement seminar for women 
and says 25 per cent of participants tell her their 
husbands are reluctant to retire. “The men are often 
afraid of losing their identities,” she says. 

Yet this is an opportunity for them to re-invent 
themselves, to do something else. What have you 
always wanted to do but never had time? What 
would you enjoy doing that you haven’t tried yet?

If you’re having a hard time pulling away from 
the farm, try taking small steps, suggests McCaw. 
“Start with a three-week vacation.”

Retirement can give you the chance to spend 
more time with grandkids and your non-farm kids, 
says McCaw. What about renting a house in Florida 
and inviting the family to come and visit?

For women whose husbands are dragging their 
feet when it comes to retiring, she advises them not 
to nag. Try framing it as an invitation instead, she 
says. “Say, ‘why don’t we try this?’”

McCaw,who grew up on a farm, says her dad 
was very reluctant to retire. However, after retiring at 
age 69 when he could no longer handle the farm, he 
made the adjustment very well. He had eight years of 

What’s holding you 
back from retiring?
The closer you look at retirement, 
the better it actually appears

L I F E
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outside interests. It’s wise to cultivate other hobbies 
and interests when you’re younger, before you retire, 



fun, she says. He and her mother travelled 
to Alaska and Europe and took several 
bus trips. He got involved with helping at 
minor baseball and hockey, played more 
cards, and did more entertaining. 

McCaw says her mom started cam-
paigning four years before her dad retired 
because she was worried about his 
health. She’d point out that they would 
be free to travel with friends if they didn’t 
have the farm, she says.

If things have stalled, enlisting the 
help of a facilitator can help get things 
unstuck. “Outside guidance can see what 
the family cannot see or may not want 
to see,” says Soldan. “It is very easy to 
go off the rails with the emotions that 
surface.”

Change is hard, says McCaw. And 
it takes a lot of work, she adds. But if 
you put the effort into it, you can enjoy 
a second life after farming. With some 
thought, planning and effort, these could 
be your best years.  CG

Oh, the things 
you could do

Not sure what to do with the extra time 
once you retire? Here are some ideas to get 
you started.

Go to the library and peruse the books to 
see what catches your fancy.

Find out what recreation activities, 
classes or clubs are available in your local 
community.

The Internet contains a wealth of infor-
mation anywhere in the world where you have Wi-Fi access. 

Try Googling topics of interest and see where that leads you. Here are 
some other possibilities: At coursera.org you can get access to 540 free 
online university courses. Documentaries can be found at the National 
Film Board website www.nfb.ca and public domain books can be down-
loaded free of charge at www.booksshouldbefree.com. At meetup.com you 
can find local groups doing things you are interested in.

Learn a new hobby. Many businesses such as Home Depot, Lee Val-
ley and Michaels offer free or low-cost workshops.

There are many volunteer opportunities. You could build a house for 
a needy family through Habitat for Humanity, work at a homeless shel-
ter, get involved in an agricultural association, help with 4-H, drive can-
cer patients to the treatment centre, work on civic beautification of your 
local community, or share your farming skills with farmers in developing 
nations through the Mennonite Central Committee or the Canadian 
Executive Service Organization.

There are also endless wonderful organizations that could benefit 
from your time.

Always wanted to play a musical instrument? Now is your chance to learn. Or maybe 
you’d like to sing in a community choir. It’s a great way to make friends and keep your 
mind fresh.

Have you wondered about your family roots? Now is a good time to research family his-
tory. There are many online genealogical sites such as ancestry.ca and ancestry.com. Many 
documents such as ship manifests have been digitized and are available online.

What about writing your own memoir so future generations will know what you went 
through in the early days?

Or what about mentoring a young farmer? You could take on an advisory role for a 
young farmer just starting out. One service that connects mentors with those looking for 
a mentor is Farm Management Canada’s Step Up Program available at www.fmc-gac.com/
step-up.

Are you planning a trip abroad? Why don’t you learn some of the language before you go?
What about repurposing flea market finds into useful objects? Check out pinterest at 

http://www.pinterest.com/savvyb/upcycle-and-repurpose-ideas/ for ideas.
Have you always wanted to upgrade your computer skills but didn’t have the time? 

Many community colleges or libraries offer courses for all skill levels.
Other hobbies could include woodworking, refinishing furniture, restoring classic cars 

or antique tractors, photography, birdwatching, hiking, fishing, sailing, boating, kayaking, 
building model train sets, or joining a walking or running group.

With so many things to do, who can afford to put retirement off even one more day?

