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The Albion strawberry is eating very

well right now. Firm and deeply red, this

first-pick variety is a favourite of Jeff

Tigchelaar for a host of reasons. Not only

does this gem produce good yields, he

loves the aroma and the sweet tickle

snacking right out of his fields at Jordan,

Ontario.

The Tigchelaar family -- brothers Jeff

and Dan, sons and their temporary 

seasonal workers --  is harvesting about

40 acres of day-neutral strawberries at

any given time in the May to October

window. They are considered one of the

50 or so Ontario growers who could 

conceivably expand operations according

to the Greenbelt Foundation.

Dozens of other berry growers 

manage pick-your-own operations and

sell at farmers’ markets. But there’s a

core that could ramp up to take more

market share at major grocers. How 

realistic is the notion of competing at a

profitable price point against continental

giants such as Driscoll’s, Naturipe and

Dole which supply berries 365 days a

year?      

The Greenbelt Foundation, advocates

for the health of protected agricultural

lands in southern Ontario, says there is

an opportunity. It has just published an

in-depth analysis titled Plant the seeds:

Opportunities to grow southern Ontario’s

Fruit and Vegetable Sector. 

(www.greenbelt.ca/planting_seeds). 

The data was collected pre-COVID,

identifying vertical farming as well as

garlic, eggplant, sweet potatoes, pears,

fresh grapes and field strawberries as the

best bets for expansion. Jeff Tigchelaar

was one of the berry growers who 

participated in the study. 

“I think this has to be a conversation

as an Ontario berry industry,” says

Tigchelaar. “We have multiple 

production systems which have to be

planned within the strawberry basket.

Whether that’s protected berries or 

standard field-grown berries, the system

has to be feasible and profitable and 

sustainable.”

Continued on page 3

JULY 2020                                CELEBRATING 141 YEARS AS CANADA’S PREMIER HORTICULTURAL PUBLICATION                             THEGROWER.ORG 

PROUDLY CANADIAN    

Green light for berry bright future 

The Greenbelt Foundation has identified that vertical farming as well as several fruits and vegetables are ripe for expansion in Ontario’s $2.2 billion horticultural sector. They are garlic,
eggplant, sweet potatoes, fresh grapes, pears and strawberries. Jeff Tigchelaar, Jordan, Ontario is one berry grower who agrees that the health halo of berries continues to entice 
consumers. So far this summer, he’s enjoyed robust sales at the Ontario Food Terminal. He says, “Everything we bring is sold.” Photos by Glenn Lowson.  
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COVID-19 testing
encouraged for all 
agri-food employees 

Ontario’s fruit and vegetable

farmers continue to work 

closely with the Ontario 

government and health 

authorities to protect all 

essential, front-line, agri-food

employees on Ontario farms

during the COVID-19 

pandemic. As part of these

efforts, the Ontario Fruit and

Vegetable Growers’ Association

(OFVGA) is recommending all

agri-food employees get

COVID-19 testing.

To support testing of 

agricultural workers, and

address concerns workers may

have about testing, the OFVGA

recommends: 

• Working with government so

that testing be made available

on-farm, to decrease the risk of

spread amongst workers 

congregating at central testing

locations.

• Working with government to

develop and distribute cultural-

ly appropriate communications

that address stigma and fears

associated with COVID-19 and

positive status so that workers

feel comfortable being tested.

• Working with government,

public health officials and 

growers to distribute 

communications to workers that

make it clear that no worker is

at risk of being sent home if

they test positive or develop

symptoms.

• Working with government to

ensure all employees who test

positive or are required to 

isolate have access to WSIB or

equivalent wage replacement

coverage.

• Working with government to

increase the use of active 

temperature screening of 

agriculture workers before work

begins each day as a best 

practice by employers.

Based on recent COVID-19

outbreaks on farms, it has come

to OFVGA’s attention that

growers employing workers

through provincial recruitment

agencies can face an increased

risk of an outbreak amongst

their workers due to a lack of

quarantine and public health

protocol enforcement by some

agencies. If growers choose to

work with recruitment agencies,

they should ensure that the

agencies are strictly enforcing

all quarantine and public health

requirements.

“The industry is recognizing

that there is a significant gap in

oversight with respect to 

contract workers that move

from farm to farm,” says

OFVGA chair Bill George.

“The OFVGA is prepared to

immediately work with govern-

ment to develop regulations for

how these recruitment agencies

operate to ensure workers are

protected and public health 

protocols are being enforced.”

The OFVGA also strongly

recommends that growers

implement policies to create

separate teams of agriculture

workers to those residing on

farm and those who do not.

Bunkhouse cap still
enforced   

In Ontario, the Haldimand-

Norfolk Health Unit and the

county’s several hundred 

farmers are still at odds with

each other.

The medical officer of health

Dr. Shanker Nesathurai 

maintains that a maximum of

three seasonal workers per

bunkhouse, regardless of size, is

allowed for the mandatory 14-

day quarantine upon arrival in

Canada. Schuyler Farms

Limited protested the number,

hiring legal counsel Natalie

Carrothers and her team at

Lerner Lawyers LLP, London,

Ontario.

After hearing oral testimony

and legal submissions at a 

virtual hearing from May 25 to

June 1, the Ontario Health

Services Appeal and Review

Board determined that Dr.

Nesathurai did not have 

reasonable and probable

grounds to impose the 

requirement of only a maximum

of three workers per

bunkhouse. The Board further

found the requirement to be

arbitrary and unreasonable.

Accordingly, the Panel altered

the Section 22 Order by 

removing the requirement from

the Self-Isolation Plan

Checklist. 

Continued below Newsmakers
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OFVGA vice-chair Charles Stevens is leading a new association

Labour COVID-19 Task Force that includes Sarah Marshall, 

general manager, Ontario Tender Fruit Growers; James Neven,

director, Ontario Greenhouse Vegetable Growers; Ken Forth,

president, Foreign Agricultural Resource Management Services;

Mike Chromczak, director, OFVGA; Gordon Stock, senior policy

advisor, government relations, OFVGA; Stefan Larrass, senior

policy advisor, Labour Issues Coordinating Committee and

Alison Robertson, executive director, OFVGA. The group will be

delving into issues such as how the COVID-19 virus is spreading

on farms, worker transfers, contract workers, source countries and

housing. Marshalling the resources to tackle these issues will help

to give guidance to growers in the future.  

Grape Growers of Ontario held its district meetings in a new

virtual format. Matthias Oppenlaender is re-elected as chair of

the board for 2020-21. He is joined by re-elected Bill Schenck as

vice-chair. New growers’ committee member is Ben Froese,

Niagara-on-the-Lake. Re-elected to the board for a three-year

term are: Rob Peck, Jim Morrison and Steve Pohorly.

Congratulations to Debbie Zimmerman, CEO, Grape Growers of

Ontario, who received an Honourary Doctorate of Laws from

Brock University on June 19. She received the distinction among

other luminaries, including past prime minister Paul Martin, Gary

Kobinger, Alice Rueda and Peggy Nash. She has been CEO

since 2003, making many contributions to the Niagara region.

The Ontario Produce Marketing

Association welcomes Houman

Madani, Metro Ontario Inc., as the

new chair of the board of directors

for 2020-2021. He is joined by

vice-chair Steve Dimen, Ippolito

Produce, treasurer Steve Moffat,

North American Produce Buyers

and past-chair, Sarah Taylor,

Gambles Produce. 

Congratulations to Cathy Lennon, general manager of the

Ontario Federation of Agriculture. She’s been appointed to the

board of directors, Ontario Chamber of Commerce which 

represents 60,000-plus businesses across the province. 

Daniel Ruel has reached a 35-year milestone with Les

Producteurs de Pommes du Québec (Quebec Association of

Apple Growers). Wishing you continued success as executive

director. 

The horticultural industry mourns the passing of Bonifacio

Eugenia Romero, a 31-year-old Mexican temporary foreign 

worker, who succumbed to COVID-19 on May 30. Condolences

are also extended to the family of Rogelio Munoz Santos, 24, who

passed June 5. They were workers in the Windsor-Essex region

of Ontario.
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Bunkhouse cap still enforced cont’d

But within hours of the decision, Dr. Nesathurai appealed the

board’s decision to the Divisional Court, and asserted that under

governing legislation, the panel’s decision would not take effect

until the appeal is heard. 

Appellant Brett Schuyler had argued that Haldimand-Norfolk

was the only jurisdiction in Ontario to make this demand, one that

made it difficult to receive and isolate the dozens of seasonal work-

ers that he needs for his large acreage of asparagus, sour cherries

and apples. He agrees with isolating workers, but that the limits

don’t make sense with various sizes of bunkhouses on his property.

“This has several implications for Haldimand and Norfolk,”

Natalie Carrothers, Lerners legal counsel told The Grower. “The

decision to appeal places further strain on the agriculture 

community, continues to jeopardize food security, and increases

the costs borne by tax payers for the legal fees associated with the

appeal. We do not yet know when the appeal will be heard, but it

is quite likely that it won’t take place before critical decisions will

need to be made by farmers regarding their planting and 

harvesting seasons.”

For his part, Brett Schuyler is facing sour cherry harvest in 

mid-July, handcuffed by a lack of workers. 

“I keep hoping I’m going to wake up some day and realize this

is just a bad dream,” says Schuyler, who argues for both the health

of his workers and the need to produce food. 
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The opportunities for field

expansion are rare if the desire

is to be close to the risk-

mitigating, moderating effects

of Lake Ontario or Lake Erie.

That land is extremely 

expensive. Remember that

berry growers require double

the acres of bearing crop to

plant next year’s harvest. 

This season, the other risk

factor is access to labour. The

Tigchelaar’s are operating with

60 per cent of their normal 

seasonal workforce. As a result,

they have pared back 

production in the months of

July to October by 20 to 30 per

cent. Until growing systems

become more protected, there is

limited appetite for expansion. 

Strawberry Tyme is one of a

handful of berry growers 

experimenting with tunnel-

protected, tabletop production

near Simcoe, Ontario. The

fourth-generation farm is owned

and operated by Gary, son John

and his wife Diane, and sons

Dalton and Mason Cooper. In

2018, the Cooper family 

decided to move towards this

Dutch-tested and innovative

growing method.

“One of the main advantages

is upright picking for employees

which in turn means more 

efficient use of labour and fewer

back issues,” explains Diane

Cooper. “The fruit condition is

excellent as the berries hang in

the air rather than lying on a

bed of plastic where they can be

bruised by rain and wind.”    

