
FreshThinking
Idéesfraîches

The official publicaTion 
of The canadian 
horTiculTural council

publicaTion officielle 
du conseil canadien de 

l’horTiculTure

fa
ll 

20
13

/a
ut

om
ne

 2
01

3

Collaborative Approach Opens New Export Markets and 
Strengthens and Expands Existing Trade Relationships
Collaboration pour conquérir de nouveaux marchés 
d’exportation dans les principales économies 
émergentes tout en continuant de resserrer et de 
développer les relations commerciales existantes
Page 15

Canada Post Mail Publications Agreement Number: 40609661









la publicaTion officielle du conseil canadien de l’horTiculTure 5

Table of  
conTenTs 
Table des 
maTières

FreshThinking
Published For: 
Canadian Horticultural Council 
Le conseil canadien de l’horticulture 
9 Corvus Court 
Ottawa, ON K2E 7Z4 
Tel: (613) 226-4880 • Fax: (613) 226-4497 
Email: question@hortcouncil.ca 
Web: www.hortcouncil.ca

Published By: 
Matrix Group Publishing Inc. 
Publication Mail Agreement Number: 40609661 
Return Undeliverable Addresses to: 
309 Youville Street 
Winnipeg, MB R2H 2S9 
Toll Free Phone: (866) 999-1299 
Toll Free Fax: (866) 244-2544 
www.matrixgroupinc.net

President & CEO 
Jack Andress

Chief Operating Officer 
Jessica Potter 
jpotter@matrixgroupinc.net

Publishers 
Joe Strazzullo, Peter Schulz

Editor-in-Chief 
Shannon Savory 
ssavory@matrixgroupinc.net

Editor  
Alexandra Walld 
awalld@matrixgroupinc.net

Finance/Accounting & Administration 
Shoshana Weinberg, Pat Andress, Nathan Redekop, Lloyd Weinberg 
accounting@matrixgroupinc.net

Director of Marketing & Circulation 
Shoshana Weinberg

Sales Manager 
Neil Gottfred

Sales Team Leader 
Colleen Bell

Matrix Group Publishing  Inc. Account Executives 
Allan Broadley, Bonnie Petrovsky, Brian MacIntyre, Chelsea Dixon, Christopher 
Smith, Crystal Burke,  Colleen Bell, David Roddie, Declan O’Donovan, Frank 
Kenyeres, Frank McLean, Jeff Cash, Jennifer Edgley, Jim Hamilton, John Price, 
Mary Davis-Ramage, Matthew Keenan, Mike Mastroianni, Miles Meagher, 
Rick Kuzie, Robert Allan, Robert Choi, Sean Mattingly

Layout & Design 
Travis Bevan

Advertising Design  
James Robinson

©2013 Matrix Group Publishing Inc. All rights reserved. Contents may not be reproduced by any 
means, in whole or in part, without the prior written permission of the publisher. The opinions 
expressed in this publication are not necessarily those of Matrix Group Publishing Inc.

up fronT
07 a message from Keith Kuhl, president of the canadian horticultural 

council / un message de Keith Kuhl, président du conseil canadien de 

l’horticulture

11 a message from anne fowlie, executive Vice-president of the  

canadian horticultural council / un message d’anne fowlie, vice-

présidente directrice du conseil canadien de l’horticulture

feaTures
15 collaborative approach opens new export markets and strengthens 

and expands existing Trade relationships / collaboration pour 

conquérir de nouveaux marchés d’exportation dans les principales 

économies émergentes tout en continuant de resserrer et de 

développer les relations commerciales existantes

21 communication is Key to protecting consumers and industry during 

food safety outbreaks

22 crop protection: pro-active input to regulatory decision process

24 evaluating the feasibility of establishing a promotion and research 

agency in canada’s potato sector

26 canada’s apple industry: looking ahead

WhaT’s neW aT chc
30 canadian Vegetable sector update

34 Greenhouse-Grown:  What’s in a name?

36 chc board of directors meets in pei

37 register for the chc’s 92nd annual General meeting

38 buYer’s Guide





The official publicaTion of The canadian horTiculTural council 7

a messaGe 
from Keith Kuhl, president  

of the canadian 

horticultural council

un messaGe 
de Keith Kuhl, 

président du conseil 

canadien de l’horticulture

We Have Been Busy at CHC!
The past months have been busy for us at 

the Canadian Horticultural Council. While we 
continuously juggle managing numerous issues, 
a priority that we have continued to work on 
is Financial Protection for Produce Sellers. It 
amazes me on a near daily basis how hard we must work in order to 
convince our government to move forward on an initiative identified 
as mutually important to both Canada and the United States.

On February 4, 2011, Prime Minister Harper and the President 
of the United States issued Beyond the Border: A Shared Vision for 
Perimeter Security and Economic Competitiveness. 

In addition to this Declaration of Leaders, the establishment of the 
Canada-United States Regulatory Cooperation Council (RCC) and a 
corresponding Action Plan were also announced. Whereas the Beyond 
the Borders Declaration aims to enhance security and economic 
competitiveness through measures taken at our shared perimeter and 
border, the goal of the RCC is to better align Canadian and American 
regulatory systems to benefit producers, manufacturers and consum-
ers. The vision and action plan were embraced by all. 

Much has happened since, and significant resources on both sides 
of the border have been allocated to numerous action items. For us, 
there were two specific “asks” associated with the financial protection 
piece: a single licensing/dispute resolution regime, which would result 
in eliminating the option of choice between the CFIA and the DRC 
and, ultimately, a mechanism to ensure payment in certain No-Pay 
situations.

In April 2013, it was reported that Canada and the United States 
would “continue to work together to align their approaches to pro-
viding financial protection for fresh produce sellers.” Agriculture 

after years of work on 
this, we remain firm that a 
deemed trust, or a creative 
means to deliver the same 
result, is the only method that 
would fit the criteria.

“ “
NOUS AVONS ÉTÉ OCCUPÉS À 

LE CHC!
Les derniers mois ont été bien occupés pour 

le Conseil canadien de l’horticulture. Alors que 
nous devons concilier de nombreuses tâches, nous 
avons continué de travailler sur la protection 

financière des vendeurs de produits. Tous les jours je suis étonné à 
quel point il est difficile de convaincre notre gouvernement d’avancer 
sur ce projet qui est important non seulement pour le Canada, mais 
également pour les États-Unis.

Le 4 février 2011, le premier ministre Harper et le président des États-
Unis ont signé l’entente Par-delà la frontière : une vision commune de la 
sécurité et de la compétitivité économique à l’intérieur du périmètre. 

En plus de cette déclaration de dirigeants, la création du Conseil 
de coopération Canada-États-Unis en matière de réglementation et 
un plan d’action qui y est associé ont été annoncés. Alors que le plan 
d’action vise à renforcer la sécurité et la compétitivité économique par 
des mesures qui s’appliquent à la frontière et au périmètre communs, 
l’objectif du CCR est de mieux harmoniser les approches canadienne 
et américaine en matière de réglementation au profit des producteurs, 
des fabricants et des consommateurs. La vision et le plan d’action ont 
été bien accueillis par tous. 

Depuis, beaucoup de choses se sont produites et des ressources 
importantes ont été allouées à de nombreuses mesures des deux côtés 
de la frontière. Nous avions deux demandes spécifiques associées à 
la protection financière  : un mécanisme de règlement des différends 
et de délivrance unique qui éliminerait le choix entre l’ACIA et la 
CRD et un moyen d’assurer le paiement dans certaines situations de 
non-paiement.

En avril 2013, le Canada et les États-Unis ont indiqué qu’ils 
continueraient «  de collaborer en vue d’harmoniser leurs approches 
en matière de protection financière offerte aux vendeurs de produits 
frais ». Agriculture et Agroalimentaire Canada (AAC) a confirmé que 
le gouvernement du Canada avait consenti à envisager le renforcement 
du système de délivrance de permis qui régit les activités des acheteurs 

Continued on page 8 Suite à la page 8

après des années de travail sur la 

question, nous restons persuadés qu’une 

fiducie réputée, ou un moyen créatif d’obtenir 

le même résultat, est la seule méthode qui 

répondrait aux critères.

«
»
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and Agri-Food Canada (AAFC) confirmed that the Government of 
Canada has agreed to consider strengthening the licensing regime that 
governs produce buyers operating in Canada, and that consultations 
on a “single dispute resolution body” approach would be launched. 
In parallel, AAFC will continue to examine additional measures to 
provide greater financial protection for fresh produce sellers operating 
in Canada and achieve comparable outcomes to those provided for in 
the United States. While a “single body” is key and a positive move 
forward, the ultimate goal, the comparable outcome, is getting paid. 

There has been much discussion related to insurance as a viable 
tool to address certain No-Pay situations. It seems that govern-
ment continues to believe that through a single licensing mechanism 
for produce buyers the entity managing licensing, expected be the 
Dispute Resolution Corporation, would be able to implement man-
datory accounts payable insurance for produce buyers. As producers, 
we know that if this were the case, the supply chain would simply 
transfer the costs back to the producer. This is neither affordable, nor 
acceptable. A program must be financially viable, have no or very 
low administrative burden and be comparable to the US PACA sys-
tem. The end result must be the same. 