L I F E
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The newest drugs for osteoporosis

steoporosis already affects about two 
million Canadians, and as our popu-
lation gets older, this number is sure 
to increase. One in four women over 
age 50 is affected, and for every four 

women, one man has the condition.
Osteoporosis causes low bone density and 

decreased bone strength, and these in turn lead to 
increased risks for bone fractures, especially of the 
wrist, hip, and spine.

Osteoporosis is considered a silent disease in that 
you don’t usually know you are affected until you 
break a bone or experience pain caused by an undi-
agnosed fracture.

To understand osteoporosis, you need to know 
something about how bones are built. Bone building 
or remodelling is always occurring. Osteoclasts break 
down bone, and osteoblasts build bone (hint: remem-
ber the “b” in osteoblasts for “build”). This ongoing 
process keeps your bones healthy and strong.

Typically bone mass increases during teenage 
years and reaches a peak sometime in the late 20s or 
early 30s. Then, after you have reached your peak 
bone mass, you start losing bone mass at about 0.3 
to 0.5 per cent per year.

Obviously, you want to make sure you maximize 
your bone mass early in life!

You know that calcium and vitamin D are needed 
for healthy bones. Also keep in mind that the cal-
cium sources that are most compatible with your 
body are dietary ones.

Your skin manufactures vitamin D, with about 20 
minutes’ exposure to sunlight three or four times a 
week needed. In Canadian winters, supplementation 
may be required. The recommendation is at least 600 
IU for people until age 70, then 800 IU after age 70.

If you have a diagnosis of osteoporosis, you will 
need to take calcium and vitamin D supplementa-
tion. Aim for at least 1,000 mg calcium daily, and if 
you are 50 or older 1,200 mg.

A group of drugs known as the bisphosphonates 

are most often used to treat osteoporosis. These 
drugs block osteoclast activity, thereby reducing the 
rate at which old bone is broken down and removed.

Unfortunately, any food or beverage can interfere 
with bisphosphonate absorption, so they need to be 
taken first thing in the morning with only a glass 
of water, followed by a wait of at least 30 minutes 
before anything else is consumed. Alendronate taken 
daily, weekly, or even monthly is the most commonly 
used. Risedronate can also be used daily, weekly, or 
monthly. Etidronate is often taken cyclically along 
with calcium. Ibandronate is either a once-a-month 
oral table or an injection every three months.

Zolendronic acid is the newest bisphosphonate, 
offering a once-yearly infusion. While this once-a-
year dosing may be convenient, zolendronic acid is 
no more effective than other bisphosphonates. It is 
an expensive drug and few insurance plans cover 
the cost.  

The newest group of drugs for osteoporosis is 
the RANK Ligand inhibitors. These act before the 
osteoclasts are formed to reduce their numbers. With 
fewer osteoclasts, less bone is broken down. Deno-
sumab, an injection given every six months, is the 
first member of this group of drugs, although again 
while it may be convenient, it is also expensive.

Another new agent is teriparatide given by daily 
subcutaneous injections, which means you can 
administer it yourself at home. This drug is actu-
ally a variety of a parathyroid hormone which acti-
vates osteoblasts (remember “b” for “build”) more 
than osteoclasts. Again, it is an expensive drug, but 
because of its different mechanism of action it can 
sometimes be used with other types of agents.

Ideally, you want to prevent osteoporosis and 
not have to treat it. If you have risk factors such as a 
family history, older age, white or Asian background, 
thin or small-boned body structure, smoking, or lack 
of physical activity, make sure that you have suffi-
cient calcium and vitamin D intake. 

Drugs including antacids, corticosteroids, anti-
seizure medications, and proton pump inhibitor 
stomach products can affect bone building and also 
increase your risk. No matter what your age, make 
sure you do everything you can to avoid osteoporo-
sis, and drink your milk!

Marie Berry is a lawyer/pharmacist interested in 
health and education.

At one time asthma meant that sufferers could not participate in routine daily activities, but today with new 
treatment regimens and new drugs, asthma can be controlled. Next issue we’ll look at some of the newer 
agents, along with tips for getting the most from your therapy.

By Marie Berry

Drink that glass of milk! 
The best calcium sources 
can be in your food



“Religion is based on outdated ideas 
from ancient books.” The speaker, a 
professed atheist, challenges me. I am 
pressed to rethink some of my views.

My view of religion is that ideas from 
the BiBle are relevant and useful for living. 
Principles of living that have been tested 
for thousands of years are worth keeping.

The BiBle is often misunderstood and frequently maligned. 
A large chain store listed BiBles under the category of fiction. 
After protests from believers they relisted the BiBle, still a best-
seller, in another category.

