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Mechanical Information
• The Grower is printed web offset
• Number of columns per page: 5
• Type page: 10 1/2” x 15 1/4” 
• Trim page: 11 3/8” x 16” on a 32” web
• Ads must meet mechanical requirements
• Bleed available on centre spread      only
Advertisers will be surcharged for any corrections.
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Jr. Page (4 columns x 140 agate lines) 8.223” 10”
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Colour
Standard AAAA Colour - $280.00 ea       Special Colours - $350.00 ea
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(Page 3 subject to availability)

Ad Deadlines
Issue Book Ad Space Ad Copy Due

November, 2011 October 14, 2011 October 18, 2011
December, 2011 November 14, 2011 November 17, 2011
January, 2012 December 13, 2011 December 16, 2011
February, 2012 January 13, 2012 January 18, 2012
March, 2012 February 13, 2012 February 16, 2012
April ,  2012 March 13, 2012 March 16, 2012
May, 2012 April 13, 2012 April 17, 2012
June, 2012 May 14, 2012 May 17, 2012
July, 2012 June 15, 2012 June 18, 2012
August, 2012 July 16, 2012 July 18, 2012
September, 2012 August 15, 2012 August 17, 2012
October, 2012 September 14, 2012 September 17, 2012

Editorial Calendar
Horticulture is as diverse as what Canadian weather and 
geography allow.  These coast-to-coast challenges are covered
monthly in The Grower from producer profiles to government
policies, research updates and marketing strategies. 

In addition to our regular coverage of minor use issues and new
product registrations, specialists write Ontario Berry Grower and
Vegetable Viewpoint. The Grower’s editorial package is
rounded out with  industry perspective from regular and guest

columnists. With more than 130 years of history, The
Grower is an award-winning publication recognized
for its complete coverage of what’s happening in a 
dynamic marketplace. Look for breaking news on our
website at www.thegrower.org.

January  - Food Safety and Traceability
February - Crop Protection / Spraying
March - Farm Safety
April  - Containers
May - Irrigation
June - Green Technology
August - Storage
September - New Equipment, Technology & Energy
October - Stewardship: water, soil, greenhouse
November - Seeds and Rootstock

Terms & Conditions
• Invoices are due net 30 days
• All advertisements subject to applicable tax
• Invoices are to be paid by cash, cheque, Visa, or MasterCard

Production Services
The Grower is pleased to offer a wide range of production 
design options suitable for your business needs. We offer, at
very competitive prices, the following services:
• Brochures/flyers • Ad design • Newsletters
• Posters • Signs/Banners • Websites
• Tradeshow booth design

Our in-house production fees are set at $50.00/hour with a
half-hour minimum. For booth creation the rate is set at
$70.00/hour with a 10-hour minimum. Please contact 
production@thegrower.org for any design ideas you may have.
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colour

KAREN DAVIDSON   

Walmart Canada wants a 
bigger piece of the produce pie.
With plans to open an additional
40 supercentres across Canada by
February 2012, its buying 
presence is increasing. Fruits and
vegetables are front and center in
its grocery section. 

“We’re moving a lot of 
volume now,” says Carmine
Carpino, category manager, 
vegetables for Walmart Canada,
citing year-round contracts with
onion and carrot growers. Recent
corporate news releases cite a
pledge to purchase 30 per cent of
its produce assortment locally on
an annual basis by December 31,
2013 and to purchase 100 per
cent  local when produce is in
season.

Walmart’s rise to produce
prominence has been nothing but
meteoric since its Canadian entry
in 2006. Some analysts even peg
Walmart Canada as high as fourth
largest buyer of produce after
Loblaw, Sobey’s and Metro. With
about a quarter of Loblaw’s 1100
stores, Walmart still has an uphill
climb to be number one, as it is in
the United States. Another 
competitor is good news, but will
this buyer push up prices for
growers? 

Not likely, given Walmart’s
tag line: Save money. Live Better.
This core value was reinforced
with a January announcement in
the U.S.  That’s where none other
than Michele Obama lent her
credibility to a Walmart
announcement on lowering prices

of fruits and vegetables by $1 
billion per year and reducing
amounts of saturated fat, sugar
and salt in private label products.
The alliance makes sense because
it supports the First Lady’s “Let’s
Move” initiative and her cam-
paign against childhood obesity. 