After years of work on this, we remain firm that a deemed trust, 
or a creative means to deliver the same result, is the only method that 
would fit the criteria. We will continue to work on this and hope that 
government will listen to, and act upon, our concerns.  As members 
your voice matters and you can assist us by talking to your Member of 
Parliament and letting them know how important this issue is to your 
business. Hoping you have a successful year. 

de produits frais au Canada et que des consultations sur un organisme 
unique de règlement des différends seraient lancées. En parallèle, 
l’AAC continuera d’examiner l’ajout de mesures pour fournir une 
plus grande protection financière aux vendeurs de produits frais qui 
mènent leurs activités au Canada et pour obtenir des résultats compar-
ables à ceux prévus aux États-Unis. Alors qu’un organisme unique est 
la clé et un signe positif pour l’avenir, le but ultime est d’être payé. 

De nombreuses discussions ont porté sur l’assurance comme outil 
efficace dans des situations de non-paiement. Il semble que le gou-
vernement continue de croire qu’avec un mécanisme de délivrance 
unique pour les acheteurs de produits, l’entité qui gérerait les permis, 
selon toute probabilité la Corporation de règlement des différends, 
pourrait mettre en place une assurance obligatoire des comptes clients 
pour les acheteurs de produits.   À titre de producteurs, nous savons 
que si tel est le cas, la chaîne d’approvisionnement ne fera que trans-
férer les coûts aux producteurs. Cette situation n’est ni possible, ni 
acceptable. Un programme doit être viable sur le plan financier, avoir 
un fardeau administratif faible ou inexistant et être similaire au sys-
tème PACA aux États-Unis. Les résultats doivent être les mêmes. 

Après des années de travail sur la question, nous restons persua-
dés qu’une fiducie réputée, ou un moyen créatif d’obtenir le même 
résultat, est la seule méthode qui répondrait aux critères.   Nous con-
tinuerons de travailler dans cette optique et espérons que le gouverne-
ment nous écoutera et agira en conséquence.   En tant que membre, 
votre voix est importante et vous pouvez nous aider en parlant à votre 
député et en lui soulignant l’importance de cette question pour vos 
activités. Nous vous souhaitons une année remplie de succès. 

Continued from page 7 Suite de la page 7
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Creating 
a Legacy 

Left to Right: Greg Donald, General Manager, PEI Potato Board, 
presents a $10,000 cheque toward the CHC Legacy Initiative to Alvin 
Keenan, Atlantic representative for the CHC Board of Directors.

PEI Potato Board Renews Contribution 
to the CHC’s Legacy Initiative

for an innovative, 
profitable and 

sustainable 
horticultural industry, 

for future Generations.
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un messaGe  
d’anne fowlie 

vice-présidente directrice du  
conseil canadien de 

l’horticulture

a messaGe 
from anne fowlie  
executive Vice-president  
of the canadian  
horticultural council
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“ T
he more things change, the 
more they stay the same.” 
How often do we hear, or 
even use, this age old say-

ing? All too often, I suspect.
While in many instances, the adage does appear to fit, it seems 

that as we look around us today, there really are some pretty sig-
nificant changes underway that either are, or will, impact the way 
we go about our business.

The mechanics of negotiating trade agreements and new mar-
ket access for Canadian horticultural products, the announce-
ment that CFIA has now joined Health Canada and the Public 
Health Agency of Canada in reporting to the Honourable Rona 
Ambrose, Minister of Health, quickly come to mind. The Minister 
of Agriculture and Agri-Food will continue to be responsible for 
the CFIA’s non-food safety agricultural activities, including eco-
nomic and trade and commerce issues, as well as important animal 
health and plant protection work. We have been advocates for the 
segregation of food safety and non-food safety matters to enhance 
awareness of the very specific needs related to trade and commerce 
and SPS matters as a means to focus and better service industry 
needs; this includes the dedicated resources and expertise required 
to ensure growth.

The Regulatory Cooperation Council (RCC) is nearing the 
end of its original mandate. The governments of Canada and the 
United States have invited public views on progress to date and 
how best to address regulatory divergence between our two govern-
ments moving forward. 

We agree that economic 
growth for all, the health 
of canadians and trade are 
critical components of not 
only the country’s success, but 
of our vibrant and vital sector 
of agriculture.

“ “
«p

lus ça change, plus c’est par-
eil.  » Nous entendons, même 
utilisons, très souvent ce vieux 
dicton. Trop souvent, même.

Bien que cet adage semble convenir dans 
bien des cas, lorsque nous regardons autour de nous, nous pouvons 
constater que des changements très importants en cours ont, ou 
auront, une incidence sur la manière dont nous exerçons nos 
activités. 

Les mécanismes de négociation d’accords commerciaux et d’accès 
aux nouveaux marchés de produits horticoles canadiens et l’annonce que 
l’ACIA relèvera dorénavant de l’honorable Rona Ambrose, ministre de 
la Santé, tout comme l’Agence de la santé publique du Canada et Santé 
Canada, viennent rapidement à l’esprit. Le ministre de l’Agriculture et 
de l’Agroalimentaire continuera d’être responsable des activités agricoles 
de l’ACIA qui ne sont pas liées à la salubrité des aliments, notamment 
les enjeux économiques et commerciaux ainsi que les travaux importants 
relatifs à la santé animale et à la protection des végétaux. Nous avons 
défendu la séparation des activités en lien avec la salubrité des aliments 
de celles qui ne le sont pas afin de mieux faire connaître les besoins 
particuliers du commerce et les questions sanitaires et phytosanitaires de 
manière à cibler les besoins de l’industrie et de mieux y répondre. Cela 
comprend les ressources et l’expertise spécifiques nécessaires pour assurer 
la croissance.

La fin du mandat du Conseil de coopération en matière de régle-
mentation approche. Les gouvernements du Canada et des États-Unis 
ont invité le public à se prononcer sur les progrès effectués jusqu’à 
présent et sur la manière d’aborder les divergences de réglementation 
entre les deux pays. 

Le plan d’action conjoint du CCR a répertorié les éléments par-
ticuliers qui faisaient l’objet d’une volonté de travailler ensemble vers 

nous savons très bien que la croissance 
économique du pays, la santé des canadiens 
et le commerce sont des éléments importants 
non seulement pour le succès du canada, mais 
également pour la vitalité et le dynamisme du 
secteur de l’agriculture.

«
»
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Continued from page 11 Suite de la page 11
The initial RCC Joint Action Plan identified specific issues 

where there was bi-national willingness to work together to seek 
greater cooperation in regulatory approaches. An excellent founda-
tion has been laid to continue this work. We believe in the con-
tinuation of the RCC initiatives, but more importantly, there is a 
need to finish what was started; this is particularly true for financial 
protection for produce sellers.

A new Speech from the Throne has set the Government of 
Canada’s Agenda for the coming year and beyond. We agree that 
economic growth for all, the health of Canadians and trade are 
critical components of not only the country’s success, but of our 
vibrant and vital sector of agriculture. 

At the 2013 Annual General Meeting, members set an agenda 
for change and I look forward to seeing many of you at our 
upcoming AGM in Kelowna, BC as we share with you changes that 
have been made and continue the journey of Growing a Healthy 
Organization. 

une coopération accrue de nos approches en matière de réglementa-
tion. Une base solide a été établie, sur laquelle le travail se poursuivra. 
Nous croyons que les initiatives du CCR ne s’arrêteront pas là, mais 
surtout qu’il faut finir ce qui a été commencé. Cela s’applique tout 
particulièrement à la protection financière des vendeurs de fruits et 
légumes.

Un nouveau discours du Trône a défini le programme du gouverne-
ment du Canada pour l’année qui vient et au-delà. Nous savons très 
bien que la croissance économique du pays, la santé des Canadiens 
et le commerce sont des éléments importants non seulement pour le 
succès du Canada, mais également pour la vitalité et le dynamisme du 
secteur de l’agriculture. 

À l’assemblée générale annuelle 2013, les membres ont mis le 
changement à l’ordre du jour. J’ai hâte de rencontrer bon nombre 
d’entre vous à la prochaine assemblée générale annuelle qui aura lieu à 
Kelowna, durant laquelle nous partagerons avec vous les changements 
qui ont été faits pour renforcer la vigueur de notre organisation. 
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CHC’s Governance
The governance of the CHC is in charge of the Board of 

Directors, who has been assigned this responsibility by the CHC 
Membership. 

Canadian Horticultural Council 
2013-2014 Board of Directors
PRESIDENT
Keith Kuhl (Manitoba)

FIRST VICE-PRESIDENT
Alvin Keenan (Prince Edward Island)

REPRESENTATIVE
Adrian Huisman (Ontario)

REPRESENTATIVE
Brian Gilroy (Ontario)

REPRESENTATIVE
Claude Laniel (Quebec)

REPRESENTATIVE
Jacques Demers (Quebec)

REPRESENTATIVE
Peter Swetnam (Atlantic)

REPRESENTATIVE
Jeet Dukhia (British Columbia)

REPRESENTATIVE
Bar Hayre (British Columbia)

REPRESENTATIVE
Ernie Van Boom (Prairies)
 
PAST PRESIDENT
Murray Porteous (Ontario)

EXECUTIVE VICE-PRESIDENT
Anne Fowlie (Ottawa)

The canadian horticultural council
Shaping the future of fruit and vegetable 
farming in Canada

The Canadian Horticultural Council makes sure what matters to 
Canada’s fruit and vegetable farmers is on the national agenda. 