What can I say to the atheist? What could I say to the staff 
of the store? I went to the BiBle looking for advice for living. 
The Ten Commandments, ancient documents which predate 
Jesus, came to mind. “Thou shalt not steal,” is clear. The 
Apostle Paul, writing to the Christians at Ephesus, emphasizes 
the commandment: “Thieves must give up stealing; rather let 
them labour and work honestly with their own hands.”

Ray Lowes, writing in Bill McNeil’s book Voice of the 
Pioneer, recounts a practical joke from his childhood in Wil-
lowes, Sask. A local man was known to be light fingered, 
picking up what did not belong to him. His propensity to steal 
was the talk of the town which had about 100 residents. Some 
men devised a scheme to embarrass him. The whole town 
became involved. Someone slipped the word that gold nuggets 
had been discovered in a creek outside town, and they were 
“hidden in a small barn just down the street.” Someone cov-
ered a few clumps of clay with gold paint and hid them in the 
barn. A few days later the “gold” bait disappeared. Everyone 
in town, even the schoolchildren, knew what had happened. 
They had great fun keeping the secret. When the suspect 
appeared, they would talk the story up. After building the 
suspense they arranged for a few houses to be searched. The 
“nuggets” were found hidden in the suspect’s basement. The 
town constable arrested the thief. The court proceedings were 
packed with townspeople. Before he was led off to jail the plot 
was revealed. His embarrassment was enjoyed by the whole 
town. He did not steal after that, at least in his own town!

The late Tommy Douglas told a story from his days as premier 
of Saskatchewan. He was at a meeting in a rural schoolhouse. The 
building was packed with political supporters and at least one 
thief. As the evening progressed, Premier Douglas reached for his 
wallet and discovered it missing. He spoke to the president of the 
local party organization and reported, “My wallet is missing.” 
“Don’t worry, Mr. Douglas, we will get it back for you.” A few 
minutes later the president passed the missing wallet to Douglas. 
The premier, grateful to have it returned, asked whom he should 
thank. “No thank you is necessary,” was the reply. “The person 
who stole it doesn’t know he doesn’t have it anymore.”

My friend’s older model television set failed so he bought 
a new TV. When he discovered the fee for disposing of his old 
TV at the landfill was $25 he packed it in the cardboard box 
the new TV had come in. He parked his pickup in an area of 
the city known for theft, left the tailgate down, and went for 
coffee. When he came back, the box was gone. 

Religion is based on outdated ideas from ancient books? 
Religious ideas provide a working basis for society, and 
ancient books provide wisdom and guidance for living.

Suggested Scripture: Exodus 20:1-21, Ephesians 4:25-5:2

Rod Andrews is a retired Anglican bishop. He lives in Saskatoon.
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hen the power went out, Dale 
was rooting around in the back 
of his shop. He was bent over, 
searching for a sheet of plastic to 
fix the newly broken dog door, 

so the dog could get into the heated building and 
out of the -40 weather.

In the gloom, Dale tripped over a pile of ply-
wood and was getting ready to let out a stream of 
curse words when he heard a low rumble and the 
lights came back on.

“Ha!” Dale shouted. “It works!”
Dale pulled his phone out of his pocket and 

dialled his dad.
Ed picked up on the third ring. “Yup?”
“Dad. You said we didn’t need a generator. You 

insisted. You argued. But guess what’s happening?’
“Power’s out?” Ed asked.
“It’s 40 below. Generator started right up. How 

do you like that?”
“Huh,” Ed said.
“Yep. I knew it was the right decision.”
“We’ll see. I’ve got to go. Thursday is jewelry-

making class.” 

Dale hung up, disappointed not to have had 
a chance to say, “I told you so.” The Hansons 
didn’t know why Ed had suddenly bought himself 
a motorhome and headed to Yuma. Now he was 
so wrapped up in the social whirlwind of his trailer 
court he barely had time to take their calls.

Dale got more satisfaction in the house. “The 
power’s out from Weyburn to Estevan,” his wife 
said. “I’m so glad you bought that generator!”

His son Jeff phoned from across the yard. “Gen-
erator’s working great, hey Dad?” Jeff said. “Buying 
that thing was a great idea! I don’t know how Elaine 
and I would get by without power with two small 
kids in this weather.”

Dale kept gloating through most of the morn-
ing and then lunch. Donna used her iPod to pick 
up some news from the Regina radio station. “The 
power’s probably not going to be back on for the 
rest of the day and maybe the night,” she said.

Now Dale was really proud of himself. He pulled 
out his phone and was about to call his father again 
when it rang.

After the call, he went to the porch and pulled 
on his cold-weather coveralls. “I’m going over to 

When the power went out…

Leeann Minogue is the editor of GRAINEWS, a playwright, 
and part of a family grain farm in southeastern Saskatchewan

Who the heck is that guy sitting on my couch?
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the Johnsons’,” he told Donna. “Blayne’s away, so 
old Fred’s trying to do chores on his own in this 
weather.”

