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NO ONE CARES MORE ABOUT PRESERVING THE LAND 
THAN THE PEOPLE WHOSE LIVELIHOODS DEPEND UPON IT.

As the world’s population continues to grow, so does the demand for 

more effi cient and effective farming practices. At Koch Agronomic 

Services, we’re focused on providing real solutions that maximize plant 

performance and minimize environmental impact. Like AGROTAIN®

nitrogen stabilizer. It protects your nitrogen and your yield potential. 

A smart solution for today – and tomorrow.

Consult with your retailer 
or visit AGROTAIN.com

for additional information.

AGROTAIN® and the AGROTAIN logo are trademarks of Koch Agronomic Services, LLC. 

Koch and the Koch logo are trademarks of Koch Industries, Inc. © 2020 Koch Agronomic Services, LLC.
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Theresa Bolton
Board Chair

Listening Actively  
and Taking Action

One of the many things I have 
learned through my years in 
recruitment is the art and 
skill of active listening. 

When we actively listen to what peo-
ple are saying, we are making a con-
scious effort to not just hear the words, 
but to also understand the complete 
conversation.

It may also seem simple enough, but 
one of the best ways to get the most 
out of a conversation is to make sure 
the other person knows you are lis-
tening. We’ve all had those conver-
sation where you just get the 
feeling the other party isn’t 
really listening to what you  
are saying.

Here at CAAR, I think 
we are a little guilty of both 

– not listening as well as we 
should and not letting you 
know we are listening as well as we 
could. We’re making changing that a 
priority this year.

At CAAR, we realize as the industry 
changes and evolves, so do the needs of 
our members.

As part of a program of concerted 
member and non-member outreach 
by CAAR leadership and the board 
of directors, we want to hear from you 
and learn what’s important to your 
business. We want to know what we 
are doing well, what we could be doing 
better, what we should be doing again 
and what we can do that we've never 
done before.

We will be launching a few projects 
this year that will be focused on gath-
ering your feedback and upgrading 
the technology we use to manage our 
relationships with our members. These 
projects are in various states of plan-
ning, but in brief:
• Conducting a membership study 

to solicit your thoughts on the 
areas CAAR should focus on 
and what we can do to serve you 
better; 

• Developing a more robust social 
media strategy that takes advan-
tage of the opportunities this 

medium allows us to follow and 
participate in the conversations 
you, and the public, are having 
about our industry;

• Revising our website so the things 
that are important to you are only 
a click away (well, maybe two);

• Implementing a membership rela-
tionship management system so 
we can manage our relationship 
with you more efficiently and 
effectively.

Over the next several months, 
you'll also see more communi-

cations focused on CAAR, 
delivering the message of 
who we are, what our man-
date is and details about 
what services and resources 

we provide our members. 
This outreach is officially 

launched with this issue of the 
CAAR Communicator, with this note 
from me and the new “Get to Know 
Your Board” department now being 
permanent additions to the magazine. 

Last, but far from least, planning is 
well underway and exciting changes 
are in the works for the 2021 CAAR 
Conference, hosted in Edmonton, 
AB. It will be an event you don’t want  
to miss!

We’ve got a lot of new things in 
the works, all of which we are asking 
you to help us shape over the next few 
months. Unfortunately, it won’t be 
possible for us to speak to every mem-
ber, but you don’t need to wait for our 
call to let us know what you think. I 
encourage you to give us a call any-
time at (204) 989-9300, email us at 
info@caar.org or send a tweet to  
@CdnAgRetail.

Until we speak again, I wish you  
a safe and bountiful harvest!  

Sincerely, 

Theresa Bolton 
Board Chair
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HELPING YOU

DECISIONS
HELP FARMERS
MAKE BETTER

LIVE MAPPING

IMAGERY & SCOUTING

ANALYSIS TOOLS

HARVEST

Climate FieldView™ services provide estimates or recommendations based on models. These do not guarantee results. Consult your agronomist, commodities broker and other service professionals before making fi nancial, risk management and farming decisions. 
More information at https://climatefi eldview.ca/legal/disclaimer. FieldView™ is a trademark of The Climate Corporation, Monsanto Canada ULC licensee. ©2020 Bayer Group. All rights reserved.