Cooper has observed that

berries grown under high 

tunnels dry more quickly in the

mornings than field berries.

That’s a bonus for controlling

diseases. In addition, water and

fertilizer can be recycled in this

system.  

“The infrastructure is 

expensive and it has been quite

a learning curve but over time

we hope it will be a viable, 

economic way to produce fresh

strawberries,” she concludes. 

Kathy Macpherson, vice-

president, research and policy,

Greenbelt Foundation still

points to the data compiled by

John Groenewegen, JRG

Consulting Group. She explains

there are several factors that

could help enable strawberry

expansion. Growers and 

marketers need a critical mass

of day-neutral strawberries

available to service major retail

accounts from July to October.

Retailer support for Ontario

strawberries needs to extend

beyond the June-bearing field

strawberries. Foodland Ontario

is in a position to push more

berries in a broader window.

More research on cultivar 

selection and plant breeding

could focus on Ontario 

conditions. Access to crop 

protection materials, currently

not allowed in Canada, would

be helpful in fighting pests and

disease.  

Picking up on Tigchelaar’s

theme of needing an Ontario

conversation, Macpherson

underscores the opportunity

between field and greenhouse

strawberry growers to 

collaboratively offer a critical

mass of strawberries 52 weeks

of the year to major retail

accounts.

One of the two major 

growers of Ontario greenhouse

strawberries is DelFrescoPure

based in Kingsville, Ontario.

Carl Mastronardi, president,

explains that despite his many

experienced years of growing

greenhouse tomatoes, peppers

and cucumbers, strawberries are

a big risk. He and the

DelFrescoPure team have been

on an Everest-climbing learning

curve in the last three years to

finetune a profitable system.

“You need a really good start

for each plant,” notes

Mastronardi. “You need just as

much labour because there is no

automated picking. And to

expand, we need access to more

electricity.” 

While DelFrescoPure is

delighted with the 2020 yields

of its November 2019 to July

2020 season, management says

it will take two years of 

planning and securing building

permits to double their current

17 acres. He notes that costs to

retrofit for strawberry 

greenhouse production are

about $500,000 to $600,000 per

acre.

Berries are highly perishable

and highly risky. For Ontario, is

it the right place and time to

grow? 

The Grower goes “Behind the

Scenes” with Jeff Tigchelaar,

Vineland, Ontario. This field

strawberry grower shares insight

on the future hurdles and

opportunities of expanding 

market share. This series is

sponsored by BASF Agricultural

Solutions.  
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Green light for berry 
bright future

Monthly strawberry prices at the Ontario Food Terminal, 2018 and 2019

Retailers feature Ontario-grown strawberries during the June-bearing crop when consumers expect to

buy fresh local berries. After June, retailers do not provide any preferential treatment to Ontario-

grown, day-neutral strawberries. That means Ontario strawberries are competing with California 

strawberries at about $2.50 per pound at retail. With a 30% to 40% retail mark-up, the wholesale value

is less than $2.00 per pound. 

Source: Greenbelt Foundation – Plant the seeds: opportunities to grown southern Ontario’s fruit and vegetable
sector.  From InfoHort.

Border prices for strawberry imports into Ontario, crop year 2014/2015 to 2018/2019

Source:  Statistics Canada, CATSNET Analytics, Ontario imports of selected fruit by July/June crop year 

Tabletop strawberries, grown at waist height, are protected from

wind and rain under tunnels. Diane Cooper is shown with the first

trial in 2019 at Strawberry Tyme, Simcoe, Ontario. 

Greenhouse strawberries are the next wave of innovation with about 50 acres grown in Ontario.

Pictured here, left to right: Ray Mastronardi, VP sales; Jamie D’Alimonte, CEO and Carl Mastronardi,

president, DelFresco Pure Produce Ltd., Leamington, Ontario.
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One of the largest cherry growers in British Columbia is 

confident in the harvest labour team from Jamaica, Mexico,

Guatemala as well as local workers, says Julie McLachlan, general

sales manager, Jealous Fruits. 

“Our new plant will be fully operational this season,” reports

McLachlan. “The plant is certainly more labour efficient than our

previous facility and as it is significantly larger we are easily able to

comply with all COVID-related protocols.”

In a June 16 newsletter, Jealous Fruits noted that the harvest

would open with the Santina variety, one of the earliest ripening

blocks. Suite Note, Cristalina, Satin and Tieton varieties will run

approximately July 4 to July 14. Vans, Sylvia and Burgundy Pearl

are expected to run from July 8 to 15. By mid July, Kordia and

Skeena will be on deck. 

“This year's Kordia and Regina crops look especially strong,”

says McLachlan. “Our Regina supply will start around July 18 and

run consistently through August 7.”

Volume will be limited during the first two weeks of production,

but will increase rapidly with the start of Lapin harvest around

July 17. 

“Our earliest Sweethearts will start around July 25.” Says

McLachlan. “We expect our high-elevation Rainiers will be 

maturing from July 27 to August 3.”

This year's crop is expected to have especially big fruit size, across

the whole range of varieties.

BRITISH COLUMBIA

Promising sweet cherry crop
about to start July 1  

Saving time, instead of 

saving money. That became the

driver for Canadian consumers

as they ventured out once a

week for essentials during the

pandemic.

Conventional grocery stores

have edged out discounters, a

confounding trend in a time of

economic uncertainty. But as

Francis Parisien, vp east of

Canada, Nielsen, explained in a

recent webinar, COVID-19 has

prompted shoppers to visit one

store for all their needs.

The Nielsen analysis of the

Canadian marketplace shows

that consumers are spending

more on their grocery baskets.

And while sales of fruit and 

vegetables are up about 10 per

cent, center of store sales are up

even more. (??)  Sales of canned

and frozen ??? 

As Parisien explained to his

webinar host, the Quebec

Produce Marketing Association,

Canadian grocery sales in the

first 20 weeks of 2020 added up

to more growth than all of 2019.

More than $3 billion was spent

the week of March 21, at the

peak of pandemic worries, but

has settled back to $2.2 billion

to $2.3 billion per week.

Compared to a year ago, that’s

an extra $250 million per week

with the country’s major 

grocers. Warehouse clubs

haven’t fared as well, with

about a one per cent increase,

compared to 13 per cent growth

for conventional grocers. 

“This is like Christmas in

July,” said Parisien.

With one-stop shopping,

there has been a decline in 

visits to ethnic stores, natural

health stores and warehouse

clubs.  

“I expect online grocery sales

to grow in Canada and all over

the world,” said Parisien.

“There’s a bright future for

meal kits. There’s a big demand

for local products. In the last six

weeks, Quebec brands have

gained market share.” 

When it comes to fruits and

vegetables, consumers usually

don’t have a specific brand in

mind. But there’s opportunity

to change that mentality for

those wishing to eat healthy. 

Canadians are looking for

inspiration in the kitchen right

now as they are experiencing

“cuisine fatigue.”  Millennials

are now shopping in grocery

stores, and that’s an opportunity

for new customers. Of this 

segment, 19 per cent say they

are vegetarian while 11 per cent

say they are vegan.

Will more plastic packaging

impact the perceptions of 

millennials? That’s a question

to be tackled in the weeks and

months to come. Parisien 

advises that different ways need

to be found to sell to 

millennials. A green way of

packaging will appeal to these

consumers. 

Offer recipes and show how

your product can be integrated

into current lifestyles.

The summer ahead promises

steady growth for fruits and 

vegetables.  

Source:  Quebec Produce Marketing
Association Webinar June 11,
2020.

CANADA

The pandemic has altered
consumer behaviour
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New Brunswick’s potato

growers are worried about a

thousand trailer loads of 2019,

old-crop potatoes with no home. 

Since restaurants and 

foodservice channels have shut

down due to COVID-19,

demand has collapsed for

French fries. In the last three

months, growers have explored

every alternative market for 250

million pounds of seed and 

processing potatoes. That’s

included turning them into

dehydrated potatoes, cattle feed

or donating to food banks at a

loss.

“We’ve donated to food

banks as much as possible, but

frankly, the logistics aren’t

easy,” says Matt Hemphill,

executive director, Potatoes

New Brunswick. “We have 

tractor loads of potatoes and one

food bank can handle only a

skid.”

With determination, growers

have reduced the 250 million

pounds of backlog to 50 million

pounds. The hope was that

some of those potatoes would

be redirected through the 

federal government’s $50 

million Surplus Food Purchase

Program. However, the 

application window wasn’t

opened until June 15, with a

tight deadline of July 15. 

At press time, Hemphill was

exploring the program details,

but feared that any potato

movement prior to June 15

might not be eligible for com-

pensation. In a teleconference

with media on June 9, federal

agriculture minister Marie-

Claude Bibeau indicated there

would be two avenues for 

financial assistance for potato

growers – either the Surplus

Food Purchase Program or

AgriRecovery. For the

AgriRecovery program to work,

the province would need to

agree to paying 40 per cent of

the costs. 

The province has to agree to

pay its portion, before the 

federal government tops up

with the remaining 60 per cent.

Hemphill said discussions have

started with the New Brunswick

government. 

For the 2020 planting season,

the province’s two major potato

processors – Cavendish and

McCain’s – cut contract 

volumes by 15 per cent. 

Photo right: Potatoes are a 

perishable crop, lasting for only

a period in storage before

sprouting. With no buyers, 

potatoes must be dumped.

Photo courtesy of Potatoes 

New Brunswick. 

NEW BRUNSWICK

Potato growers left holding the bag 

The British Columbia

Blueberry Council welcomes

Clara Moran to the team as the

new marketing and public 

relations coordinator. She will

manage domestic and 

international marketing efforts,

design, PR and social media

teams and events. 

BRITISH COLUMBIA

New staff

Always read and follow label directions. Bayer, Bayer Cross, Luna® and Luna Tranquility® are registered trademarks of the Bayer Group. 
Bayer CropScience Inc. is a member of CropLife Canada. ©2020 Bayer Group. All rights reserved.
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keep your apples fl awless from spring through to 

harvest. Its two modes of action give you outstanding 

control of the most damaging diseases such as apple 

scab and powdery mildew. Get the best out of your 

orchard with Luna Tranquility.

Learn more at cropscience.bayer.ca/Luna

Clara Moran
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‘Go Fog It’ is a company

that’s built on needs emerging

from the COVID-19 pandemic.