As the voice of horticulture in Ottawa, the CHC lobbies federal govern-
ment departments on your behalf to represent interests on key issues like:
•	 Crop protection 
•	 Access to a consistent supply of farm labour
•	 Food safety and traceability
•	 Fair access to markets 
•	 Research and innovation
•	 Government programs
•	 Advocacy and lobbying

Your organization.
Your voice.
Working with you and for you for a more 
innovative, profitable and sustainable 
horticultural industry for future 
generations.

Your membership gives you a seat at the table where the industry’s 
future is being shaped. 

Long 
Standing 
Industry 
Contributors 
Recognized

On August 6, 2013, the Office of the Prime 
Minister of Jamaica announced appointments to 
the Orders of the Societies of Honour and recipi-
ents of the Badge of Honour. Among those recog-
nized were Ken Forth and Hector Delanghe, who 
have been awarded the Badge of Honour for Long 
and Faithful Service. Mr. Delanghe was recognized 
for “service in the field of Agriculture” and Mr. 
Forth was recognized for “long and dedicated ser-
vice to the Farm Work Programme”. The medals 
were presented in Kingston, Jamaica on October 
20, 2013 by the Governor General.

Congratulations to both Ken and Hector for 
their well-deserved recognition.
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T
he Government of Canada dedicates considerable resour-
ces to protect and improve market access to global mar-
kets for the Canadian agriculture and agri-food sector. 
Horticulture is a significant contributor to the Canadian 

economy, exporting $3.7 billion worth of horticulture products in 
2012. Consequently, the Federal Government recognizes the import-
ance of alleviating trade restrictions and resolving market access 
issues, including plant health restrictions and biosecurity measures, 
in order to help the horticulture sector adjust to changing inter-
national market conditions.

l
e gouvernement du Canada consacre des ressources con-
sidérables à la protection et l’amélioration de l’accès aux 
marchés internationaux pour le secteur de l’agriculture et 
des produits agroalimentaires du Canada. L’horticulture est 

un élément important de l’économie du Canada. Les exportations du 
secteur s’élevaient à 3,7 millards de dollars en 2012. Par conséquent, 
le gouvernement fédéral comprend l’importance de réduire les restric-
tions commerciales et de résoudre les problèmes qui rendent les mar-
chés plus difficiles d’accès, y compris les restrictions phytosanitaires et 
les mesures de biosécurité, en vue d’aider le secteur de l’horticulture à 

Collaborative 
Approach Opens 
New Export Markets 
and Strengthens and 
Expands Existing 
Trade Relationships

collaboration pour 
conquérir de nouveaux 
marchés d’exportation 

dans les principales 
économies émergentes 

tout en continuant 
de resserrer et de 

développer les relations 
commerciales existantes

Continued on page 16 Suite à la page 16
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On January 9, 2009, Minister Ritz 
announced the creation of the Agriculture 
and Agri-Food Canada Market Access 
Secretariat (MAS), in response to industry 
recommendations on how to strengthen 

Canada’s market access approach. The 
MAS, housed within Agriculture and Agri-
Food Canada, is designed to improve the 
level of coordination and build more effect-
ive consultation mechanisms and part-
nership agreements with federal partners, 
industry, and provinces and territories. 

The MAS leads and coordinates gov-
ernment participation in re-opening, 
maintaining and expanding market access 
with a collaborative federal approach 
comprising Agriculture and Agri-Food 
Canada, the Canadian Food Inspection 

s’adapter aux conditions changeantes des mar-
chés internationaux. 

Le 9  janvier  2009, le ministre Ritz 
a annoncé la création du Secrétariat de 
l’accès aux marchés (SAM) d’Agriculture 
et Agroalimentaire Canada en réponse aux 
recommandations de l’industrie sur les moy-
ens d’améliorer l’approche du Canada en 
matière d’accès aux marchés. Le SAM, partie 
intégrante d’Agriculture et Agroalimentaire 
Canada, a été créé pour améliorer la coordin-
ation et élaborer des mécanismes de consul-
tation et de partenariat plus efficaces avec 
les partenaires du gouvernement fédéral, 
l’industrie, les provinces et les territoires. 

Le SAM dirige et coordonne les activ-
ités gouvernementales visant à rouvrir, main-
tenir ou améliorer l’accès aux marchés ainsi 
que la collaboration entre Agriculture et 
Agroalimentaire Canada, l’Agence canadienne 
d’inspection des aliments et Affaires étran-
gères, Commerce et Développement Canada. 
Les efforts de collaboration entre le gouverne-
ment et l’industrie permettent de relever plus 
rapidement les problèmes qui touchent l’accès 
aux marchés en vue d’améliorer la compéti-
tivité du secteur et d’augmenter les échanges 
commerciaux, et ce, de manière énergique 
et stratégique. Cette approche permettra de 
rehausser l’intégration des travaux menés sur 
les techniques et les politiques pour régler les 
problèmes d’accès aux marchés.

Par exemple, en 2007, le Canada 
a demandé l’accès au marché de la Chine 
pour les cerises fraîches de la Colombie-
Britannique. En 2013, après six ans de 
négociation, le gouvernement du Canada, 
en consultation avec l’industrie des cerises de 
la C.-B., est finalement arrivé à signer une 
entente permettant l’exportation de cerises 
fraîches vers la Chine. L’entente a été annon-
cée le 14 juin 2013, et on prévoit qu’au cours 
des cinq prochaines années, les ventes de 
cerises fraîches à la Chine pourraient repré-
senter 20 millions de dollars par année.

Christine Dendy, présidente de la B.C. 
Cherry Growers s’est déclarée heureuse de con-
stater que la collaboration entre le gouverne-
ment et l’industrie avait porté ses fruits. « Il nous 
a fallu beaucoup de temps et de travail, mais 
nous sommes très satisfaits du résultat, explique-
t-elle. Nos membres sont évidemment très 
enthousiastes, car la possibilité d’entrer dans un 
marché aussi important que celui de la Chine 
représente une occasion en or. » 

Continued on page 17

Suite à la page 18

Continued from page 15

Suite de la page 15
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Agency, and Foreign Affairs, Trade and Development Canada. 
Joint government-industry efforts enable faster identification 
of market access issues in order to aggressively and strategically 
improve competiveness and trade opportunities for the sector. 
This approach will continue to increase the integration of the 
technical and policy work that is being done on addressing mar-
ket access issues.

As an example, in 2007, Canada requested access to the Chinese 
market for fresh cherries from the Province of British Columbia (B.C.). 
After six years of negotiating efforts by the Canadian government, in 
consultation with the B.C. cherry industry, the door was finally opened 
in 2013 for fresh cherries to be exported to China through the signing 
of a formal arrangement. The arrangement was announced on June 14, 
2013, and it is projected that over the next five years, sales of fresh cher-
ries to China could be worth over $20 million annually.

Christine Dendy, President of the B.C. Cherry Association, has 
said she is pleased that the collaborative efforts of government and 
industry have finally paid off. She explained that “it has taken a 
long time and a lot of hard work, but we are very pleased with this 
deal. It’s obviously a very exciting time for our members because 

De gauche à droite : Le ministre Ritz en compagnie de son homologue du Ministère 
de l’Agriculture, Han Changfu, à la suite d’une réunion au cours de laquelle ils ont 
renforcé des partenariats commerciaux en agriculture. / From left to right: Minister 
Ritz with his counterpart from the Ministry of Agriculture (MOA), Han Changfu, 
following a meeting where agricultural trade partnerships were strengthened.

The Market Access Secretariat (MAS) 
The Market Access Secretariat is a single-window to the 

Federal Market Access Team, a portfolio which includes 
Agriculture and Agri-Food Canada (AAFC), the Canadian Food 
Inspection Agency (CFIA), and Foreign Affairs and International 
Trade Canada (DFAIT) and takes a collaborative approach to 
advance interests for Canadian agriculture abroad. 

As a portfolio working closely with industry stake-holders, 
joint government-industry efforts enable faster identification 
of market access issues in order to aggressively and strategically 
improve competiveness and trade opportunities for the sector. 
The portfolio draws on perspectives and interests of Canadian 
agriculture stakeholders. Anne Fowlie represents the horticulture 
on the Industry Advisory Group to the MAS.

Continued on page 18 Le Secrétariat de l’accès aux marchés (SAM)
Le Secrétariat de l’accès aux marchés procure un accès unique 

à l’Équipe fédérale chargée de l’accès aux marchés, qui regroupe 
Agriculture et Agroalimentaire Canada, l’Agence canadienne 
d’inspection des aliments et Affaires étrangères, commerce et 
développement Canada et adopte une approche collabora-
tive pour promouvoir les intérêts de l’agriculture canadienne à 
l’étranger.