It’s an announcement that
makes sense for consumers, not
necessarily dollars for growers.
The retailer’s in-store signs
advertise that fresh food costs less
at Walmart. That suggests volume
buying, but Carpino claims 
different practices in Canada.   

“Size does not matter,” says
Carpino. “I may have a grower
that sells me just a thousand
bushels of roma tomatoes in 
season.”  

What does matter is adherence
to food safety protocols such as
CanadaGAP, electronic invoicing
capabilities and just-in-time deliv-
ery to their distribution centres in
Mississauga, Ontario and Balzac,
Alberta. The demand for frequent
deliveries, sometimes on a daily
basis, may be the factor that 
eliminates some growers from
becoming a Walmart supplier.

Like all good business operators,
growers need to place a value on
their truck and driver’s time in a
line-up at a loading dock. 

Certainly, distribution logistics
play a huge role in Walmart
Canada’s success. The retailer
just opened a state-of-the-art sus-
tainable fresh food distribution
centre north of Calgary in
November 2010. As one of
Canada’s largest refrigerated
buildings, it’s the hub for serving
104 stores from Manitoba to
British Columbia. Its refrigeration
system uses ammonia as a coolant

rather than ozone-depleting
freeon. High-efficiency dock
doors are more energy-efficient.
Hydrogen fuel cells replace 
traditional lead acid batteries in
the facility’s fleet of 71 material
handling vehicles which operate
under a no-idling policy. 

While saving energy, the 
centres distribute food to stores
within 24 hours. “What comes in,
goes out the same day,” says
Carpino. 
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With 124 supercentres across the country – and new entries in Manitoba and Quebec this year-- Walmart Canada is estimated to be the fourth
largest buyer of fruits and vegetables in Canada. Their pledge is to buy 100 per cent local in season. Carmine Carpino (R), Walmart’s catego-
ry manager for vegetables, relies on greenhouse growers such as Chris Cervini, Lakeshore (L) and Mark Slater, Erie James for daily 
deliveries. This Waterdown, Ontario store had a full display of cucumbers, tomatoes and peppers. Photos by Denis Cahill.

Walmart -- coming to a field near you
Can growers make money, live better?  

Controls more than 20 insects in over 40 fruit and vegetable crops

Admire the control BayerCropScience.ca
Always read and follow label directions. Admire® is a registered trademark of Bayer. Bayer CropScience is a member of CropLife Canada. 12/10-14959
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Reach for an Ontario peach
because it’s likely juicier and
tastier than ever. That’s not a pro-
motional pitch.  It’s scientific fact
proven by a value chain team
consisting of two Niagara-area
peach growers, the Vineland
Growers Co-operative Ltd. and
retailer Loblaw Companies Ltd. 

Now in the second year of 
production and consumer trials,
this trio of collaborators is taking
square aim at California peaches
which are bigger, redder and
cheaper. How?  With 2010 
studies of a thousand shoppers at
Loblaw under their belt, they now
know that consumers will favour
flavour – the top attribute of
Ontario peaches.  By measuring
brix levels and adopting new
orchard practices, growers Chris
Andrewes and George Lepp are
perfecting how to deliver 
consistently on the flavour
promise. Their packer, Vineland
Growers Co-operative, is 
tweaking the packaging so that a
peach is coddled like an egg from
tree to table.  

“We’re building the 
specifications for a platinum
peach,” says Mike Ecker, 
president of Vineland Growers
Co-operative Ltd., noting that all
the cues are coming from 
consumers back through the chain
to the grower.  “We believe that
we can leave a peach on the tree
longer and still ship it to Sudbury
in northern Ontario.”

As tricky as that sounds, 
grower Chris Andrewes, who has
committed 4,000 trees to the 

project, has reason to believe the
industry can change.  He’s 
modified his practices after a trip
to California in June 2010 to
observe the San Joaquin Valley
peach harvest in full swing.  That
eye-opening trip was organized
by Martin Gooch, Value Chain
Management Centre (VCMC),
who also invited grower George
Lepp, Mike Ecker and Frank
Pagliaro, vice-president, national
produce procurement, Loblaw
Companies Ltd.  As a result, the
group was galvanized to 
experiment with specific produc-
tion and packing practices back in
Ontario.