Just a few weeks old, the

London, Ontario company has

made local headlines with its

thymol-based disinfectant that’s

converted into vapour through a

fogging machine. 

Company president Diana

House was involved in 

philanthropic efforts to source

personal protective equipment

for local hospitals but soon 

realized there would be a need

for disinfectant equipment 

coming out of the first weeks of

the virus crisis. She and Melissa

Maloney researched and tested

30 different fogging machines. 

“We wanted to achieve 

proper dwell times of the 

chemical,” explains Melissa

Maloney, vice-president of

sales. “The term refers to the

length of time that the product

needs to sit on a hard surface to

be effective in killing viruses,

bacteria and molds.”

Thymol is a component of

botanical thyme oil, recognized

as a safe disinfectant.

As of early June, the 

company had two licensees:

one for the Windsor-Chatham

area and another for central

Ontario. To date, several 

businesses in the greenhouse

sector have used the service.

As the business quickly

evolves, Maloney observes that

there are two segments to the

market. There are those who

want the fogging service and

others who want to buy the

equipment and do the fogging

themselves. For the latter

group, training is offered.  

For more information, call

855-723-3364 or go to:

www.gofogit.com
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Entrepreneurs start disinfecting service 

To make banking more

accessible for its employees,

Nature Fresh Farms,

Leamington, Ontario, has

worked with Bank of Montreal

(BMO) to install an on-site

ATM so employees can access

cash or complete simple, 

every-day banking transactions. 

With current social 

distancing and business 

restrictions still in place, 

individuals are primarily leaving

their residences for essential

errands only. Nature Fresh

Farms has collaborated with

BMO to help reduce or 

eliminate employees’ essential

trips to the bank. The new

ATM has been very well

received, with employees happy

to have a more convenient

means of completing financial

transactions. 

“Throughout this pandemic

we have been looking for ways

to make things more convenient

for our workers – to give them

the option to avoid travel to

town for necessities,” shared

vice president, John Ketler.

“This has included bringing

vendors on-site, some of whom,

due to the rapid onset of

restrictions, are not set up for

debit transactions. We are 

providing a means for our

employees to support these

vendors.” 

The installation of an ATM

is just one of many measures

taken by the company to make

essential services more 

accessible to their employees

and minimize any additional

risks from off-site traveling. In

addition, Nature Fresh Farms

has made groceries and 

prepared food easily accessible

by bringing approved vendors

on-site and allowing 

representatives from financial

institutions to come to the 

facilities to help workers 

complete money transfers

home. 

“Agriculture is a vital part of

the Canadian economy, and part

of our purpose as an 

organization is to drive positive

change,” said Roy Dias, head,

specialized industries, Bank of

Montreal (BMO). “We saw an

opportunity to help Nature

Fresh Farms bring everyday

banking services to their team

members – helping both their

employees and the community.

We will always look for ways to

help, as we navigate this 

environment together.” 

Nature Fresh Farms is working with BMO to
make banking accessible to employees
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AgSafe in British Columbia

has shared materials with other

provincial organizations on the

concept of work pods says

Wendy Bennett, executive

director.  

Despite best efforts there

will be situations on a day-to-

day basis where physical 

distancing between workers is

not practical or safe for periods

of time (e.g. travel to site).

Work pods can be thought of

like a family unit. This work

pod will ensure close contact

only occurs within a select small

group.

In situations where workers

are required to travel together

in vehicles to the work site,

workers will travel in a 

designated vehicle for their

work pod. The size of this work

pod must not exceed the total

number of seats in the crew

vehicle.

The number of staff in each

work pod should be kept to a

minimum and be five or less

whenever possible. These pods

should stay together for as long

as possible during the project.

The employer must keep a

record of which individuals are

working in work pods and

should be maintained in the

same quarters in cases where

workers are communally housed

in rental accommodations such

as motels.

The chart above is specific to

blueberries. Other commodity-

specific templates are here:

https://bit.ly/3dgD6hx or

www.agsafebc.ca.
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PUBLIC SPACES, PERSONAL SAFETY

AgSafe British Columbia shares templates for work pods

PPE MATERIALS LIST
Daily protective masks disp. MOQ-50 $1.95 each
(non medical)

KN95 disp. MOQ-10 $4.20 each
CE EN 149:2001+A1:2009

Hand Sanitizer 120ml MOQ-50 $4.20 each
Made in Canada 240ml MOQ-50 $6.20 each

2liters MOQ-2 $43.70 each

ISOLATION GOWN LEVEL 2 disp. MOQ-50 $15.00 each

FRONT LINE COUNTER SHIELD MOQ-1 **price Quoted on request
Availability of custom orders with short delivery time
Made in Canada

PROTECTING YOUR FRONT-LINE STAFF IS PRIORITY # 1
COVID-19 PPE material for FRONT LINE and public offers 

at an incredibly competitive price

Call us at 613-677-9889               Visit  www.ppecanada.co

www.ppecanada.co
div of B&M H-2-0 Tec Inc 219 Front Rd Hawkesbury, ON K6A 2T1

613-703-7645 off 613-677-9889 cell
A Canadian Company

TASK & 

LOCATION

EXPOSURE 

SOURCE

PERSONS

AT RISK
LEVEL OF RISK INFECTION PREVENTION AND CONTROL PROTOCOL

Transportation

of workers by

bus or van

Other workers,  driver, 

interior vehicle surfaces

Workers, 

driver

Low • For buses, load and offload passengers by the rear doors if possible or establish a rule

that the driver is last-on, first-off of the bus.

• Allow for enough time for passengers to disembark from vehicles to allow for adequate

distancing and prevent crowding.

• Create spacing between riders such as staggering where people sit (e.g. aisle to 

window, alternating per row).

• Consider installing physical barriers that can minimize spread of droplets.

• Consider having the vehicle wiped down (e.g. seat backs and other commonly touched

areas) before and after trips, and at the start and end of each workday.

• Handwashing facilities or sanitizer must be made available before and after the bus

ride.

• Hands should be washed thoroughly before and after the truck ride and common 

surfaces should be wiped down before and at the end of each trip.

• If physical barriers cannot be erected in the vehicle, workers may wear a clean cloth

covering the nose and mouth (e.g. a bandana) to minimize spread of droplets onto 

common work surfaces

Berry Picking

Rows

Other Workers within 2

meters

Workers Low - Moderate • Instruct all workers to maintain physical distance of 2 meters at each safety talk

• Ensure workers are not working directly opposite of each other on the same row

• Supervisor to monitor for physical distance

• Instruct workers to wash hands throughout the shift 

• Post cleaning instructions at each workstation in English and Spanish

• Provide disposable gloves, face shields or masks where physical distance is not 

possible

Tractor and

mobile 

equipment

work

Contraction of virus

through contact with other

workers who may be 

infected or asymptomatic

Operational equipment,

buttons, switches & 

working surfaces

Low (consequences

based on statistics)

Fatalities can occur

from contracting

COVID -19, rare but

could occur

• Work in varied locations around the farm that accommodates distances.  If working

alone, follow all related work alone protocols

• Follow all health guidelines and protocols as directed

• Wash hands thoroughly as much as possible

• When, where and as possible utilize a N95 respirator, mask or bandana

Fresh Picked

Berry

Weighing

Contraction of virus

through contact with other

workers who may be 

infected or asymptomatic

Blueberry crates, scale &

working surfaces

Workers

Supervisors

Low (consequences

based on statistics)

Fatalities can occur

from contracting

COVID -19, rare but

could occur

• Workers should wait their turn and keep 2 meters of distance with other staff

• Wash hands thoroughly as much as possible throughout the shift

• Scale and work surfaces should be disinfected and cleaned throughout the shift

• When, where and as possible utilize a N95 respirator, mask or bandana

Machine

Harvesting

Contraction of virus

through contact with other

workers who may be 

infected or asymptomatic

Operational 

equipment, buttons, 

switches & working 

surfaces

Workers Low • When machines/tools are being shared by multiple workers, ensure workers wear clean

gloves and an N95 respirator, or a bandana if respirator not available.  

• Keep 2 meter distance from other workers where possible

• Instruct workers to clean and disinfect the machine/tool at the start and end of each

shift

• Instruct workers to wash hands prior to starting and at the end of each use of the

equipment.

Note the coloured shirts specific to the DeVry work pod.
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Many Canadians are facing

uncertainty as a result of the

coronavirus pandemic. And

although few have been left

untouched by the upheaval of

COVID-19, the risks facing

farmers this year are bigger, run

deeper and are more wide-

spread than they are for many

other sectors of our economy. 

Many businesses have faced

shutdowns, whether preventa-

tively as part of our collective

efforts to “flatten the curve” or

in response to outbreaks in their

facilities. Meat packing plants,

food processors and other 

manufacturing businesses have

all been forced to deal with 

positive COVID-19 tests.

Our sector hasn’t been

spared. As I write this, we’ve

had several outbreaks on

Ontario farms and greenhouses

to date and unfortunately also

two fatalities among our 

seasonal worker population. 

For growers, the fear of an

outbreak is real – not just of the

obvious health implications, but

also the broader economic

impact an outbreak and 

associated quarantine-induced

shutdown will bring. 

That’s because our crops are

perishable, and our harvest 

windows are short so the two-

week isolation of a farm’s 

workforce could mean an entire

crop is a write-off if there are no

workers available to bring the

harvest in or maintain plants

during critical stages of their

growth.

We’ve already seen this in

our asparagus sector this year,

and there is real worry in the

farm community that it could

impact other crops too as the

season progresses. 

Most growers are already

struggling with worker shortages

this year due to the pandemic

and supply chain disruptions

have caused market upheaval.

And of course weather is an

ongoing concern, from 

unseasonably cold spring 

temperatures like we suffered

through this year to the 

potential for drought, heavy

rains, hail and early frost.

For most farmers, growing

food is what they do and

although it would’ve likely been

the easier choice, very few have

opted to sit this year out. We

know how important food 

production is to our domestic

food security, especially since

many of the other fruit and 

vegetable-producing countries

we usually rely on to supply us

are suffering with the same 

pandemic challenges. 

Will there be enough 

workers to pick watermelon,

harvest sweet corn or get apples

to market? Will an outbreak or

even a false positive COVID

test sideline an entire workforce

in the middle of harvest? 

We don’t have answers to

these and many more questions

and growers – essential workers

growing food while taking on

considerable financial risk – are

understandably anxious and

worried.