L’étroite collaboration entre le gouvernement et l’industrie 
permettent de relever plus rapidement les problèmes qui touchent 
l’accès aux marchés en vue d’améliorer la compétitivité du secteur 
et d’augmenter les échanges commerciaux, et ce, de manière éne-
rgique et stratégique. Le groupe s’inspire du point de vue et des 
intérêts des intervenants du secteur de l’agriculture au Canada. 
Anne Fowlie représente le secteur de l’horticulture au sein du 
groupe consultatif de l’industrie du Comité principal de coordina-
tion de l’accès aux marchés.

Continued from page 16
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the potential to expand into a major market 
like China provides great opportunity.” 

The outcome of this market access suc-
cess stems from the strength of the cherry 
industry working collaboratively with the 
federal and provincial governments to 
advocate for access on terms Canada can 
meet, as well as the importance of main-
taining a science-based approach to nego-
tiation discussions. In addition, China’s 
confidence in Canadian fresh cherries is 
expected to pave the way for access to 
China for fresh blueberries. Though still 
under negotiation, this presents another 
potential trade opportunity for the sector.

The Market Access Secretariat, along-
side industry, provinces and territories, will 
continue work to overcome trade restric-
tions and obstacles, and advocate for sci-
ence-based international standards, which 
will aid in positioning the Canadian horti-
culture sector competitively in all relevant 
markets.

If you have market access-related ques-
tions or inquiries, please direct them 
to MAS-SAM@agr.gc.ca. 

Cette réussite résulte de la force de la col-
laboration entre l’industrie et les gouverne-
ments fédéral et provincial visant à faire valoir 
l’importance d’obtenir un accès aux marchés 
régi par des modalités qui sont raisonnables 
pour le Canada, et souligne l’importance de 
maintenir une approche scientifique lors des 
négociations. De plus, maintenant que la 
Chine a ouvert ses portes aux cerises fraîches 
du Canada, on s’attend à ce qu’elle fasse de 
même pour les bleuets frais. Cette possibi-
lité fait toujours l’objet de négociations, mais 
représente un nouveau potentiel de commerce 
pour le secteur.

Le Secrétariat de l’accès aux marchés, en 
collaboration avec l’industrie, les provinces 
et les territoires, continuera de combattre 
les restrictions commerciales, de surmonter 
les obstacles et de promouvoir des normes 
internationales de nature scientifique de 
manière à assurer la compétitivité du sec-
teur de l’horticulture dans tous les marchés 
pertinents.

Faites parvenir vos questions ou vos 
demandes de renseignements sur l’accès aux 
marchés à : MAS-SAM@agr.gc.ca. 

Continued from page 17 Suite de la page 16
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Communication is Key  

to Protecting Consumers and Industry  
During Food Safety Outbreaks

i
n September 2006, the Food and Drug Administration warned 
consumers to stop eating fresh spinach, while the company 
Natural Selection Foods was responsible and was the subject of a 
recall; the entire spinach industry was devastated. Estimated sale 

losses amounted to over $350 million and the industry has been slow to 
regain consumer confidence.

In May 2008, the Food and Drug Administration decided to warn 
the public against purchasing and consuming tomatoes, which were 
suspected of containing salmonella. The actual cause of the food borne 
illnesses were peppers from a farm in Mexico, but still, the tomato 
industry was devastated. Tomato farmers had to pay for the recalls, 
and were forced to destroy crops of tomatoes when the cost of picking 
them outweighed the expected profits due to the total collapse of sales. 
Estimates of the losses in the tomato industry are as high as $250 
million for the entire industry.

There can be no doubt that getting information to consumers 
quickly regarding food safety outbreaks is critically important. However, 
the wrong information given out quickly not only fails to protect the 
consumer, it maligns an entire industry, the sales of which will be 
drastically affected.

In light of these examples and the Independent Review of XL Foods 
Inc.’s beef recall in 2012, we recommended strengthening incident 
management and recall response, as well as communication with 
public and stakeholders regarding food safety messages. The Canadian 
Horticultural Council is looking to work with government to develop 
mutually acceptable messaging, which gives consumers the information 
they need to be safe and does not damage the entire sector.

The Public Health Agency of Canada (PHAC) and Health Canada 
will be updating the existing protocols aimed at coordinating federal 
communications during food safety crisis and emergency situations. 
During this process, the importance of industry and government 
cooperation in order to facilitate targeted communication within a well-
developed and defined communications plan cannot be understated.

The economic impact of a food safety outbreak in a particular 
commodity is devastating for the entire sector, and losses to producers 
who have no food safety concerns can only be mitigated by clear, concise 
and centralized messaging regarding the nature of the outbreak, the 

particular products affected, and by reinforcing the public confidence 
in Canada’s food safety system and reducing consumer uncertainty. This 
targeted messaging allows the consumer to make a safe and informed 
choice, while mitigating the severe economic losses experienced by all 
farmers when an outbreak occurs in a particular commodity.

Canada is recognized globally as having a world-class food safety 
system, and when an outbreak occurs, it is critical that the government 
work with industry to protect consumers and protect farmers who are 
producing safe products. 

There can be no doubt 
that getting information to 
consumers quickly regarding 
food safety outbreaks is critically 
important.
“ “
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a
s part of their mandate, the Pest 
Management Regulatory Agency 
re-evaluates crop protection prod-
ucts to ensure they meet the latest 

health and environmental standards. The 
re-evaluation program examines the accept-
ability of older crop protection products to 
consider:
•	 Exposure risks in sensitive segments of 

the population, such as infants, children, 
pregnant women and the elderly;

•	 Combined exposure from dietary, residen-
tial and drinking water sources; and

•	 Risk of cumulative exposure to chemicals 
with a common mechanism of action.
Health Canada examines all available 

safety and agronomic data that applies to 
the Canadian situation during a re-evalu-
ation. The Canadian re-evaluation pro-
gram relies strongly on reviews from the 
United States Environmental Protection 
Agency (US EPA), given their relevance 

in many situations. Approximately 83 per 
cent of Health Canada’s decisions paral-
lel those of the US EPA (Health Canada, 
Consumer Product Safety, Re-evaluation 
Program Process, www.hc-sc.gc.ca/cps-spc/
pest/part/protect-proteger/regist-homo-
log/_re-eval/index-eng.php). Reviews from 
members of the Organisation for Economic 
Co-operation and Development are also 
considered.

Depending on the assessment results, 
Health Canada may:
•	 Retain the registration with no changes;
•	 Amend the label instructions to improve 

safety;
•	 Modify maximum residue limits;
•	 Place conditions on use while new data is 

being generated; or
•	 Eliminate or phase out uses, formulations 

or the registration.
In order to ensure that PMRA is using 

the most recent available information for its 

decision, each re-evaluation decision is open 
for consultation and comment.

The Canadian Horticultural Council, its 
Crop Protection Advisory Committee, affected 
commodity groups and crop protection part-
ners all work together closely to collect the 
most recent farm use data from producers, 
and the latest safety data from registrants. The 
collection of this information reflects an enor-
mous outreach effort by CHC to its members 
in order to determine the most up-to-date use 
patterns and to determine the impact of the 
re-evaluation decision on producer pest man-
agement strategies, production and, ultimately, 
the producer’s bottom line.

Health Canada and PMRA are often 
unaware of changing use patterns in the 
older crop protection products and use out-
dated information in their reviews. A recent 
example of the CHC impact in this area 
is the efforts put toward commenting on 
the Linuron decision. Although this final 
decision is still pending, the CHC was 
able to make a targeted presentation to the 
PMRA re-evaluation unit. The purpose 
was to outline actual use rates (of Linuron) 
in Canadian horticultural production, the 

PMRA publishes Consultation on Linuron, Proposed 
Re-evaluation Decision PRVD2012-02 Consultation 
open for comment from July 27, 2012, to September 
25, 2012 (60 calendar days)

CHC Response 
Plan is Activated 

•	 Internal review of Proposed Re-evaluation Decision 
document for gaps                                                                  

•	 Initial outreach to industry and implicated stakeholders

Outreach and 
Research

•	 Develop and disseminate surveys to affected 
commodity groups

•	 Review, analyze and collate data received                                                                                                                     

Consult Experts
•	 Reference expert opinions from pathologists and/or 

agronomists

Interaction with 
PMRA

•	 CHC submits response package to the PMRA 
Consultation Proposed Re-evaluation Decision 
PRVD2013-01, Mancozeb

•	 CHC formal presentation of data and findings to 
the PMRA Value Assessment and Re-evaluation 
Management Directorate

The CHC currently completed a submission in response to the PMRA Proposed Re-evaluation Decision 
PRVD2013-01, Mancozeb.

Response Management 

Crop Protection: 
pro-active input to regulatory 
decision process

 The chc team approach, 

process and extensive outreach to 

address proposed re-evaluations as 

they come forward is, in effect, a form 

of crisis management on behalf of 

producers.  The potential loss of a 

number of these products is a threat. 

as was stated emphatically by one 

producer last year,   “no linuron, no 

carrots.” 

– charles stevens,  chair,  chc crop 

protection advisory committee

“ “

Continued on page 23
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lack of available alternatives, the efficacy 
and value of the crop protection product, 
and, most importantly, the impact of the 
re-evaluation decision on the resistance man-
agement programs employed by producers. 