“That’s nice of you,” Donna said. “But I’m sur-
prised Fred would ask for help.”

“Nah,” Dale said. “Gladys called. She says Fred’s 
not moving too fast.”

“Oh dear,” Donna said. “Those two should 
move to town. When you’re done the chores, bring 
them over here for the afternoon.”

That’s how it started.
By suppertime, Dale had ripped his good winter 

coveralls on Fred’s fence post, pulled a muscle in his 
back helping Ethel Anderson move the meat from 
her basement deep freeze out to the deck to keep 
it frozen, and he had lost his axe helping the Smith 
brothers chop a hole in their dugout so they could 
get some water to their cows.

When he came back with his tractor after plow-
ing Jean Kozlosky’s lane so she could get her car out 
and go somewhere with power, he found a line of 
cars parked in the Hansons’ yard.

Donna met him at the door.
“I couldn’t ask Fred and Gladys and not ask Fred’s 

sister,” Donna said. “The Smith brothers brought their 
aunt and nephew over. Ethel called to see if it would be 
OK if the Guenthers came with her.”

Dale looked around the house. It was stand-
ing room only. “I don’t even know that guy on the 
couch,” he said.

“That’s Jean’s granddaughter’s new boyfriend,” 
Donna said. “He’s visiting from New York.”

“For crying out loud.” 
Dale found some painkillers. His back was 

throbbing. Then he pulled on his torn coveralls and 
went outside to let the dog out of the shop. The dog 
door was still broken.

Inside, it was beginning to look like a party. 
Everyone had brought over all of their perishable 
food. “Might as well use it up,” said Fred, scram-
bling two dozen eggs at a time in the large frying 
pan. “Our fridges are off and yours is full.”

“This is quite a community,” said the man from 
New York, drinking the third glass of milk Gladys 
had poured for him. She couldn’t stand to see any-
thing go to waste.

The power was still off by 10. Dale was 
exhausted, but no one was making any moves to 
leave. Jean Kozlosky was making sandwiches with a 
mountain of sliced ham. 

At 11, Donna tried to organize some of their 
guests into spare bedrooms. But the Smith broth-
ers had started a poker game and were winning a 
good-size pile of change from the New Yorker. The 
Guenthers were making popcorn to eat while they 
showed the videos from their trip to Peru.

Near midnight, Jean Kozlosky’s granddaughter 
started a game of Monopoly. Fred’s sister phoned 

the power company for another update, but they 
still couldn’t say when the power would be back on.

By two, between Jeff’s house and their own, Dale 
and Donna found places for everyone to sleep. But 
Gladys and Jean were arguing about who had had 
the worst time with their kidney stones, and the 
New Yorker was telling the Guenthers the best way 
to get to Times Square from the airport.

Eventually, Dale made his way to the blow-up 
mattress in the basement, and tried to find a posi-
tion for his back that didn’t make him want to 
scream. 

“Damn generator,” he mumbled. “Dad was 
right. Never should have bought it. Damn neigh-
bours. Everybody who lives within seven miles of 
us is here freeloading. We’ll be out of fuel for that 
generator any time. Power could be off for weeks.” 
His back kept him awake most of the night. He took 
more painkillers and finally fell asleep after 4 a.m., 
still muttering.

When he woke, he was shocked to see it was 
already 10:30, three hours later than he’d slept 
for years.

He made his way upstairs, wondering what fresh 
hell the day would bring.

The house was silent. Empty. A note from Donna 
read, “Power back on. Gone to town. Breakfast in 
fridge.” 

He checked the thermometer — the cold snap 
was over. It was up to -17 out there. He ate break-
fast, then went outside. 

The dog was waiting on the step. “Hope you 
weren’t stuck out all night,” Dale said.

The dog ran ahead, and Dale was startled to see 
him use the dog door. “What the…,” he said. Some-
one had fixed it.

In the shop, there was a new axe leaning against 
the wall, with a red bow. Next to it, a new pair of 
winter coveralls was hanging from a coat hanger. 
There was some paper sticking out of the pocket. 
Dale pulled it out. Someone had already gone to 
town and made a $100 payment on the Hansons’ 
fuel bill. “Thanks” was scrawled across the receipt.

Dale’s phone rang. It was Ed. “Well? How’s that 
generator? Donna says you had all the neighbours 
gathered up from miles around. I told you not to get 
a generator.” 

“You were wrong, Dad,” Dale said. “Best pur-
chase I ever made.”  CG
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In the shop there was a 
new axe leaning against 
the wall, with a red bow
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