That’s why the Ontario Fruit

and Vegetable Growers’

Association (OFVGA) on behalf

of fruit and vegetable growers

all across this province has been

urging both levels of 

government to support farmers

in the extraordinary risks they

are taking in growing their crops

this year. 

We’ve asked both the federal

and provincial governments for

changes to the existing

AgriStability program so that it

will provide more farmers with

better support during this

uncertainty. 

This includes a special

COVID-19 Coverage Rider for

edible horticulture that would

trigger support if a farm’s 

reference margin drops more

than 10 per cent and provide

compensation of 85 cents on the

dollar of losses within the 

coverage range. 

The second ask specific to

edible horticulture is a Farm

Quarantine Support Program

that would cover farm losses

incurred as a result of an 

outbreak and associated worker

quarantines that can be 

devastating to a farm’s ability to

perform essential activities such

as maintaining plant life, 

harvesting crops and packing

produce. 

The threat of farm-based

outbreaks remains ever-present

and the impact for growers

becomes more and more 

significant as the season 

progresses. 

We’ve been told that the

funds in grower AgriInvest

accounts should address this

need - but that’s not a solution

for edible horticulture. 

The size of fruit and 

vegetable grower AgriInvest

accounts is much smaller than

those of other sectors and the

comparative risk to our growers

from COVID-19-related losses

is much larger since they grow

highly perishable, often short-

season crops and rely heavily on

manual labour. That means the

available funds don’t even come

close to addressing the potential

risk of economic disaster they’re

facing this year.

For many farms, the damage

left behind by COVID-19 could

be permanent, which will have a

lasting impact on our rural 

economy, on farm families and

on domestic food security for

Canadians. 

That’s why the need for the

kind of support we’re asking for

is becoming urgent and the

time for government to act is

now – as growers, we need to

know that government has our

backs in case what we fear

becomes reality.

Growers need government support to weather coronavirus-related risk

BILL GEORGE JR.
CHAIR, OFVGA 

CHAIR’S PERSPECTIVE
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ONTARIO FRUIT AND VEGETABLE GROWERS’
ASSOCIATION BOARD OF DIRECTORS 2020

MANAGEMENT COMMITTEE
Chair Bill George Jr., Beamsville
Vice-chair Charles Stevens, Newcastle
Fruit  Norm Charbonneau, Port Elgin
Vegetable Kenny Forth, Lynden
Director Mike Chromczak, Brownsville
BOARD OF DIRECTORS
Apples Charles Stevens, Newcastle
Fresh Veg other Kenny Forth, Lynden
Tender Fruit Fred Meyers, Niagara-on-the-Lake
Asparagus Mike Chromczak, Brownsville
Fresh Grape Bill George Jr., Beamsville
Fresh Veg muck John Hambly, Bradford
Potato Shawn Brenn, Waterdown
Small Fruit Norm Charbonneau, Port Elgin
Ginseng Glen Gilvesy, Tillsonburg
Greenhouse Jan VanderHout, Waterdown
Greenhouse George Gilvesy, Tillsonburg
Processing Vegetables Ron Van Damme, Wallaceburg

OFVGA SECTION CHAIRS

Crop Protection Charles Stevens
Environment and Conservation   Jan VanderHout 
Labour Ken Forth
Safety Nets Mike Chromczak
Energy, Property, Infrastructure 
and Food Safety    Brian Gilroy

WEATHER VANE

Congratulations to these two berry leaders who are celebrating milestone birthdays in 2020. Gary Cooper (80) and Tom Heeman (30) are viewing progress of raspberries that are 
protected in high tunnels at Strawberry Tyme Farms, Simcoe, Ontario. This photo was taken just a few weeks before mid-July 2019 raspberry harvest. Photo by Glenn Lowson. 
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Where do you get 

information these days . . . and

more to the point, where do you

think you’ll get it in the future?

Through the years, growers

have acquired some of the

knowledge they need to 

succeed at face-to-face 

gatherings such as conferences,

producer days and farm shows.

These have proven to be 

valuable and successful events,

where new ideas, technology

and trends are introduced. 

Gaps get filled in later, by

media such as The Grower,

sales reps and more lately – if

growers have half-decent access

to the Internet, which 

unfortunately is rare – websites,

blogs and other forms of social

media.

Lately, the COVID-19 

pandemic has sped up a 

fundamental change in 

information sharing, in 

knowledge mobilization and in

what was once called extension

– that is, extending information

from a source to a user.

In May, in a move that was

long overdue, Ontario 

committed to broadly improving

rural broadband service in the

province. The timing is 

significant. Growers were

already moving towards 

acquiring more information

online, and these improvements

should make digital information

access easier than ever.

Last month, I had a glimpse

of where things are headed

when I took part in the 36th

annual ONE: The Alltech Ideas

Conference, this year held

online as the ONE Virtual

Experience conference.

The speaker line-up for this

popular conference, held onsite

each year in Lexington,

Kentucky, home of the 

company’s world headquarters

was stellar, as usual. In 

attendance were global thought

leaders, motivators, inspirational

personalities, and an array of

technical experts drawn from

the company’s 5,000-plus

employees in more than 120

countries.

The ONE conference has

repeatedly broken attendance

records, last year drawing more

than 3,500 participants over

three days, from 68 countries.

Organizers were ecstatic at

those numbers and had every

intention of keeping the

momentum going this year with

an in-person event.

But when the COVID-19

pandemic arrived, they either

had to throw in the towel, or

shift their way of thinking to a

virtual platform. 

They chose the latter.

“To us, cancelling was never an

option,” says company CEO

Mark Lyons. “People are 

hungry for information and we

were determined to deliver.”

That hunger ended up being

borne out by this year’s 

attendance figures. With only a

couple of months to pivot to an

online format, organizers 

managed to draw a jaw-

dropping 23,000 participants

from 118 countries.

And almost 600 agricultural

journalists and social media

influencers from 57 countries

participated, nearly five times

more than usual.

Lyons says going virtual

opened doors. It gave access to

people who would otherwise be

unable to take part due to the

cost of travel, or administrative

hassles trying to get into the

United States.

To keep up the momentum,

Alltech plans to increase its 

virtual information presence,

with monthly knowledge-

sharing events that complement

the annual ONE conference

that will ultimately return to an

onsite event.

Lyons predicts the pandemic

– along with the various creative

ways companies like his are 

taking to share information --

will result in a hard look at

where and how marketing and

communications resources are

spent.

“It makes me wonder about

the future of traditional gather-

ings, like general trade shows

for example,” he says. “There

are so many, with a lot of 

suppliers and companies, but

with fewer end users. Will they

make a comeback after the 

pandemic? Will companies be as

willing to buy a booth? Will

people feel safe going there?” 

And in the same vein, will

the pandemic further change

how and where journalists get

information to share with 

growers? The trade shows,

annual meetings and 

conferences that Lyons speaks

of have become a huge source

of announcements. They’re

vital destinations for journalists

seeking news and contacts.

Maybe the future entails a

combination of approaches, just

more refined. The ONE 

experience shows that 

information sources such as

Alltech need to find new and

better ways to deliver 

information online. Meanwhile,

agricultural journalists need to

mine digital content more

deeply and actively. 

But there’s no question that

a change is underway. 

URBAN COWBOY

The pandemic is changing how we share information     

Re: Food packaging must help
reduce waste, but not at all costs.

I read with great interest the

article penned by Owen

Roberts University of Guelph

(June 2020 edition). I have

spent 50 years in the flexible

packaging industry and for the

past 20 years focused on the

prevention of food waste. The

subject of food waste and 

environmentally friendly 

packaging is fraught with 

mis-information much based on

emotion rather than science.

If I may, the purpose of

packaging is to protect the 

contents ensuring that the

goods get from A to B in an

excellent state. By and large,

advances in packaging have

essentially achieved a goodly

portion of that goal. The

Achilles heel of the progress

was that cost became the 

deciding factor overlooking the

environmental impact caused

by an ever-growing population

resulting in more visible waste

product and packaging waste. 

There are many solutions to

both food waste and the ability

to create re-usable packaging.

Some thoughts:

• Shelf-life extension 

packaging is widely available

which will reduce food waste if

used 

• Better refrigeration especially

at grower level will help elimi-

nate a break in the cold chain

during shipping 

• Consumer buying habits

should change for meal 

planning in order to reduce

package sizing

• Advanced recycling technolo-

gy is at hand but the will to

employ the technology appears

to be lacking at municipal levels

• Retailers must become more

conscious of the kind of 

packaging they mandate.

• Provincial governments

should mandate ample recy-

cling facilities for all product

• Consumers must accept the

fact that they must pay more for

food if they wish to protect the

environment through the use of

environmentally friendly 

packaging and recycling

I agree there are still some

examples of over-packaging but

far fewer than the period prior

to the year 2000 during which

the packaging industry and

their customers reduced 

packaging by 50 per cent. This

is a complex problem that

requires a cohesive effort on the

part of all stakeholders. An

example of what has been done

is the city of Berlin. The city

sends only one truckload of

trash to landfill per day -- the

rest is all recycled.   

Roy Ferguson

CEO, Chantler Packages Inc.
Mississauga, ON 

LETTER TO THE EDITOR

Cohesive effort needed on 
the part of all stakeholders

OWEN ROBERTS
U OF GUELPH



Davis Yung, the new chair of

the Canadian Produce

Marketing Association (CPMA),

has hit the ground running,

spearheading a new initiative to

deliver produce to frontline

workers to recognize their

thankless work throughout the

pandemic thus far.

On June 11, the Canadian

produce industry came together

to deliver a huge ‘thank you’ to

frontline workers in the

Vancouver area. More than 500

Half Your Plate shopping bags

filled with fresh fruits and 

vegetables were distributed by

the British Columbia Produce

Marketing Association

(BCPMA) and their volunteers.

The feedback from the front

lines has been overwhelming.

Workers were pleasantly 

surprised.

The initiative was supported

by produce donations and 

logistical support from 25

CPMA and BCPMA members.

CPMA would particularly like

to give a special thanks to the

staff at Fresh Direct Produce for

contributing their time to

assemble and deliver the bags

to show those who are caring for

us, that we care about them!

CPMA is aiming to replicate

this initial pilot program in the

coming weeks and months in

various areas across Canada.