The first step to any re-evaluation 
response is to review the decision for gaps in 
available data where PMRA has been forced 
to use estimates and assumptions. Once this 
lack information is identified, the grower out-
reach begins. Notifying growers of the deci-
sion and sending out surveys to gather up-
to-date use patterns is the first phase of out-
reach. Next, CHC staff consult with expert 
pathologists and agronomists to gain a better 
understanding of the crop protections prod-
uct’s role within the affected crop’s resistance 
management strategy and the availability (or 
lack) alternatives. The CHC then takes the 
use information and rationale and packages it 
with sector information on production, value 
and financial impact of the re-evaluation deci-
sion on a producer’s bottom line. 

The CHC’s efforts in this regard were 
well recognized throughout the industry and 
encouraged new membership. The value of 
CHC in these circumstances comes from its 
unique and advantageous position as the only 
national horticultural group, and its ability to 
gather up-to-date use and impact information 
from producers across Canada, synthesize it, 
and submit that information to the PMRA. 
It is hoped that this allows for final decisions 
based on the accurate use of the products at 
the farm level. This, in turn, helps protect 
producer interests while simultaneously pro-
tecting Canadians and ensuring access to safe, 
quality produce. 

chc is vital to the future of 

canadian horticulture. professional and 

committed staff are well positioned to 

interact with all stakeholders, including 

scientists and agronomists—and, most 

importantly, producers—to develop credible 

and compelling input relative to critical crop 

protection tools essential to maintaining and 

improving the success and competitiveness 

of the canadian grower.  Without chc, 

regulators may not fully appreciate the 

agronomic importance of their decisions. 

if you support horticulture in canada, you 

should support chc by being a member.

– dr. Jonathan akins, director of regulatory 

affairs, Tessenderlo Kerley, inc.

“ “

Linuron use in the horticultural sector
Vegetable

•	 Sector accounts for the majority of use

•	 82% of the linuron use in Ontario is in the vegetable sector (2008)

Carrot

•	 100% of acreage treated in NS, PEI, ON, PQ

•	 96% of acreage treated in MB

Potato (37% - 41% national acreage treated)

•	 70% - 100% acreage treated in PEI, ON, BC

•	 12% - 40% acreage treated in NB, PQ, AB

•	 2.5% - 5% acreage treated in MB

Parsnip

•	 100% acreage treated in BC, MB

Asparagus

•	 90% - 100% acreage treated in ON

Tree fruits

•	 20% - 40% acreage each of peach, apple, pear, plum cherry treated in ON

Potential for future use on minor crops

Linuron for resistance management
•	 Potato producers emphasize the importance of linuron to manage Group 5 resistant weeds.

•	 The use of linuron also provides a preventive approach to Resistance Management by 
being able to alternate to this unique  Mode of Action (Group 7).

•	 The likelihood of developing resistance to linuron is greatly reduced because of the length 
of crop rotation for potato.

•	 These concerns apply to all crops.

Continued from page 22
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a national promotion and research 
agency for Canada’s potato sector 
could have many benefits through 
leveraging funding opportunities 

for projects, such as looking into consumer 
trends or research into potato production chal-
lenges. An evaluation of the feasibility of estab-
lishing such an agency is now underway.

In 2005, potatoes accounted for 37 per 
cent of all fresh and processed vegetables con-
sumed in Canada. Since then, consumption 
numbers have been steadily declining with the 
rise of low-carb fad diets, many of which give 
potatoes a bad rap with consumers and under-
mine their nutritional value. Changes have also 
recently occurred in how potato production 
research is funded and carried out in Canada, 
requiring a new industry approach.

The Canadian Horticultural Council 
(CHC) and the Canadian Potato Council 

(CPC) are working with industry stake-
holders to determine whether establish-
ing a National Promotion and Research 
Agency (NPRA) for potatoes is feasible in 
Canada. An NPRA could work to generate 
funds through domestic or import levies for 
application on two fronts. First, funding of 
market research and national publicity cam-
paigns to reach target markets would expand 
existing markets, increase sales and reclaim 
the potato’s rightful role as a healthy food. 
Secondly, an NPRA would fund production 
research projects in the areas of agronomy, 
pests and diseases, variety evaluation and 
development —all of which are essential for 
growing Canada’s potato industry.

Promotion and research agencies are 
created under federal legislation (the Farm 
Products Agencies Act), and are funded 
through a national levy paid by producers and 

importers. Since most federal government 
funding opportunities require an industry 
funding contribution, the levy would provide 
the consistent, predictable and stable source 
of funds needed to fully leverage available 
government funding for promotion and pro-
duction research activities.

Currently, beef and cattle is the only sector 
in Canadian agriculture with such an agency in 
place. The Farm Products Council of Canada 
oversees that agency to ensure it is operating 
within its mandate. The Council would also 
do so for a potential potato industry agency.

The Canada Potato Council—the CHC 
committee dedicated to advancing the potato 
industry—is working with Ottawa-based con-
sulting firm Intersol Group to conduct the 
feasibility study, which will consist of  several 
components.

Evaluating the Feasibility 
of establishing a promotion and research 
agency in canada’s potato sector

Continued on page 25

The potato has been rediscovered, shedding its ‘humble spud’ image to be dubbed 
the ‘super food’

Research is discovering more and more fantastic reasons why potatoes should always be on the top of your shopping list. 
Essentials for a healthy body

•	 Potassium helps control blood pressure. Studies show that people who get plenty of potassium in their diet are less likely to suffer from 
high blood pressure and this will reduce the risk of heart disease and stroke. Potassium also counteracts the bad effects of sodium, which 
we eat too much of.

•	 Potatoes lead all other produce as a source of potassium—even those with a reputation of being a great potassium source, like bananas.
•	 Comparing servings of potato, pasta and rice, one baked potato packs over four times as much potassium as a serving of pasta and 27 

times as much potassium as a serving of rice!
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First, a background document will be 
prepared to establish a baseline of infor-
mation and allow for the development of 
options regarding the governance, organiza-
tional structure, and more importantly, the 
fee structure and collection mechanisms for 
such an agency. Producer cost will also be 
addressed.

“The potato is a key ingredient of 
a healthy diet and a major contributor to 
Canada’s agricultural economy,” says Joe 
Brennan, Chair of the Canadian Potato 
Council. “A National Promotion and 
Research Agency would seek to promote the 
consumption of potatoes in light of declining 
consumption, and also provide a vehicle for 
the funding of potato production research in 
Canada.”

The second part of the study will involve 
consultations with potato producers in the 
eight CPC member provinces to hear their 
views, discuss relevant issues and gauge their 
support. These stakeholder consultations 
are set to take place later this fall and will 
broaden to include provincial governments, 
importer organizations, retailer organizations, 
shippers/packers and processors to:
•	 Communicate the objective and process of 

the feasibility study to establish NPRA for 
potatoes;

•	 Communicate the merit and benefits of the 
NPRA for potatoes that have been identi-
fied by CHC; and

•	 Gain support to participate in the consulta-
tion component in the feasibility study.

The project is partially funded by 
Agriculture and Agri-Food Canada through 
four provincial Adaptation Councils: PEI, 
New Brunswick, Québec and Manitoba. The 
project application was coordinated through 
the PEI ADAPT Council. This initiative 
builds upon the success of the National Potato 
Research and Innovation Strategy (available 
on the CHC website, www.hortcouncil.ca), 
which outlines the industry’s mid- to long-
term research priorities. Grower organizations 
and the potato industry in Canada have raised 
approximately $2 million in cash and in-kind 
contributions, which in turn has leveraged 
about $6 million in AAFC Growing Forward 
2 funding to support nationally collaborative 
potato production research over the next five 
years. The CPC has also recently adopted a 
National Marketing and Promotion Strategy that 
will guide efforts to increase potato consump-
tion in Canada.

The final report, including recommen-
dations on the level of support from indus-
try stakeholders and whether an NPRA for 
potatoes is feasible or not, will be provided to 
the CHC and CPC  in December. For more 
information, contact David Jones, Manager 
of Potato Industry Coordination for CHC at 
djones@hortcouncil.ca or (613) 226-4880, 
ext. 207.

A number of other horticultural commod-
ity groups also have an interest in the establish-
ment of NPRAs, including raspberry, straw-
berry, blueberry and apple. The results of the 
CPC feasibility study will provide additional 
insight for all. 

DID YOU KNOW?
When it comes to potatoes, Canada 

has a well-earned reputation as a global 
leader. Whether it’s seed, tablestock, pro-
cessed products or technology, customers 
the world over know they can depend on 
Canadian quality and value. Sustainable 
agronomic practices and innovative tech-
nologies make Canadian potato producers 
leaders in their field.

But there’s much more to our story. 
The Canadian potato industry is sup-
ported by a modern, dynamic infrastruc-
ture including:
•	 A government-backed national seed 

certification program that is among the 
most comprehensive and stringent in 
the world;

•	 A dedicated network of potato sci-
entists working in state-of-the-art 
research facilities across Canada to fur-
ther strengthen our industry’s leader-
ship position;

•	 Public and private breeding programs 
focused on developing new varieties 
with improved disease resistance and 
reduced input requirements;

•	 Generations of grower experience 
using the latest technologies and var-
ieties to produce top quality, high 
yielding crops; and

•	 Leading potato trading and process-
ing companies that are recognized the 
world over.
Add our natural advantages—harsh 

winters, temperate summers and fertile 
soils—and it’s easy to see why Canada is a 
world leader.