Andrewes and Lepp put down
reflective foil between the rows to
help colour the peaches while
summer pruning helped to thin
the crop and allow larger fruit to
develop.  Leaf plucking was
found to have some benefit on
fruit quality, but proved too
labour-intensive at 12 minutes per
tree and too costly at $2.40 per
tree. While all of these practices
are common in California, VCMC
analyzed whether there was a
business case for the Ontario
peach industry.  

“Initial indications are that
using reflective foil in 
conjunction with summer pruning

is financially feasible and can
increase producers’ returns, even
if they lead to the production of
just one additional case of 
platinum peaches,” says Martin
Gooch, director, VCMC. That
conclusion is based on labour
costing $12 per hour, every case
of platinum peaches (35) earning
a $3 premium, summer pruning
costing $1.13 per tree and foil
costing $0.50 per tree for a single
row. “This appears to be an 
extraordinarily low estimate 
considering the first year’s 
limited trial.” 

Those 2010 trials also tested
pressure per square inch on

peaches.  “Too soft and that
peach is mushy in the mouth and
too hard, then there’s no flavour,”
says Ecker.  “We are still testing
for the optimum pressure to pick
at. We believe there’s an 
opportunity to deliver better
peaches in eastern Canada.” 

Part of that confidence is
stoked by consumer studies 
conducted in Loblaw stores.
VCMC found that the peach 
market is segmented into four
groups according to income, 
education and household unit
size.  

Continued on page 3
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In peach season, it’s hard for value chain players to find a moment to savour the sun-ripened goodness of the tender fruit.  It’s all about 
hustling the product to market. However, Mike Ecker (L), president of Vineland Growers Cooperative Ltd, Jordan Station, Ontario and Chris
Andrewes, grower at Beamsville, Ontario confer on new growing techniques that result in chin-wiping juiciness for consumers.  After a year
of production trials and consumer studies, they both have encouraging data that flavour pays everyone, including retail partner Loblaw
Companies Ltd.  Photo by Glenn Lowson.

Value chain records platinum returns on peaches
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Advertising Policies
• The publisher is the Ontario Fruit and Vegetable Growers’ Association.
• No contract will be accepted for longer than 12 months.
• All advertising copy is subject to the publisher’s/editor’s approval.
• The publisher/editor reserves the right to refuse an ad that it does not
believe serves the best interests of the industry.
• Cancellation of advertising in a particular issue must be made by 
written notice and received at the publisher’s/editor’s office prior to the
advertising closing date (15th of the month).
• In case of error, the publisher’s maximum liability will be to repeat, at
no extra charge, a corrected version of the advertisement in the next 
publication. Full payment for the original advertisement is required as per
contract.
• In the event of default by the client’s advertising agency, the advertiser
(client) is liable for payment of its advertising.
• The advertiser agrees to protect the publisher against any legal action
based on libelous statements, unauthorized use of photographs and/or
other material in connection with advertisements placed on contract, and,
in particular, to defend any such claim by all legal means available and to
fully indemnify and save harmless the publisher, its officers, directors, 
employees, and agents in respect thereto.
• All agreements are subject to cancellation or change at the publisher’s
discretion due to labour disputes, strikes, fire, floods, or other 
contingencies beyond the publisher’s control.
• The correct representation of an advertisement becomes the 
responsibility of the advertiser when proof approval has been granted by
the advertiser.
• Where The Grower creates an advertisement for a client, proof will be
forwarded for approval upon completion of the advertisement, but before
publication.
• Problem advertisers WILL BE NOTIFIED and must provide the 
accounting department with a Visa or MasterCard number, expiry date,
and signature before the advertisement(s) is scheduled to run in The
Grower.

The Grower is owned and published by the Ontario Fruit and Vegetable
Growers’ Association (OFVGA). The OFVGA is dedicated to the advance-
ment of horticulture in the province of Ontario, working proactively
through effective lobbying for the betterment of the industry and its farm-
ers as a whole through advocacy, research, education, communication,
and marketing. The OFVGA has a clear mandate to be the “voice” for its
7,500 Ontario horticultural farmers at governmental affairs, national and
international bodies, and to proactively seek resolution of issues impact-
ing its  membership throughout the year.