LEADERSHIP
THE GROWER
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CPMA chair Davis Yung leads produce donation initiative 
for frontline workers 

July 15-17 Federal-Provincial-Territorial Agriculture 

Ministers’ Meeting, Guelph, ON 

POSTPONED TO OCTOBER

July 12-16 International Cool Climate Wine Symposium, 

Brock University, St. Catharines, ON 

POSTPONED TO JULY 25-29, 2021

July 16, 17 Haskap Days, University of Saskatchewan, 

Saskatoon, SK POSSIBLY CANCELLED, 

MAYBE ONLINE 

July 19-23 Potato Association of America, Holiday Inn 

Downtown, Missoula, MT CANCELLED, 

POSSIBLE VIRTUAL OPTIONS

July 22-25 International Fruit Tree Association Summer 

Tour, Richland, WA CANCELLED

August 1 Food Day Canada 

August 6 Nova Scotia Fruit Growers’ Association Annual 

Summer Tour CANCELLED 

August 8-9 Perth Lions Garlic Festival, Perth, ON 

CANCELLED

August 8-9 Ottawa Carp Farmers’ Market Garlic Festival, 

Ottawa, ON 

Aug 10-12 International Blueberry Organization Summit, 

Trujillo, Peru RESCHEDULED TO AUGUST 

22-25, 2021

August 12 Ontario Apple Summer Tour, Newcastle, ON 

CANCELLED 

Aug 13-15 73rd annual Quebec Produce Marketing 

Association Convention,  Fairmont Queen 

Elizabeth Hotel, Montreal, QC

August 30 Eastern Ontario Garlic Festival, Cornwall, ON 

Sept 2 Ontario Produce Marketing Association Annual 

General Meeting

Sept 5 Verona Lions Garlic Festival, Kingston, ON 

Sept 8-10 International Strawberry Symposium, Rimini, 

Italy (originally 5-7 May) 

Sept 12-13 Stratford Kiwanis Garlic Festival, Stratford, ON  

Sept 15-17 Canada’s Outdoor Farm Show, Woodstock, ON 

Sept 16-18 Asia Fruit Logistica, Singapore 

RESCHEDULED TO NOVEMBER 18-20

Sept 17 Goodyear Farm Ltd Farm Tour, Beaverton, ON 

Sept 20 10th Annual Toronto Garlic Festival, Artscape 

Wychwood Barns, Toronto, ON

Sept 21-23 United Fresh Washington Conference, Grand 

Hyatt, Washington, DC

Sept 23 Ontario Produce Marketing Association Golf 

Tournament, TBA 

COMING EVENTS 2020
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There are so many great 

stories to be told about the food

industry. The recent challenges

of COVID-19 have only added

to the rich content available to

producers and processors. It has

been incredible how the entire

industry has really stepped up

to ensure there is food in the

stores and on the table.

Often we are so busy doing it

we forget to tell people about it.

Often I also find it interesting

when producers tell me they

would rather just do it because

that is what they do and there is

no need to talk about it. It is

admirable they want to focus on

the job to be done but the story

needs to be told. It can be done

tastefully and it can be an

opportunity to offer credit to

everyone who makes it happen.

Start with the audience

Think about who is and/or

should be buying your products

in the store or the market. You

need to tell your story to your

target market. The language,

the images and the tone need to

resonate with these people.

Many marketers will use a 

persona or an avatar as visual

and descriptive summary of the

target market. This helps them

‘talk to them’ effectively.

Remember when you are 

defining your audience to 

consider a secondary audience,

which are your customers. They

will be watching so think about

how they will receive the 

message. You develop and write

the story for your target market

but always remember your 

customers might be watching.

What are your objectives?

Every solid strategy needs

objectives before you just start

telling the world about your

products and your business. If

you want to get the attention of

your customers remember to

include selling products as an

objective. From past experience

on the retailer side of the desk,

there is nothing more frustrating

than a supplier talking about

building a brand and awareness.

You should do those things but

when you talk to retailers tell

them what you are doing to

drive sales. The following is a

list of objectives to get you

started:

1) Brand awareness

2) Selling product

3) Employee engagement

4) Introduce a new product

5) Increase usage with recipes

6) Build demand in a market

before you are there

7) Get your product on the

shopping list

There are others and do not

underestimate #3. Employees

are interested in what their

employer is saying online. 

There are lots of tactics to

choose from

There are so many options

for you to tell your story.

Depending on your resources

and budget, you can select a

few or take advantage of them

all. Every time you develop or

work on each of these tactics,

consider your target market and

your objectives. It is a very

crowded market with millions of

messages. Your story needs to

resonate and be easy to find for

the people most likely to buy.

Your website is a very 

important, if not the most

important tactic you have. More

and more consumers are 

searching online for 

information. You must be easy

to find, content must be easy to

consume and tell them what

they need to know early.

Remember to make your 

website about consumers and

customers, not about you and

your product.

The following is a list of 

tactics to consider for telling

your story:

1) Website

2) Social media

3) Packaging

4) Mass media 

5) Public relations 

There are very few success-

ful food and beverage products

that are not using these tactics.

With social media, there are

many options. You need to

determine where those 

consumers hang out online. You

cannot be on them all and some

are much more crowded than

others.

What you should say

Every product and every

business is different. However

one thing in common is that

consumers buy for benefits, not

features. Focus your content

and posts on how your product

benefits them. It surprises me

how many established food

businesses miss this point. So

much of the content they share

is ‘about’ the product, not how

it helps the end user. This is

one great opportunity to 

separate your business from the

crowd.

Share the glory with 

employees, customers and other

individuals or companies that

are integral to your success.

Consumers want to know where

their food comes from and this

has increased in 2020. Help

them understand how it is 

produced and by whom.

We know the origin of 

products has always been

important. This is another 

product attribute that is more

important in 2020. Consumers

are more interested and they

tell us they are changing their

buying habits to support

Canadian and then regional

products. 

In a time when food supply

is challenged, consumers want

to know more. Share the 

challenges and the victories.

They understand agriculture is

difficult but they do not know

why. Remember to make it

about them. If you are 

challenged to get the right

labour, tell them the impact will

be fewer products harvested at

the peak or perhaps a higher

price because the labour costs

20 per cent more. It is 

important to tell them what is

happening but relate the 

outcome to what impacts them,

not you.

There are a lot of businesses

telling their story. The most

effective resonate with the 

target market and appeal to the

customers.

If you have any questions

about telling your story please

give me a call at (902) 489-2900

or send me an email at

peter@skufood.com.   

WHAT’S IN STORE? 

Products we are not used to

We have all seen the bare

shelves and empty refrigerated

cases since the onset of

COVID-19. Consumers need to

understand shopping for food

will not be what they are used

to. Some categories have been

impacted more than others.

The baking aisle continues to

be full of holes on the shelf. In

an aisle where suppliers would

have paid significant listing

fees, we are finding brands and

packaging that we have not

seen before. If it is a new item

you can be assured they did not

pay listing fees if they had 

product to sell.

In Canada we are not used to

seeing Mexican beef in our 

grocery stores. In a category

where there have been 

significant interruptions in 

supply, retailers are bringing in

product from alternative

sources.

Continuity of supply is a key

ingredient to success as long as

we are dealing with the issues

of COVID-19.

Peter Chapman is a retail 
consultant, professional speaker
and the author of A la Cart-A 
suppliers’ guide to retailer’s 
priorities. Peter is based in Halifax
N.S. where he is the principal at
GPS Business Solutions and a
partner in SKUfood.com, an on
line resource for food producers.
Peter works with producers and
processors to help them navigate
through the retail environment with
the ultimate goal to get more of their
items in the shopping cart.

RETAIL NAVIGATOR

Tell your story  

PETER CHAPMAN
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presented June 11, 2020. 
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FARM BUSINESS MANAGEMENT

When business management 
is crisis management
KAREN DAVIDSON 

Prior to the COVID-19 

pandemic, three of four 

surveyed Canadian farmers 

indicated they were moderately

to highly stressed due to 

unpredictable interference,

workload pressure and lack of

time and financial pressures.

Imagine what those scores are

now!

Many growers are still in 

crisis mode, planning labour and

adhering to government 

guidance for safety of 

employees. Suffice to say, that

when this growing season is

over, there will be questions

about mental health and 

financial health.  

Coincident to the virus crisis,

Farm Management Canada

published its report “Healthy

Minds, Healthy Farms” in May

2020.  Its conclusions are more

relevant than ever:

• Continue raising awareness

around stresses and the impact

of mental health for farmers

• Support mental health literacy

for farmers and those supporting

farmers

• Deliver business management

advice, tools and training that

focuses on risk management

and preparedness as a means of

facing uncertainty

• Advocate for and expand

farmer-specific mental health

support services

Farm Management Canada,

in conjunction with Wilton

Consulting Group, reported on a

national survey of 1,735 farmers

and included 14 focus groups

and 72 one-on-one interviews

and industry representatives. It

partnered with Farm Credit

Canada’s Vision Panel. Because

the primary research was con-

ducted between October 2019

and March 2020, commentary

on the stresses of the COVID-

19 pandemic were not captured. 

“Our research has found that farm
business management practices offer
a significant opportunity for 
managing the stresses of farming in
a way that contributes to positive
mental health,” said Heather
Watson, executive director of Farm
Management Canada. “While 
management practices cannot 
eliminate stress entirely, they can
play a significant role in reducing
stress and promoting positive 
coping mechanisms. Our research
supports a need to improve the 
support and promotion of farm
business management practices on
Canada’s farms.”  

The findings from this

research reveal a positive 

correlation between mental

health and farm business 

management. When stressed,

farmers reported several

changes in behaviour to try and

cope with stress. Some reported

undesirable coping mechanisms

that may contribute to poor

mental health including work-

ing more hours and losing sleep,

attending social or family 

gatherings less, and feeling less

in control of their emotions.

However, some farmers 

reported more frequent 

management behaviours such as

focusing more on financial 

numbers and assessing or 

planning for alternative 

outcomes when stressed.

Employing business 

management practices can help

farmers get through tough

times. Among farmers who use

written business plans, 88 per

cent claim that it has 

contributed to peace of mind.

Outcomes of the project 

reaffirm findings of other recent

research and add new insights

into the ways that farm business

management can be supported

in ways that contribute to

farmer mental health.