Source: www.potatoescanada.com/
canadian-potato-industry.aspx

Continued from page 24
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a
pple production is a key contribu-
tor to Canada’s horticultural sec-
tor. There is a strong market for 
Canadian apples, and producers 

have little trouble selling the apples they grow. 
Like other sectors, the Canadian apple 

industry is vital to our country’s econom-
ic success. Newer cultivars, such as Gala, 
Gingergold, Ambrosia and Honeycrisp, have 
helped the industry meet changing retail and 
consumer demands.

The industry has a long and proud his-
tory and continuously seeks opportunities 
to evolve and prosper. “There is a real 

opportunity to meet a growing demand 
for Canadian apples,” notes CHC Apple 
and Fruit Committee Chair Brian Gilroy. 
“However, Canadian apple farmers do not 
grow enough of any major variety to meet 
current demand. As growing costs have 
increased, it has been very challenging 
for the supply chain to provide attractive 
returns to the farmer. Processing and fresh 
retail apple prices paid to the farmer have 
not kept pace with input cost increases over 
the past 30 years. A value chain approach is 
a must if the Canadian apple industry is to 
maximize the opportunity.

Stagnant production
Canadian apple production has been 

stagnant over the last decade and has hov-
ered around 400,000 metric tons (21 million 
bushels). Although planted area has decreased, 
high density plantings have been increasing.

Enhancing competitiveness
Canada’s share of the domestic fresh 

apple market has been steadily declining 
and exports of fresh apples have decreased 
by more than 50 per cent over the past 10 
years. An increasingly competitive environ-
ment—due to an expanding global supply, 
retailer consolidation, more stringent buyer 
requirements and increased foreign com-
petition—as well as challenges due to high 
production costs, stagnating apple consump-
tion and competition from processed snacks 
and other fruits (berries, tropical fruits, etc.) 
show a need to better understand factors 
which contribute to competitiveness and 
profitability.

Continued on page 27

Canada’s Apple Industry: 

Looking Ahead

Marketed Volume: 270 M kg (14.2 million bushels)

Ontario 33 M kg

Québec 98 M kg

British Columbia 98 M kg

Nova Scotia 38 M kg

New Brunswick 4 M kg
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Benchmarking study for 
Canadian apples  

A 2008 benchmarking study undertaken 
by the Horticulture Value Chain Roundtable 
(HVCRT) for potatoes proved to be instru-
mental in helping the Canadian potato indus-
try secure a larger market share in the highly 
competitive export markets that were tar-
geted. Apple industry leaders believed that a 
similar exercise could deliver valuable findings 
and the Value Chain Management Center 
of the George Morris Centre was contracted 
to assess the relative performance of the 
Canadian apple industry.

Purpose and objectives
The purpose of the initiative was to 

benchmark the current performance of the 
Canadian fresh market apple industry in 
both the domestic market and the sector’s 
top two export markets (the United States 
and the United Kingdom) against its pri-
mary competitors. The stated objectives 
were to: 
•	 Measure the relative performance of the 

Canadian apple industry in the domestic 
market and export markets of interest;

•	 Identify the primary causes of differen-
ces in the comparative performance of 
the Canadian apple industry versus its 
primary competitors—the United States, 
Chile, New Zealand, South Africa and 
China; and

•	 Provide recommendations for improve-
ments to enhance Canada’s competitive 
position in these markets.
The research methodology consisted of 

three phases:

•	 Phase 1: Trends in Market Share;
•	 Phase 2: Understanding Customer Needs; 

and
•	 Phase 3: Synthesis and Recommendations.

Study implications and 
recommendations

The study has provided constructive 
insight into the primary causes of differences 
in the performance of Canada’s apple industry 
and its competitors, including answers to key 
questions, including the following:
•	 How well are we performing compared to 

other countries against which we compete? 
•	 What are the best practices?
•	 What improvement opportunities should 

the industry focus on?
Recommendations include:

•	 The Canadian apple industry must focus 
on domestic market first, exports second; 

exports will increasingly become niche 
opportunities.

•	 The Canadian apple industry needs a 
national marketing and industry develop-
ment body; it must be a pan-Canadian 
industry-led body focused on industry 
development through innovation and 
marketing initiatives.

•	 The industry needs to invest in produc-
tion and packing efficiencies.

•	 The industry needs to implement a 
means for collecting and sharing market 
information. 

•	 The Canadian industry can learn 
from other jurisdictions—the United 
Kingdom (industry rejuvenation and 
domestic market success), the United 
States (professionalism, marketing 
and production); and New Zealand 
(innovation).

Continued on page 28

Continued from page 26

canada’s apple 
industry has a long 
and proud history and 
continuously seeks 
opportunities to evolve 
and prosper.  There is a 
real opportunity to meet 
a growing demand for 
canadian apples. 
– chc apple and fruit 
committee chair brian 
Gilroy

“ “
In Memoriam 

Joe Sardinha, Chair of the 
Canadian Horticultural Council’s 
Apple and Fruit Committee and Apple 
Working Group from 2007-2012, 
passed away suddenly on August 31, 
2013 at age 52. He attended numerous 
CHC AGMs and was an active con-
tributor to the CHC and also served 
as a member of the Science Advisory 
Committee. The former president of 
the B.C. Fruit Growers’ Association 
leaves his wife Julie, two grown children 
and countless industry friends and col-
leagues from coast to coast.
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What’s next?
Some of the actions recommended are 

already underway (e.g.: switching to new 
varieties, focusing on the domestic market, 
improvements in production and packing 
efficiencies). The Benchmarking Steering 
Committee (BSC) determined that the 
most important recommendation is to 
work collectively toward the establishment 
of a National Promotion and Research 
Agency. 

The Canadian apple industry is closely 
watching the potato sector’s efforts to estab-
lish a National Promotion and Research 
Agency under the authority of the Farm 
Products Council of Canada. The National 
Apple Promotion & Research Agency 
Steering Committee was formed. Its mandate 
is to:
1. Develop an Action Plan toward the estab-

lishment of a National Promotion & 
Research agency for the Canadian apple 
industry; 

2. Facilitate and promote discussions on the 
subject among industry stakeholders;

3. Engage key national and provincial indus-
try associations that could contribute to, 
or may be impacted by, this initiative; and 

4. Develop advice and recommendations on 
the feasibility of this initiative to be taken 
to the Canadian Horticultural Council 
Apple and Fruit Committee.
The steering committee is composed 

of growers, marketers and other interested 
industry representatives.

The benefits of benchmarking studies, 
such as those performed for the Canadian 
apple and potato industries, encourage 
openness to new methods, ideas, processes 
and practices to improve efficiency and 
performance. The process of benchmark-
ing can be as important as the findings, 
allowing key stakeholders to engage across 
the value chain and encouraging them to 
work together. To obtain a copy of the 
study, please contact Amy Argentino at 
aargentino@hortcouncil.ca.

2013 national mid-summer 
apple meeting

The 2013 annual Mid-Summer Apple 
Industry Meeting and Orchard Tour was held 
in St. Catharines, ON in July. In addition to 
productive meetings of the Apple Working 
Group, the event also provided an oppor-
tunity for growers to explore the Vineland 
Research and Innovation Centre and tour 
some of the major apple producing oper-
ations in Simcoe, the area where one-quarter 
of all Ontario apples are grown. The meeting 
was scheduled to coordinate with the Ontario 

Apple Grower’s Orchard Tour on July 23, 
which included stops at:
•	 SpyCrest Orchards, where participants 

learned about early production techniques 
in new Spy, Honeycrisp and Creston 
orchards;

•	 Chris Hedges’ orchard to look at new, 
high density plantings, trellis construc-
tion, training materials and Integrated 
Pest Management Trials;

•	 Schuyler Orchards to look at medium 
density plantings, with overhead sprink-
lers for frost and evaporative cooling, and 
an inside look at an IPM trial;

•	 Lingwood Farms, where CHC Past 
President Murray Porteous provided an 
overview of high density Honeycrisp in 
production, new Gala/M9 and a presenta-
tion on Crop Adapted Spraying; and

Continued on page 29

Continued from page 27

Did You Know?
•	 Apples are the most significant fruit in 

terms of tonnage produced in Canada;

•	 Apples are the largest tree fruit crop by 

volume and value;

•	 Apples are the second-most valuable 

fruit crop ($168 Million in Farm Gate 

Value) after blueberries; and

•	 Apples represented 19 per cent of 2012 

total fruit Farm Gate Value.
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•	 University of Guelph’s Simcoe Research 
Station, where participants were given 
research updates on high density plant-
ing systems, plant growth regulators, 
irrigation management and rootstock 
evaluation.

The day concluded with a tour and dinner 
at Norfolk Fruit Growers’ Association storage 
lab and packinghouse.

With nearly 180 people attending the 
tour, the event was a resounding success and 
the generosity of hosts and sponsors is appre-
ciated and acknowledged.  

Continued from page 28

Global Apple Production (in Million Metric Tons)
Total 2011 World Apple Production: 75.6 million metric tons; Canada’s apple production accounts for less than 
0.5 per cent of global apple production.