With 95% of our readers being farmers, and a national circulation of more
than 12,000, you know you are getting your message to the right people. 

Insertions
Do you have a specialized product or service that needs to get
into the hands of farmers? You can select your target market by
commodity, province, or postal code. Your pre-printed brochures,
flyers, and catalogues can be distributed monthly in The
Grower publication. The Grower must sign off on all inserts
seven business days prior to distribution.

Pricing
Based on Cost/M Under 4 Pgs 4 Pgs Plus

$375.00 $490.00

POLYBAG (optional) $525.00 $640.00
*Extra weight - charges will apply 

SPLITS – Demographic, Geographic
Per split Commodity and, or Province, 
one time charge - $250.00

Maximum Size: 8” x 10.5”
Minimum Run: 1000 pieces.
Total number of papers: 12,000 per month. 

Post It Notes: $42.00/M
One time set-up fee: $100.00

Our printer can
not accommodate
flyer wraps. All 
inserts must be
sent to Data Media
one week prior to
insertion date. The
Grower has the
right to approve all
media prior to 
insertion into the
paper.

Data Media is
pleased to offer
the use of 
Bioplastic
Polybags with
flyer distribution.
The biodegrad-
able plastic 
completes the
process of degra-
dation in only 70

days while a common plastic bag takes around 120 years to 
degrade.  Thank you, Data Media, for helping us to reduce our
environmental footprint!

Ship inserts to:

Data Media Inc.
Attention: David Campbell
505 Iroquois Shore Rd, Unit 11   Oakville, ON  L6H 2R3
ph: 905-338-0334  fax: 905-338-0335    
toll free: 800-347-7516

KAREN DAVIDSON

It takes a lawyer to understand
how the Supreme Court of
Canada made its April 29 
decision on Fraser v Ontario
(Attorney General), but farmers
clearly understand the result:
farm employers need not fear that
full-blown collective bargaining
will be imposed on them by the
courts.

For Ken Forth, broccoli grow-
er and chair of the Labour Issues
Coordinating Committee (LICC),
the historic 8-1 decision supports
the constitutionality of Ontario’s
Agricultural Employees
Protection Act (AEPA). The 
ruling means that the province
has correctly balanced the rights
of employers and farm workers.
The legislation recognizes the
need to market perishable agricul-
tural products while protecting
the rights of farm workers to join
unions but preventing them from
going so far as collective bargain-
ing that could potentially paralyze
a business.

“We’ve been working on the
labour file for 20 years,” says
Forth. “We’ve given verifiable
evidence on everything we’ve
said and informed the court just
exactly how agriculture works.”   

While the case pertains to
Ontario legislation enacted in
2002, the Supreme Court decision
resonates with the entire country.
That’s because seven attorney-
generals of other provinces and
indeed, the federal attorney-
general, were intervenors in the

case, arguing for their rights to
make labour law just like Ontario.
It would seem that Ontario’s law
is an excellent model. 

“What is protected is associa-
tional activity, not a particular
process or result,” Chief Justice
Beverly McLachlin and Justice
Louis LeBel wrote for the majori-
ty of the court’s nine judges. 
“The AEPA provides a special
labour regime for agricultural
workers. However, on the record
before us, it has not been estab-
lished that the regime utilizes
unfair stereotypes or perpetuates

existing prejudice and disadvan-
tage,” the justices wrote. “Until
the regime established by the
AEPA is tested, it cannot be
known whether it inappropriately
disadvantages farm workers. The
claim is premature.”

For its part, the United Food
and Commercial Workers’
(UFCW) union has responded
with shock that it has lost the 
second challenge in a decade. 

“The reality is that appealing
to the courts has ended,” says
Wayne Hanley, UFCW president,
in a website news release.

“Appealing to the decency and
the will of voters is next.” 