Building support teams to

help provide advice can 

alleviate some of the burdens of

decision-making. When 

difficulties arise, it helps to

know that a team of peers, 

family members and/or advisors

has thought through different

challenges and weighed in on a

course of action. Further 

education and re-positioning the

concept of the farm business

plan and farm business team

can help farmers see business

management and planning as

both a way to prepare for 

uncertain times and a source of

guidance when facing difficult

circumstances.

There are 24 distinct 

recommendations are explained

further within the full report.

Link here for executive 

summary:

https://bit.ly/2MwoZcS

Findings

Stress and the Canadian farming

population:

■ 62% of Canadian farmers are
categorized with mid-stress

scores and 14% with high stress.

■ Three out of four Canadian
farmers indicate being moder-

ately to highly stressed about

unpredictable interference,

workload pressures and lack of

time, and financial pressures.

■ Women are more likely to
report high stress.

■ Younger farmers show signs of
higher stress and are generally

less effective at coping with

stress.

■ Growing operations are more
likely to be stressed about

finances compared to mature

operations. Connections

between mental health and

farm business management:

■ 21% of farmers indicate they
regularly follow a written 

business plan, and 48% indicate

they never or rarely do.

■ Farmer optimism contributes
to farmers adopting more 

effective coping mechanisms

and beneficial business 

management practices.

■ Regularly following a written
farm business plan contributes

to peace of mind, more effective

coping mechanisms, and 

adopting other beneficial 

business management practices.

■ Business management 
practices are less frequent

amongst younger farmers.

■ Business management 
practices can improve on-farm

relationships.

■ Business management 
planning does not eliminate

stress entirely.

The president of the Dispute Resolution

Corporation (DRC) sent a note to stakeholders on June

8, 2020 urging growers to keep an eye on timelines for

settling disputes. 

“COVID 19 has now been with us for a while, and

its presence and impact will continue for a while,”

wrote Fred Webber. “ You may have set some 

unresolved transactions aside while developing safety

protocols for your staff and maintaining your trading

relationships.  Some of those transactions will now be

finding their way into the 60, 90, and 120 days past due

aging columns of your account receivables and account

payables reports.” 

“Remain calm through this situation, but as the 

pandemic duration moves from weeks to months, keep

in mind those unresolved matters have to come to the

DRC within nine months or we will not have the

authority to resolve them.”

Force Majeure 

DRC has fielded several inquiries regarding the 

pandemic and force majeure clauses (also known as

Acts of God Clauses). These clauses are contract based

and vary as widely as contracts themselves. The 

applicability also varies with jurisdiction and governing

law.  It would be wise not to confuse something 

unpredictable and outside of your control, with 

something that automatically excludes you from 

contract obligations. Here are a few things to consider:

1. Do you have a contract with a force majeure clause?

Without such a clause, you should not assume force

majeure can be used as a defence.        

2. Does your clause reference a pandemic, a disease, or

similar?  If it does not, the clause may not be 

applicable.  A force majeure clause is like any other

contract clause, “open to interpretation.”

3. Most importantly, even if you have a clause that

includes a pandemic, has this situation made it 

“impossible” for you to perform your obligations under

the contract? The keyword here is “impossible.”  

CFIA Destination Inspection Service (DIS)

Fruit and vegetable inspectors with the Canadian

Food Inspection Agency (CFIA) do not have an option

to do their work from home.  These inspectors have

specialized training, and there are currently enough

inspectors to maintain the service. The CFIA has 

indicated that the DIS in Canada is a critical service

and is sufficiently staffed to provide its services.

However, you should be aware that, should staffing be

compromised, inspections may need to be prioritized

with things such as temperature inspections or highly

perishable products moved ahead of other requests.

“We could potentially see dumps/witnessing being

put on hold,” warns Webber. “We hope this will not be

necessary, but it is good to be prepared.   Call us if you

have questions as we are in close contact with CFIA on

this.” 

Source: Dispute Resolution Corporation June 8, 2020 note to
stakeholders 

DRC has nine-month timeline for settling disputes  



KAREN DAVIDSON

Business interruption 

insurance contemplates fire and

natural disasters -- ones that

burn out in 24 to 48 hours.

There is no playbook for a

world pandemic with no expiry

date. 

So unusual is the nature of

the COVID-19 crisis that many

growers with successful 

business models have been

turned inside out. Springridge

Farm is one such example.

“In our 60-year history of the

farm, nothing could have 

prepared us for this,” says Tom

Hughes, co-owner, Springridge

Farm, Milton, Ontario. 

The scenic lookout from the

base of the Niagara Escarpment

is a popular destination for 

families from the sprawling

town of 100,000. In a normal

year, thousands regularly visit

for its trademark strawberries,

wagon rides, yard entertain-

ment, gift shop and bakery.

It took awhile to accept that

the 60th anniversary plans

would not materialize as 

envisioned. In fact, the biggest

reckoning was that the official

opening for Easter would be

cancelled. Over the years, that

weekend had become a much

anticipated launch of the spring

season.

Like the granite escarpment

overlooking the farm, the

Hughes family steeled its team

into a think tank for innovation. 

“Our burn rate was signifi-

cant,” recalls Hughes. “We had

to get control of our costs.”

At first, the thought was to

set up house deliveries of 

signature Springridge Farm

products, but that notion

evolved into a barnside 

drive-through. The overriding

concern was to keep team mem-

bers healthy and safe. The core

Springridge staff organized a

system whereby customers

could pre-order bundles by

phone and pick up at a 

pre-arranged time slot of 10 am

to 2 pm.

Springridge Farm is known

for its festive and family-

oriented atmosphere. To 

maintain that unique 

experience, staff stationed farm

equipment on either side of the

exit driveway. As cars leave,

parents can roll down the win-

dows and let their kids gape at

antique tractors, cow statues and

other fun amusements. 

“We had a great response,”

says Hughes. “This really spoke

to our loyal customer base.”

Customers gave feedback on

what they wanted the next

week and so the list grew to

include apple pies and meat

pies. The offerings were then

expanded to warm apple fritters

and scone mixes.

The next worry was how to

handle the upcoming summer

season with a burgeoning crop

on the horizon. It was a big 

project to set up an online shop

just in time for June 13, the

onset of strawberry season. The

online store is divided into

barnside bundles, farmhouse

pantry, fresh bakery, fresh 

produce and frozen bakery.  

This year, a flat of 

strawberries is priced at $38 and

a three-litre basket is priced at

$18.  Pick-ups are Monday to

Friday between 2 and 4 pm,

allowing for the morning’s pick.

Anticipating the gradual 

re-opening of business,

Springridge also reconstructed

its in-house dining area. The

Front Porch Bakery now faces

the shaded courtyard, allowing

for patrons to order goods from

outside. This allows physical

distancing for customers. As of

mid-June, the gift store is now

open however visitors must

wear a mask and help 

themselves to hand sanitizer.

As the third generation on

the farm, Tom and his sister

Amy Williams are determined

to honour their heritage. They

have re-purposed barn doors

and old windows as social 

distancing barriers. In their first

life, these doors and windows

were structures to go through

and see through. Today, they

are testament to a rare fortitude

that is celebrated on the farm’s

diamond anniversary.

JULY 2020 –– PAGE 13
THE GROWER

FARM BUSINESS MANAGEMENT

How one farm has re-imagined its relationship with community

In our our 60-year history, nothing could have 
prepared us for this.    

~ TOM HUGHES

“

“

Tom Hughes and Amy Williams personally serve their dedicated clientele at a new barnside drive-through. Photos courtesy of Springridge Farm.
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Berries are one of the most widely irrigated crops in Ontario, with irrigation 

systems in most counties from Essex to Prescott & Russel to Sault St Marie and

beyond.

What you may not know is whether your system is applying the water you expect

to all parts of the field.

Poor Distribution Uniformity (DU) means that some plants are receiving extra

water and others are receiving a lot less. This can mean reduced yields due to 

overwatering and underwatering in the same field!

In Ontario, DU assessments have generally uncovered that portions of the field

are not receiving enough water and drought stress is occurring.

In addition, poor uniformity (DU) can mean that portions of the field are over-

watered. This leads to losing water down below the roots – wasting your money on

too much energy (fuel or electricity). Water moving down below the roots means that

your nitrogen is also moving away from your plants – leading to lower than expected

productivity (and nitrate pollution). Overwatering also leads to plant disease.

How can I measure the DU (Distribution Uniformity) of my irrigation system?

The equipment required is: pitot tube and pressure gauges (can be purchased at

your irrigation dealer), graduated cylinders, and a set of containers all of the same

size. For drip you’ll need 28 small containers, about 500ml. For overhead, you’ll need

28 to 48 buckets all with the same opening size (diameter of about 30cm).

In this photo you see some of the equipment. For sprinklers it can be easier if you

attach a length of flexible tubing between the pitot tube and pressure gauge (as

shown).

The OMAFRA YouTube channel has a video showing “How to Measure Pressure

and Flow in Irrigation Systems” in a drip irrigation system. Using the OMAFRA

approach, you will check key areas of the field using a step by step method. The

location furthest from the pump is generally where we see low pressures or plugging

which causes poor uniformity. Therefore, measure near the pump, mid-way from the

pump and farthest from the pump. You will measure both pressure and flow in the

system.  This will help identify the cause of the problem and how to fix it.

For an overhead sprinkler system measure the DU by setting up a grid of buckets

(all the same size) in between two pipes, measuring the output of the 4 sprinklers

(two sprinklers on each pipe). The number of buckets must be divisible by 4. For

example, a 60 ft x 60 ft sprinkler spacing could have a grid of 36 buckets each spaced

10ft apart (the grid is set in from the pipe and the sprinklers by 5ft). After running

the system for a typical irrigation set time, turn the sprinklers off and measure the

volume of water in each bucket with a graduated cylinder. Calculate the depth of

water in each bucket by dividing the volume by the area of the bucket opening.

Now compare the depths using the DU equation:

Average of the lowest quarter of the depths

Average of all the depths

The target DU for sprinkler systems is 85%.  The target DU for drip systems is

95%.

To check sprinkler pressure, use the pitot tube pointed directly into the stream of

the sprinkler right at the opening (but hold the gauge at the same level as the 

sprinkler head). Systematically check sprinkler pressure in the field, you need a

selection of sprinklers including near, mid-way and far from the pump station. I like

to measure all the sprinklers in the lateral farthest from the pump.  Record on a

paper and then review the values; does the pressure drop significantly from the

beginning of the lateral to the end?