Thank You to the supporters of the mid-summer apple meeting
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T
he Canadian field vegetable industry is as diverse as the 
nation itself; with everything from asparagus to zucchini, the 
industry as a whole is the most valuable horticultural sector 
in Canada, with Farm Cash Receipts of over $1.14 billion 

in 2012. Major vegetable growing regions exist across Canada and 
include the Annapolis Valley in Nova Scotia, Quebec’s South Shore, 
Ontario’s Holland Marsh, Portage la Prairie in Manitoba, British 
Columbia’s Lower Mainland, and most places in between.

The Annapolis Valley in Nova Scotia stretches from the town of Digby 
and the Annapolis Basin in the west, to Wolfville and the Minas Basin in 
the east. The Annapolis Valley is sheltered by the steep face of the North 
Mountain, which separates the fertile valley from the Bay of Fundy, while 
the South Mountain protects the valley from the climate and volatile 
weather of the Atlantic Ocean. The protection offered by these two 
mountains produces a micro climate, which provides relatively mild tem-
peratures for the region and, coupled with the fertile glacial sedimentary 
soils on the valley floor, the region is perfect for growing vegetables. The 
Annapolis Valley hosts in excess of 1,000 farms of various types, with the 
majority being relatively small, family-owned operations.

In Quebec, the South Shore of the St. Lawerence River between 
Montreal and Quebec City is the centre of vegetable production in 
the province. The most fertile land in Quebec is found on the South 
Shore, where small mountain formations, arable plateaus and stretch-
ing plains form this agriculture heartland. With fertile ground in this 
countryside as far as the eye can see, Quebec South Shore is the perfect 
place to find major vegetable producers.

The Holland Marsh is a wetland and agriculture area in Ontario, 
about 50km north of Toronto. The entire area is within the valley of 
the Holland River, which comprises 21,000 acres from the Oak Ridges 
Moraine to the river mouth at Cook’s Bay, Lake Simcoe. The whole of 
the Marsh has been drained and reclaimed for agriculture, and it is this 
drainage process which exposes the fertile soil ideal for growing vege-
table crops such as onions, leafy greens, celery and carrots.

Most commercial vegetable production is concentrated in Portage la 
Prairie, MB. This area is close to rivers and aquifers, as nearly all vege-
table land in Manitoba is irrigated. Long summer days, combined with 
lush soil suitable for vegetable production, and access to an abundant 
amount of fresh clean water provides Manitoba farmers with excellent 
growing conditions. Since the 1970s, the more than 20 major com-
mercial vegetable farms and approximately 300 market gardeners in 
Manitoba devote between 4,000 and 6,000 acres to vegetables each year.

Over 75 per cent of British Columbia’s field vegetable industry is 
located in the Lower Mainland, where a moderate climate, fertile land, 
and access to ample water allows growers to produce a wide variety of 
vegetables for the fresh and processed market. The climate, ecology 
and geology of the Lower Mainland are so unique that the area has 
been classified as a separate eco-region, which comprises the eastern 
part of the Georgia Depression and extends from the Sunshine Coast 
to the eastern edge of the Fraser Valley. One of the mildest climates in 
Canada, the Lower Mainland enjoys temperature and precipitation 
ranges, which make it ideal for vegetable production. 

Although Canada produces a wide variety of vegetable crops, the 
major commodities produced in Canada include:

The number of field vegetable farms has declined by five per cent 
since 2006, with 9,057 farms reporting in the last census of agriculture 
in 2012. While the number of farms has been decreasing, so too has 
the number of acres: down 16 per cent, from 2006 to 2011 for a total 
of 267,665 acres. Acreages losses were only experienced by the field 
vegetable and potato sectors, while greenhouse vegetables, tree fruits, 
berries and grapes increased their acreage by four per cent and 13 per 
cent, respectively.

Province
Farm Cash Receipts: Value (x1,000)

2008 2009 2010 2011 2012

Newfoundland & 
Labrador

3,448 4,494 x x 3,766

Prince Edward 
Island

7,058 8,166 10,152 x x

Nova Scotia 16,248 16,856 17,691 x 21,386

New Brunswick 6,095 6,240 x x x

Quebec 257,221 277,408 281,695 276,175 317,203

Ontario 473,584 492,783 510,044 561,435 560,596

Manitoba 33,376 35,616 32,012 32,448 32,229

Saskatchewan 1,644 1,981 1,775 2,294 1,900

Alberta 25,442 28,753 19,766 30,134 23,858

British Columbia 137,892 144,691 147,490 151,636 162,154

Canada 962,008 1,016,988 1,020,625 1,054,122 1,123,092

Canadian Vegetable 
sector update

Tomatoes Peppers Cucumbers

Onions Carrots Cabbage

Lettuce Cauliflower Celery
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Canadian field vegetable sector value
Canadian field vegetable farm gate value has been steadily increas-

ing year after year between 2008 and 2012, with a slight decrease 
in 2010. The farm gate value of the field vegetable sector in Canada 
stands at just over $809 million, representing an increase of 26 per 
cent over a five-year period from 2008 to 2012.

The Canadian fruit and vegetable sector accounts for eight per cent 
of total agricultural farm cash receipts, valued at just over $4.06 bil-
lion in 2012. The field vegetable sector was the most valuable sector in 
Canadian horticulture, receiving just over $1.1 billion and 28 per cent 
of all fruit and vegetable farm cash receipts.

Of note is the steady growth of the Nova Scotia vegetable industry, 
which enjoyed a 32 per cent increase in farm cash receipts over the last 
five years. Overall, Canada’s vegetable industry has experienced a 17 
per cent increase in farm cash receipts over the last five years.

Provincial field vegetable farm cash 
receipts

Ontario has the most field valuable vegetable sector in terms of 
field vegetable farm cash receipts in Canada, with over $560 million 
in 2012, representing 50 per cent of Canada-wide field vegetable 
farm cash receipts. Ontario is followed by Quebec at over $317 
million, representing 28 per cent of Canada-wide field vegetable 
farm cash receipts and British Columbia at over $162 million, 
representing 14 per cent of Canada-wide field vegetable farm cash 
receipts. 

Together, these three provinces—Ontario, Quebec, and British 
Columbia—received just over $1 billion in farm cash receipts and 
represented 93 per cent of Canada’s field vegetable farm cash receipts.

Canadian field vegetable production
Canadian field vegetable production has remained relatively static 

over the five-year period from 2008 to 2012. The year 2012 saw a 
recovery, as Canadian vegetable production ceased its two-year decline. 
With field vegetable production standing at just over 2.3 million tons 
produced in 2012, production in the Canadian field vegetable sector 
has increased by five per cent since 2008.

Canadian vegetable exports
In 2012, Canada’s premier trading partner continued to be the 

United States, which received just under half, 48.1 per cent, of all 
Canadian fruit and vegetable products. Total agricultural exports to 

Continued from page 30

Continued on page 32

Canada’s 2012 Top Export Destination 
for Vegetable Products
(Field and Greenhouse)

Rank Countries Value ($ thousand) % of Total Exports
1 United States 1,413,023 44.6%
2 India 504,393 15.9%
3 China 234,857 7.4%
4 Bangladesh 103,044 3.3%
5 Turkey 82,174 2.6%
6 Spain 61,938 2.0%
7 United Kingdom 60,454 1.9%
8 Venezuela 55,087 1.7%
9 Colombia 53,148 1.7%
10 Mexico 45,582 1.4%
  Others 552,239 17.4%
Total All Countries 3,165,939 100.0%

Source: Statistics Canada and United States Census Bureau.

Source: Statistics Canada. Table 002-0001 Farm cash receipts x - Suppressed to 
meet the confidentiality requirements of the Statistics Act. Canadian field vegetable production.
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Vegetable
Exports

Value ($ thousand)

2008 2009 2010 2011 2012

Tomatoes (Field and Greenhouse) 329,062 337,104 366,888 353,110 305,619

Onions 41,943 24,951 41,625 22,151 24,318

Cauliflower and Broccoli 27,365 24,742 32,342 38,044 34,544

Lettuce (Field and Greenhouse) 28,626 28,959 27,276 24,097 28,932

Carrots 43,523 46,799 43,171 56,591 46,484

Cucumbers (Field and Greenhouse) 98,385 106,639 11,286 131,755 135,734

Peppers (Field and Greenhouse) 221,432 211,571 267,628 246,283 254,079

Other Vegetables 29,946 28,296 33,102 35,087 32,390

All Fresh Vegetables 820,282 809,061 823,318 907,118 862,100

Source: Statistics Canada and United States Census Bureau.

the United States from Canada totaled $20.2 billion in 2012, and 
Canada was the largest exporter of agricultural products to the Unites 
States. Canadian fruit and vegetable products were among the lead-
ing agricultural export categories to the United States in 2012, with 
fruit and vegetable exports valued at $1.8 billion and just under $1 
billion in potato exports. The United States received 44.6 per cent of 
Canadian vegetable exports, valued at $1.4 billion.

The United States is a critical trading partner with the Canadian horti-
culture industry and it is imperative that trade irritants are reduced and 
regulatory burdens are harmonized to facilitate access to this vital market.