With an Ontario election set
for October 6, the UFCW will be
taking their mission to the media.
But the facts get in the way of
their cause. In earlier discussions,
Forth says that UFCW has not
readily accepted that Ontario,
unlike California, has no corpo-
rate farms with 5,000 workers
each.  The average is closer to 10. 
In Ontario, minimum wage is
$10.25 per hour plus workers
receive housing, access to health
care and Canadian Pension Plan

benefits.  The migrant workers
who arrive every year under the
Seasonal Agricultural Workers
Program – about 15,500 in
Ontario – have been the focus of
unionization drives by the
UFCW.  Primarily from Mexico
and the Caribbean, the workers
earn enough to send family mem-
bers to school and to provide for
elder years. These countries wel-
come the opportunity to negotiate
labour agreements with Canada
that result in remittances to 
support their local economies. 

Continued on page 3
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Ken Forth is one of those rare farmers who can plant broccoli with his 16 Jamaican workers one day and sit down with lawyers and union
representatives in Washington the next, just as he did in early May. His work regarding the Supreme Court of Canada case has been shared
with other growers Hector Delanghe, Mark Wales and Anthony Cervini and staff member Ken Linington on the Labour Issues Coordinating
Committee.  Thanks to this group, they have invested countless hours preventing the unionization of horticulture.  Photos by Denis Cahill. 

Supreme Court of Canada balances rights of farm 
employers and workers

FruitVegTechXchange.com
For more info and to print your $5 OFF admin coupon visit...
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Six thousand acres of
Honeywood silt loam, coveted by
potato growers surrounding
Shelburne, Ontario, sit at the head
of a simmering controversy. “The
BMW of soil” is how Kate
Armstrong describes the legacy of
her great-great-great-great grand-
father who first farmed there in
1853. It’s prized for the artesian
springs and seeps that naturally
water the crop through droughts.

Quietly amassed since 2006,
this land, and its water sources,
are now owned by The Highland
Companies, a fact that positions
them as one of the largest potato
growers in Ontario and supplier
of about half of the region’s pota-
toes. On March 4 of this year, in
a  move out of character for a
potato grower, Highland filed an
application to the Ministry of
Natural Resources (MNR) to
begin excavating a quarry on
approximately 2,200 acres of
their holdings. Equally troubling
to many in the region, Highland
is controlled by The Baupost
Group, a privately held Boston-
based hedge fund with assets of
more than US$22 billion under
management.  Now out of the
weeds, it appears they want to
ditch potatoes and instead, dig for
21st-century industrial gold:
limestone.

“If the quarry plan goes
through, I won’t be able to farm,”
says potato grower Dave Vander
Zagg. The site of the proposed
quarry is critically located at the

headwaters of five rivers --
Grand, Pine, Nottawasaga,
Saugeen and Boyne – that flow
off the escarpment elevation into
the countryside. The fertile
plateau forms a roof for the
Niagara Escarpment whose
exposed spine runs through
Dufferin County. Given the 200-
foot anticipated depth of the quar-
ry, surrounding farms would be
starved of the water that normally
feeds 15,000 acres of potatoes
and many other rotational crops.  

“This is not just about soil but
about water,” says Leo Blydorp,
director and policy advisor to the
Dufferin Federation of
Agriculture (DFA). “Aggregates
are needed in Ontario to support
the province's growth. The ques-
tion is -- where should our aggre-
gates come from? We believe
aggregates should come from out-
side the Niagara Escarpment, the
Greenbelt, and away from envi-
ronmentally sensitive areas,”
Blydorp wrote in an opposing
brief submitted to the MNR.  

“Water is a main issue as far
as it impacts people’s lives,” says
Lindsay Broadhead, spokesperson
for The Highland Companies,
who notes that the topic surfaced
often in the 2,000 public letters
received in the 45-day comment
period and in the additional 3,700
letters received during the exten-
sion until July 11. Highland has
recently agreed to treat all of the
comments with equal weight.
They are obliged to respond to
concerns in the next two years as
MNR reviews the application and
to conduct further research if
required. 

From Highland’s perspective,
their application meets “consider-
able” environmental requirements
set out by the Aggregates
Resource Act, the Planning Act,
the Environmental Protection Act
and the Ontario Water Resources
Act.  “Our analysis concludes that
with water management systems,
and with checks and balances in
place, groundwater levels would
be maintained with no adverse

impact on the Pine River 
subsystem,” says Broadhead. 