In this picture they are measuring the pressure in a sprinkler head by inserting the

pitot tube just into the stream of the sprinkler. Note that the pressure gauge should

be held at the same height as the sprinkler in order to get a true reading (in the

photo the pressure gauge is being held a bit too high).

At each sprinkler where you measure the pressure, also measure the flow. Take a

big flexible tube and direct the sprinkler spray into a bucket for a set time (ex. 30

seconds). Use a large graduated cylinder to measure the volume of water collected in

your bucket. Record the volumes on a paper beside the corresponding pressure 

measurement. Is the volume smaller (flow lower) at the locations where the pressure

is lower? Is it significant?

Always purchase and install a flow meter on your irrigation system. Write down

the reading (how much water was used) each day. This will show if there are changes

over time, which alerts you to plugging, wear or leaks.

In Ontario, the most common problems have been identified as:

Drip

• Filtration unit constantly plugging leading to reduced pressure and areas of the

most distant fields receiving NO WATER

• Drip tape runs too long with reduced pressure at the ends leading to LESS than

HALF the amount of WATER at the ENDS of the ROWS

Sprinklers

• Not enough overlap between sprinkler rows leading to some areas with NO

WATER

Taking time to make sure the system is operating as expected will save you from

wasting time by over or under irrigating parts of the field every time you irrigate.

I will be happy to answer questions by email. I will also take bookings for an

OMAFRA irrigation system assessment for the 2021 irrigation season (*limited 

availability).

Rebecca Shortt is water quantity engineer, OMAFRA, Rebecca.shortt@ontario.ca
www.omafra.gov.on.ca/english/engineer/irrigation.htm

Find irrigation system 
problems quickly and fix
them before impacts 
to crops occur
REBECCA SHORTT
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ANNE VERHALLEN

We all know if we increase

our soil organic matter we will

also increase the soil water that

is available to the crop right?

According to a recent research

paper in the European Journal

of Soil Science the relationship

between soil organic matter and

crop available water is not quite

a simple as we thought. They

analysed data from 60 published

studies and global databases

with more than 50,000 

measurements and found that

an increase in soil carbon (soil

organic matter) has only a small

effect on soil water retention.

Here’s what they found.

Adding organic matter to soil

enhanced available water 

capacity only modestly with an

average value of 1.5 to 2 mm

per meter with a one per cent

mass increase in organic carbon.

Sandy soil was more responsive

to the increase in organic matter

while clayey soils really didn’t

show any change.

Their research also suggests

that the gradual loss of organic

matter from soil would have a

minimal effect on the 

hydrological cycle or the water

cycle. They looked in particular

at water content at saturation,

field capacity, wilting point and

calculated the available water. 

The research was well done

but perhaps just as simplistic as

when we previously said soil

organic matter increases crop

available water. There are other

properties that organic matter

influences such as soil structure,

aggregation and pore size that

will certainly have an impact on

how well water enters the soil

and is held within a soil. The

authors of course note that the

study does not suggest that

farmers shouldn’t increase soil

organic matter – however they

use one per cent as a critical

level for soil organic carbon as

soil aggregates are destabilized

and soil nutrient cycling is 

compromised below that. One

per cent soil carbon means the

soil organic matter level would

still be less than two per cent  -

not great in a sandy soil and

absolutely terrible in a clay soil

at least in Ontario.

We may not see a direct 

relationship with increasing soil

organic matter and increasing

water holding capacity but we

do know that higher soil organic

matter means a better 

structured soil, more resistance

to erosion, better water 

infiltration and more resistance

to compaction. So in the end

this does mean more crop 

available water. And in a stress

year – those years that are too

wet, too dry, too hot, too cold --

improving soil organic matter

will still help with weather

proofing your soil and your crop.

Anne Verhallen is soil crops 
specialist for horticultural crops,
OMAFRA. 

ONTARIO BERRY NEWS

More organic matter means 
more water right? Well maybe   
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CONTAINERS AND STORAGEPLUG TRAYS

THE GROWER

The Canadian Produce

Marketing Association (CPMA)

Plastics Packaging Working

Group has persisted towards its

objectives, despite being unable

to meet in person throughout

the COVID-19 pandemic.

Following research, analysis and

consultations, the group has

now published its Preferred

Plastics Guide.

In the summer of 2019,

CPMA surveyed members of

the Plastics Packaging Working

Group on the usage of plastic

materials for produce packaging.

Subsequent analysis, supported

by the evaluation of domestic

and international developments

and trends in packaging, 

resulted in the creation of the

CPMA Preferred Plastics Guide

– May 2020 edition. This guide

is intended to help inform and

support CPMA members in

their packaging decision-

making processes, and will be

updated as developments in

packaging materials, design and

recycling capabilities warrant.

Within the guide, plastics

have been placed in one of

three categories:

• Preferred – Given the 

potential or existing capability

to recycle or reuse, CPMA

members will continue to use

the identified plastics and 

consider them as viable 

replacements for plastics 

identified as “unfavourable.”

• Minimize – Although some

recyclability or reuse may be

possible, CPMA members will

investigate alternatives or 

substitution for the identified

plastics or continue their use

where required.

• Unfavourable – Due to a lack

of recyclability or effective

reuse, CPMA members will

seek to eliminate or replace the

identified plastics by a defined

period.

Additionally, the Preferred

Plastics Guide offers 

considerations on labels, 

packaging design and form,

plastic substitutes, bioplastics,

and renewable-based packaging

materials.

Click here for the guide:

https://bit.ly/3gC1hK6  

The CPMA Plastics

Packaging Working Group is

continuing work towards a more

comprehensive material 

selection guide, expected to be

released by the end of summer

2020.  

Source: Canadian Produce
Marketing Association June 1,
2020 news release

BITS AND BITES

CPMA publishes Preferred Plastics Guide 

The Ontario government is expanding the

Agri-Food Workplace Protection Program by

committing up to $15 million to enhance health

and safety measures on farms and in food 

processing facilities during the COVID-19 

outbreak. 

This announcement triples the previous

investment of up to $4.5 million by provincial

and federal governments. The funds are 

earmarked for the purchase of personal protective

equipment (PPE) and modifying workplaces for

safety measures.  

Some of the measures already approved

through this program include temporary housing

for ill workers, building physical barriers for

worker separation, enhanced hand washing 

facilities and a tent rental to expand lunch room

space.

The Ontario government is also supporting

producers and other operations that experience

unexpected costs for short-term accommodation

and transportation as a result of the impacts of

COVID-19.

For forms, go here: https://bit.ly/3hoSmMo

Source: Ontario Ministry of Agriculture, Food and
Rural Affairs, June 12, 2020 news release
Photo by Krystal VanRoboys

Ontario triples funding for PPE 



EQUIPMENT

MARKETPLACE WORKS advertising@thegrower.org        
866-898-8488 x 221

IRRIGATION

DON ARTHUR ORCHARD EQUIPMENT
(519) 599-3058 donarthur3@gmail.com     Thornbury, ON

Turbo-Mist 500 centrifugal pump, hydraulic controls $8,250
Turbo-Mist 500 centrifugal, tall spray tower, nice clean $9,750
Wilspray 200 Gal stainless steel $3,800

NEW MYERS CENTRIFUGAL PUMPS IN STOCK
FOR JOHN BEAN, DURAND, TURBO-MIST

APPLE BIN TRAILERS - “WANTED” AND “FOR SALE”
PERFECT H.D. FLAIL MULCHERS AND ROTARY MOWERS

MADE IN CANADA

ALL SERVICE 
PARTS IN STOCK

ADD A TALL TOWER
TO ANY TURBO-MIST

TURBO-MIST SPRAYERS - NEW & USED

www.thegrower.org
@growernews  
@thegrowernews

To place a 
classified ad call 
1-866-898-8488 
x 221 or email
advertising@

thegrower.org
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REFRIGERATION

REFRIGERATION

SEED AND ROOTSTOCK

AUCTION

Providing quality 
apple trees for 

40 years.

• Bench graft
• 9 month bench
• KNIP tree
• Top grafting existing orchard

Brian Van Brenk
31760 Erin Line

Fingal ON, Canada  
N0L 1K0

5199026353
www.vanbrenk.ca

brian@vanbrenk.ca

COOLING EXPERTTSCOOLING EXPERT

.kooljeKOOLJET • (866) 748-7786 • www et.com

INNOVATION

EFFICIENCY

PERFORMANCE

519-983-6995Premium fruit and vegetable
refrigerated cold storages

DESIGN - SUPPLY - CONSTRUCT - MAINTAIN

CALL ABE FIRST
FOR BETTER PRICES, MORE 

CHOICES, FAST, AND FRIENDLY 
SERVICE. BUY A DIESEL ENGINE
PUMP UNIT FROM THE DIESEL

MECHANIC.

NEW IRRIGATION PUMP
UNITS ON TRAILER

• Cummins 4 cyl & 6 cyl
• John Deere, 4 cyl & 6 cyl
• Iveco 4 cyl & 6 cyl
• Kubota & Deutz etc.
• Perkins-Cat

Rovatti / Cornell
/ Berkeley Pumps, etc.

And many more new or 
used up to 550 HP. 

We build them all big or small.
Also couplers, hoses, clamps, for
suction, camlock, ringlock, bauer

etc.

A. KOOLMEES
R.R. 1, Otterville, ON   N0J 1R0

(519) 879-6878  
Fax: (519) 879-6319

MUCKLAND ONION FARM EQUIPMENT
COMPLETE FULL LINE DISPERSAL

TRACTORS/TRUCKS/SPECIALITY EQUIPMENT/
48 INCH PACKING LINE/BOXES

SATURDAY AUGUST 1ST @ 9:30 A.M.
OSWEGO (OSWEGO CO.) NEW YORK

BETWEEN ROCHESTER AND SYRACUSE  USA

This is a complete dispersal of well, maintained
equipment and accessories used on Muckland!

Watch our Webpage for Complete List/
Pictures/Details: 

www.pirrrunginc.com

PIRRUNG AUCTIONEERS, INC.
PHONE  585-728-2520     FAX  585-728-3378
E-mail to PirrungAuctioneers@frontier.com
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CROP PROTECTION

Sustainable organic world . . .
well-intentioned but 
luxurious fallacy  

You’ve bought organic 

produce leaving you feeling

pleasantly warm and fuzzy.

You’re doing your part, right?

Helping to save the planet, one

meal at a time. I’ve occasionally

bought organic, not for 

sustainability reasons but simply

the organic produce looked 

better at that time. I’ll spend

more for a perceived higher

quality product, regardless of

production method. No 

surprise.