Tomatoes, peppers, and cucumbers account for 80 per cent of the 
value of Canadian fresh vegetable exports. As these are the primary 

crops of Canada’s rapidly growing greenhouse vegetable sector, it 
illustrates that the export-focused greenhouse industry is having a 
considerable positive effect on the trade balance in vegetables. The 
growth in vegetable exports over the last five years is almost exclu-
sively the result of growth in those commodities, which are both 
greenhouse- and field-grown, again indicating the incredible impact 
that Canada’s greenhouse sector is having on the whole horticultural 
industry. 

Despite the impact of the greenhouse vegetable sector on fresh 
vegetable exports, the field sector has experienced growth in export 
value in all but one commodity. Onion export value has declined 
significantly since 2008; however, cauliflower, broccoli, carrot exports 
and all other vegetable exports have increased in that same period. 

Continued from page 31
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G
reenhouse farming is an innova-
tive, high value and sustainable 
method of growing produce 
year-round with greater con-

trol and management of food safety issues. 
Greenhouse-grown products, such as toma-
toes, peppers, cucumbers and lettuce typical-
ly command a higher price than traditional 
field-grown vegetables due, in part, to posi-
tive product attributes such as sustainable 
water use and a reduced use of pesticides. 

The greenhouse sector has expanded sig-
nificantly in recent years and now represents 
approximately 50 per cent of the fresh toma-
toes sold at the supermarket. As greenhouse 
vegetables enjoy increased popularity, con-
sumption, and higher prices, the industry is 
looking to ensure that its investment is pro-
tected and that consumers are in a position 
to readily identify product which is “green-
house-grown.” Unfortunately, some mislabel-
ling of field-grown product as greenhouse-
grown occurs throughout the value chain 
and Canada’s greenhouse sector is looking to 
remedy this.

Unlike organic produce, which enjoys 
a similar higher price at retail, greenhouse 
production is not certified, and mislabel-
ling can occur throughout the value chain. 
In California, the State Agricultural Code 
prevents the marketing of tomatoes as green-
house unless they are produced in approved 
structures. The appropriate regulation of 

what constitutes a greenhouse-grown vege-
table is critical to ensure the consumer is 
assured that the products they buy are, in 
fact, produced in a greenhouse. While the 
mislabelling of product as greenhouse results 

in consumers paying a premium price, such 
action adds vulnerability to the reliability 
of food safety traceability initiatives. If a 
product cannot be properly traced, food 
safety responses will be misdirected; con-
sumers will be at increased risk and Canada’s 
greenhouse industry will be devastated by 
unnecessary losses in sales.

The Canadian Horticultural Council 
(CHC), through the Greenhouse Committee, 
is working to develop a definition of green-
house production, which would help to miti-
gate mislabelling and protect consumers in 
Canada. Collaboration with the United States 
is a must to ensure that the respective def-
initions are functionally the same. This is 
important, given the seamless integration 
and flow of trade within continental North 
America.

Greenhouse-Grown: 
What’s in a name?

Commodity Farm Gate Value ($ in Thousands)
Year 2008 2009 2010 2011 2012
Tomatoes 392,266 458,681 476,765 484,934 439,121
Peppers 235,807 235,162 278,123 299,612 300,488
Cucumbers 214,233 246,485 264,584 284,522 278,408
Lettuce 20,053 21,905 23,265 26,555 23,184
Total Greenhouse 
Farm Gate Value

862,359 962,233 1,039,737 1,095,623 1,041,201

Source: This emerging greenhouse industry invests heavily in local communities. On average, a greenhouse oper-
ator will invest up to $1 million per acres in the establishment of greenhouse production. Combined with this 
impressive initial investment, the greenhouse industry has experienced an increase in the number of employees 
working in specialized greenhouse operations across Canada by 30 per cent since 2008 from 8,785 to 11, 430 
in 2012 (Statistics Canada: Table 001-0055). In addition to this, there are significant numbers working in sup-
porting such roles as logistics, packing lines, and marketing. Continued on page 35
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Once developed, the CHC will, in turn, 
provide input to the CFIA’s modernization 
initiative. The goal is to achieve eventual 
adoption of the definition of greenhouse-
grown through incorporation by reference 
within the regulations of the overarching Safe 
Food for Canadians Act.

Canada’s greenhouse industry has been 
steadily rising in importance, profile, value 
and production. Representing an increasingly 
significant sector of Canada’s horticultural 
industry, the Farm Gate Value generated by 
greenhouse vegetable operations in Canada 
has risen approximately 21 per cent from 
2008 to 2012. In 2012, greenhouse vegetable 
farm cash receipts stood at just over $1 billion 
dollars in value. 

Continued from page 34
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T
he CHC Board of Directors trav-
elled to PEI for the summer meet-
ing held on July 25 to 26, 2013. In 
addition to their regular business, 

the board met with members of the CHC’s 
PEI Caucus in a special session dedicated to 
hearing of the importance of horticultural pro-
duction to the economy and way of life on the 
Island. PEI Potato Board General Manager 
Greg Donald provided a comprehensive and 
enlightening presentation on the potato indus-
try and other aspects of Island agriculture.

A highlight of the summer meeting was 
the tour and opportunity to visit CHC mem-
bers and their operations in order to gain a 
better insight and understanding of regional 
issues and particular challenges.

The tour included stops at:
•	 MacKenz i e  Produce  (St r a t fo rd ) : 

MacKenzie Produce produces 60 acres 
of cabbage for the fresh and processing 
markets, 15 acres of broccoli, 15 acres of 
turnips, as well as cauliflower, two types 
of Chinese cabbage, cucumber, pumpkins 
and gourds.

•	 Vanco Farms Ltd. (Mt. Albion): Vanco 
Farms produces potatoes and tulips, and 
their products are available across Canada 

and in the eastern United States. Three 
lines of fresh produce are available: Pure 
Organics potatoes, Vanco Farms potatoes 
and Vanco Farms tulips.

•	 Canada’s Smartest Kitchen, Holland 
College, Charlottetown: The facility 
evolved from the incredible success of the 
Culinary Institute of Canada. The “kitch-
en” offers a complete range of culinary 
food product development and marketing 
and promotional services to a broad range 
of clients from PEI and beyond. The PEI 
Potato Board hosted a dinner for CHC 
Board members and invited guests. Potato 
Board Chairman Gary Linkletter thanked 
the CHC for visiting PEI and stressed the 
importance and relevance of the CHC 
and its work, as well as the importance of 
“getting the messages out.”

•	 Wyman’s of Maine (Morrell): Wyman’s 
of Maine produces wild blueberries on 
more than 10,000 acres in Maine, New 
Brunswick, Nova Scotia and Prince 
Edward Island. Wyman’s is more than 
doubling its PEI processing plant, and will 
increase production at the site from eight 
million to 20 million pounds per year.

•	 Brookf ie ld Gardens  (Brookf ie ld) : 
Brookfield Gardens grows almost 300 
acres, most of which are carrots. Other 
crops include green and yellow beans, 
corn, beets, cucumbers, broccoli, iceberg 
and romaine lettuce, green and red cab-
bage, green and red leaf lettuce, parsnips, 
cauliflower and turnips. Their produce 
can be found in nearly every supermarket 
on PEI. They also sell to a number of local 
wholesalers, who then redistribute it to 
restaurants and food service vendors across 
PEI, and their vegetables are sold around 
Atlantic Canada and overseas.
The group also stopped at an equipment 

manufacturing site owned and operated by 
Elwood Lawton and witnessed first-hand 
the innovation and entrepreneurship, which 
led to the development of mechanization in 
harvesting wild blueberries. CHC President 
Keith Kuhl noted that the Board of Directors 
appreciated the tremendous warmth and 

hospitality shown during the visit and the 
“leadership, vision and commitment PEI has 
always brought to CHC.”  

CHC Board of Directors 
Meets in PEI

Jacques Demers (Quebec) samples wild blueberries.

Alvin Keenan (Prince Edward Island) and Peter 
Swetnan (Nova Scotia) at Vanco Farms.

The finished product at Vanco Farms.

CHC President Keith Kuhl (Manitoba) and Allan 
Williams at Canada’s Smartest Kitchen, Holland 
College, Charlottetown.
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Advertise 
Here!

Did you know that this magazine 
is distributed to thousands of indus-
try professionals across Canada? Don’t 
miss out on your chance to advertise 
in the next issue! There are plenty of 
options available to fit every budget! 
For more details on rates and how you 
can promote your company, e-mail 
sales@matrixgroupinc.net or call  
(866) 999-1299.

Mettez Une 
Annonce Ici!

Saviez-vous que cette revue est dis-
tribuée à des milliers de profession-
nels de l’industrie de tout le Canada? 
Ne ratez pas l’occasion de mettre une 
annonce dans le prochain numéro! 
Vous trouverez un format qui con-
vient à votre budget parmi toutes les 
options que nous proposons! Pour de 
plus amples renseignements sur les tar-
ifs et sur la façon dont vous pouvez 
faire la promotion de votre entreprise, 
communiquez avec nous par courriel à 
l’adresse sales@matrixgroupinc.net, ou par 
téléphone au numéro (866) 999-1299.