Citing the province’s own
study, State of the Aggregate
Resource in Ontario, Broadhead
says that Highland can help meet
the anticipated demand for an
average of 186 million tons of
aggregate in each of the next 20
years.  Proximity of the proposed
Highland quarry to the Golden
Horseshoe is an asset, she says,
because about 100 million tons
will be needed with the city of
Vaughan considered the nucleus
of demand.  This view is consis-
tent with Highland’s website, and
a video with a panoramic view of
Toronto’s city skyline. 

Not all politicians are of the
same view. DFA has asked the
township of Melancthon to classi-
fy the region as a specialty crops
area, a designation that would
protect the land for ongoing
crops. While the municipal politi-
cians mull over that request, the
Conservative MP for the region,
David Tilson, has been active on

the file by petitioning for an envi-
ronmental assessment at the fed-
eral level. In contrast,
Conservative MPP Sylvia Jones,
although initially seen as a vocal
opposer of the quarry, has recent-
ly been conspicuously silent on
the quarry that would blast rock
312 days a year and consume 600
million litres of water a day.  

Contrary to its savvy business
and political moves in Toronto,
Highland feels no compunction to
polish its corporate citizenship in
Melancthon Township. When
local potato grower Glen Squirrell
signed a letter of concern regard-
ing environmental impacts that
was submitted to MNR last
spring, it was done in his role as
the chair of the Ontario Potato
Board. Little did he know that
Highland would promptly termi-
nate long-standing agreements to
supply seed potatoes to their farm
managers. 

Continued on page 3
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It’s about the water!  Growers are bottling their anger and directing it towards a sign campaign that urges politicians to nix a mega-quarry
that would impact a renowned potato-growing area near Shelburne, Ontario. Representing the cause (L-R) are:  Jon Squirrell, Mark Atkinson,
Glen Squirrell, Diane French, Dave Vander Zaag and Dale Rutledge. 

Potato growers looking to hedge quarry’s pitfalls 
Water dispute spills into GTA
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Membership information
The membership of the OFVGA includes the fol lowing 27 Ontario organizations for commercial farmers:

• Apple Marketers’ Association of Ontario • Norfolk Fruit Growers’ Association 
• Ontario Apple Growers • Central Erie Fruit & Vegetable Growers’ Association
• Ontario Asparagus Growers’ Marketing Board • Eastern Ontario Fruit & Vegetable Growers’ Association 
• Ontario Berry Growers’ Association • Elgin County Fruit & Vegetable Growers’ Association
• Ontario Farm Fresh Marketing Association • Essex County Associated Growers • Grape Growers of Ontario
• Ontario Fresh Grape Growers’ Marketing Board • Fresh Vegetable Growers of Ontario • Ontario Potato Board
• Garlic Growers’ Association of Ontario • Ontario Greenhouse Vegetable Growers • Georgian Bay Fruit Growers’ Inc.
• Ontario Highbush Blueberry Growers’ Association • Ontario Ginseng Growers’ Association • Bradford Co-Op Storage
• Grand Bend Vegetable Growers’ Association • Ontario Tender Fruit Producers’ Marketing Board
• Halton-Wentworth Growers’ Association • Southwestern Ontario Rutabaga Growers’ Association
• Middlesex, Lambton Fruit & Vegetable Growers • Thedford Vegetable Growers’ Association
• Niagara Peninsula Fruit & Vegetable Growers’ Assoc.

www.thegrower.org
Advertising on-line has many 
benefits:
• capture attention of busy on-the-go managers   
• offer just-in-time or seasonal specials   
• provide alerts to upcoming deadlines                 
• reinforce print brand campaign
• link to your website for real-time research and decision-making
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Flash Files
These files must be provided in SWF format. The SWF file must not
contain any embedded links or interactivity. All files must be under
200 kb.

Ad Sizes (pixel dimensions, width x height)

Top: 200 x 85     Side: 200 x 100   Bottom: 800 x 100

Links
The full URL should be provided in the following format:
http://www.yoursite.com. If a link connects to media other than a
web page (ie. PDF document) the document must be available via a
web link (http://www.yoursite.com/document.pdf) on the adver-
tiser’s site or a third-party service. The Grower does not provide 
hosting for these documents.

Website Pricing
Position 3 months 6 months 12 months
Top $85 $76.50 $72.75
Side $100 $90 $85
Bottom $240 $216 $204

Ads appear on the home page as well as inside pages of the website.
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