A 2018 Nielsen study says

consumer preference for quality

trumps production method in

most markets in the world. But

what about that glorious 

sustainable organic world?

Rainbows and unicorns abound

on its surface.

There’s no question that

agriculture has a very significant

impact on the planet. In fact,

Dr. William Ruddiman, a

retired paleoclimatologist at the

University of Virginia, argues in

his book ‘Plows, Plagues and

Petroleum’ that significant

human influence on the earth

began long ago. It started with

the innovation of farming, 

settlement, the plow, then

clearing of forests and 

grasslands. Practices such as

inorganic fertilizer and crop 

protection products are 

relatively recent inventions on

that time scale.

Agriculture by its very 

definition is not natural.

Farming under any scenario

involves disturbing an 

environment somewhere.

Organic farming markets itself

as more sustainable. And at first

glance, there are some truths.

Repeated studies have 

demonstrated improvements of

local biodiversity, reduced

greenhouse gas emissions, and

lower nutrient losses per area of

production than conventional

systems. It is well intentioned.

Unfortunately, in organic 

production the elephant in the

room always comes back to

yield.

A 2015 meta-study by

Ponisio et al. compared 1071

paired yield observations from

115 studies concluding that

organically managed fields have

on average 19.2 per cent less

yield compared to conventional-

ly managed fields. Furthermore,

a 2018 meta-study by Knapp &

van der Heijden examined yield

stability from 193 studies and

2896 comparisons and found

that organic agriculture has 15

per cent less yield stability over

time compared to conventional.

Bottom line, on average, organic

produces less yield with more

variability that conventional.

The Food & Agriculture

Organization of the United

Nations reported in 2015 that

about 475 million small farms

supported around two billion

people worldwide. Subsistence

farmers are numerous and 

totally dependent on the farm

output for their survival.

Organic by default would also

be common, given the 

unattainable cost associated

with inputs for many. However,

if it were an option, very few

would refuse a 19.2 per cent

yield increase and more stable

production if they could afford

it. Their lives depend on it. You

must be well fed to begin with

to intentionally reduce food 

output by such magnitude. A

consideration only for the 

luxurious by global standards.

Consumers in developed

countries can afford to take this

cut. We’ll import the difference

from elsewhere as needed.

That’s where the sustainable

organic fallacy falls apart. A

2019 study by Smith et al. 

estimated the greenhouse gas

impact of converting 100 per

cent of food production in

England and Wales to organic

production. They predicted a

reduction in greenhouse gas

output from domestic 

production as expected.

However, food output was

decreased from lower organic

yields. Greater need for imports

and transportation negated any

benefit from reducing domestic

emissions and resulted in a

higher total carbon cost of the

food supply.

Biodiversity is also a 

commonly promoted benefit

with organic production and

studies have reported organic

systems being more diverse.

That’s great, until you consider

that humanity would have to

increase the land area dedicated

to agriculture by 23.7 per cent

to produce the same amount of

food following a 19.2 percent

yield decrease from global

organic production. There’s

only one place left on earth with

the climate, soils, and water to

expand agriculture on truly

grand scales – the Amazon 

rainforest. It also happens to be

the epicenter of species richness

on the planet and a major 

carbon sink. 

Converting millions and 

millions of hectares of the

Amazon to agriculture, organic

or not, would be disastrous for

global biodiversity. Much of the

world’s biodiversity is 

concentrated in specific areas

and most notably the Amazon.

In a 2018 paper, Pimm et al.

argues prioritizing the right

parts of Earth is what matters

for biodiversity. While 

agriculture development is

already happening in the

Amazon, increased demand

from other countries converting

to organic production would

simply accelerate it.

Organic food does not make

us healthier. A comprehensive

2017 review by Mie et al. 

concluded the established 

nutritional differences between

organic and conventional foods

are small. The authors 

cautioned that strong 

conclusions on human health

cannot be drawn from current

evidence and the nutritional 

significance of observed small

differences is probably low.

Why do we have organic

then? Organic agriculture makes

us feel good. We can pat 

ourselves on the back and give a

round of high-fives that we’ve

made a difference. And we

might have slightly – in our

backyard. It’s an emotional sell.

Like an inconvenient truth, it

ignores the wider picture. The

growing global population needs

more food. Mass global 

conversion to organic, taking a

step backwards in efficiency,

simply exports that production

footprint somewhere else –

most likely towards the

Amazon. Not the sustainability

answer as advertised.

We’ve already made great

strides in reducing the 

environmental footprint of 

conventional food production

increasing yield per area,

improving nutrient and 

water-use efficiency, and 

reducing the quantity and

improving the safety of crop

protection products used on

crops. We need to harness all

new technologies, both 

conventional and biological, to

reduce this impact even further.

Integrated systems can take

advantage of both.

Ultimately, we’re already on

the right path with a 

science-based system that 

evaluates and minimizes risks of

new technology while 

leveraging its benefits. Much

progress still needs to be made.

But it’s our best path towards

future sustainability.

CHRIS DUYVELSHOFF
CROP PROTECTION ADVISOR,

OFVGA 
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Call for Colorado Potato Beetle survey participants    

Colorado potato beetles are

what research scientists at

Agriculture and Agri-Food

Canada (AAFC) are interested

in collecting this summer from

your fields! The collections are

for a five-year national survey

on tolerance levels to selected

registered insecticides. 

The researchers are looking

for approximately 150 live 

beetle adults and larvae per

sample site. If you have a few

you can spare, please contact

them and they will arrange for a

pre-paid collection kit to be

sent to you. If you are in

Ontario, Manitoba or Alberta

please contact Ian Scott and

Sophie Krolikowski. If you are

in Quebec or Prince Edward

Island, please contact Jess

Vickruck and Pam MacKinley. 

By participating in this study

you will be contributing to a

nation-wide resistance 

monitoring network and will

benefit in the future from 

up-to-date information on the

resistance levels of Colorado

potato beetle on your farm.

This season, samples will be

received on a limited scale as a

result of ongoing COVID-19

precautions. 

For ON, MB and AB, please

contact Ian Scott at

ian.scott2@canada.ca or Sophie

Krolikowski at sophie.

krolikowski@canada.ca 

For QC and PEI, please 

contact Jess Vickruck at 

jessica.vickruck@canada.ca or

Pam MacKinley at

pamela.mackinley@canada.ca. 

This research is supported by

funding from the Canadian

Horticultural Council

AgriScience Cluster.

Closer insecticide broadens label for potatoes 
The Pest Management Regulatory Agency has

granted a label extension for Closer insecticide

use in root and tuber vegetables to control 

leafhoppers and tarnished plant bug.The product

was already registered for aphid control.

“This approval is significant as it gives growers

greater access to a highly effective product that

combats insects at various stages of growth,” says

Chantal Veilleux, Corteva horticulture agronomist

for Quebec and Ontario. 

Closer insecticide, powered by Isoclast active,

controls both resistant and non-resistant pests,

delivering the active ingredient. Sulfloxaflor

moves quickly through the plant and has 

excellent systemic and translaminar activity that 

controls insect pests both on contact and by

ingestion. The results are fast knockdown and

control of leafhopper, tarnished plant bugs,

aphids as well as other insects.  Always refer to

the label for the right rate to use.

Here is a link to a short animated video talking

about the Corteva potato portfolio:

https://bit.ly/2zzIU7X

Source:  Corteva Agriscience June 15, 2020 

Pest Management Centre 
trims research for 2020

The COVID-19 pandemic

has had serious impacts on the

Pest Management Centre’s

PMC’s ability to conduct field

and greenhouse trials in 2020.

Given the very limited activities

permitted since March, many

2020 field trials had to be 

postponed to next year. Only

about 30 per cent of the field

trials planned for 2020 will be

set up this year with the

remainder deferred to 2021.

In a letter to stakeholders on

June 3, PMC executive director

Dr Marcos Alvarez said, “… not

only will there be limited 

capacity for the number of new

trials that PMC will be able to

conduct in 2021, but also that

there will be limited or no

capacity for work on certain

crops.”

As a result, for this year’s “A”

selection process, PMC:

• must limit the number of new

“A” Priority projects to 10;

• removed all priorities that

require greenhouse space, as

current trials are already 

scheduled for 2021;

• removed all priorities on 

forages and hemp, as several 

trials are already scheduled on

these crops scheduled for 2021;

• must limit the number of 

priorities on hops, potatoes,

cranberries, and any perennial

crops to one priority per crop,

due to space limitations.

PMC plans to re-evaluate the

agency’s position before this

year’s IR-4 Food Use Workshop

which is taking place in

September, 2020, to determine

if operational capacity has

improved to allow an additional

six new joint projects.

On May 29, the PMC, the

Pest Management Regulatory

Agency (PMRA), and PMUCs,

agreed on the process for 

selecting this year’s final “A”

priorities. Each region (BC,

Prairies, ON, QC, Atlantic) will

each select one regional priority,

and the remaining five priorities

will be selected during a Virtual

Priority Setting Workshop with

stakeholders. 

In addition, PMC staff have

been drafting research plans,

writing final reports, planning

submissions, meeting with 

registrants, and much more, all

remotely.  Since April 1st, 2020,

a total of 13 submissions (either

directly to PMRA or to

Registrants for submission to

PMRA) have been made and

another four submissions are

planned for the coming weeks. 

Source:  Pest Management Centre
June 3, 2020 letter to stakeholders

Perennia has launched the

Orchard Tools iPhone app.

Michelle Cortens, tree fruit 

specialist, says it is customized

to help growers record data

about apple fruit and to make

decisions quickly. 

“The vision for this app

started over a year ago when we

tested a preliminary version

during our thinning trials,” says

Cortens. “We were so happy

with how it performed that we

decided to add more tools and

flexibility! Check out the main

features in the graphic and note

the tools that help with fruit

thinning decisions.”

Tutorials are available for

learning how to use the fruit

diameter tool to track fruit

growth rate. Then use the data

you have collected in the 

predicting fruit set model for

thinning decisions.  

Perennia Food and

Agriculture Inc. is a provincial

development agency with the

mission to support growth,

transformation and economic

development in Nova Scotia's

agriculture, seafood, and food

and beverage sectors.

Perennia launches Orchard
Tools iPhone app 
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© 2020 Agro-K Corporation.
Apogee is registered trademark of BASF.
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