Discover more at ClimateFieldView.ca

Immediate. Accurate. Comprehensive. Work with your customers 
to help them uncover and share data to make the most of their 
season, every season. Show them the power of Climate FieldView.



Mitch Rezansoff
Executive Director

EXECUTIVE DIRECTOR’S MESSAGE

Agriculture Can Lead

Agriculture will lead the Canadian economic 
recovery.

At the time of writing this note, Manitoba’s 
provincial health officials have included open-

ing up non-essential travel between Western Canadian 
provinces as part of its “Restoring Public Services: Phase 
3” plan. This decision between western provincial govern-
ments is good news for half of the country, while signifi-
cant challenges remain for Eastern Canada. 

Fortunately, provincial and federal leadership had  
the foresight to deem agriculture production and sup-
porting industries as essential early on in their pandemic 
response plans. 

The livestock processing industry experienced setbacks 
due to the nature of the work requiring close contact of 
operating staff, but luckily the crop production indus-
try progressed with few incidences. The success of man-
aging COVID-19 in businesses throughout the agri-
culture supply chain can be attributed to organizations  
quickly adapting with the permission and opportunity to 
continue operating. 

The benefits of this combination of quick-thinking and 
policy is beginning to bear fruit. Canadian rail companies 
CN and CP are both reporting above average car spots 
and grain movement from elevators to port. Grain ele-
vators and farmer deliverers continue to function. Farm 
grain movement that could not occur last fall and win-
ter due to the rail strike and protest disruptions is now  
well underway. 

I would like to thank the provincial and federal gov-
ernment agencies for recognizing before the ask came, 
that the agriculture industry is essential. Our ask now is  
for the recognition of agriculture’s essential contributions 
to Canada’s economic recovery at the provincial and fed-
eral levels. 

It is a known truth that a healthy agriculture industry 
stimulates the Canadian economy. Will it be allowed to do 
so, is the greater question.

Keeping Canada’s food supply chain intact and meet-
ing export contracts will provide an economic stimulus in 
rural and urban Canada alike, as stable farm income drives 
all manner of expenditures. The demand will increase for 

Canada’s agriculture products as we demonstrate high 
quality consistently, and more important, have a reputa-
tion as a reliable supplier.

Farmers, dock workers, processors, crop input ag retail-
ers, manufacturers and distributors have all made sacrifices 
and placed themselves at personal risk to support planting 
of the 2020 crop.

The industry needs the resources required for success-
ful operations to be available in a timely manner. This 
includes personal protection equipment (PPE), which is 
currently in short supply due to health care worker prior-
itization. I agree with this strategy, but at the same time, 
many agriculture industry employees require similar PPE 
for different health risks than COVID-19, and access to 
this crucial equipment is required now. 

CAAR has a role to play in maintaining a healthy unin-
terrupted Canadian ag industry, and I call on our mem-
bers to renew your commitment to CAAR by renewing 
your membership if you have not already done so. I thank 
the retails, manufacturers, suppliers, distributors and  
consultants that have renewed their CAAR membership. 

To continue our support of Canadian ag retailers,  
we require your support today. 

Thank you,

Mitch Rezansoff
Executive Director, CAAR

Supporting agriculture will stimulate Canada’s economic recovery.
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Meridian SmoothWall Silos are the perfect storage solution for your fertilizer site. 
Venting, filling and unloading are factors that Meridian addresses when designing and 
supplying silos to site. With a variety of powder chemistry and epoxy coating options, 
Meridian Silo provide reliable storage even with highly corrosive product. Contact our 
team to learn more about Meridian’s SmoothWall Silos today.

 
®

www.meridianmfg.com | (800) 661-1436 | industrial@meridianmfg.com

COMMERCIAL FERTILIZER STORAGE
SMOOTHWALL SILOS | WEIGH HOPPERS | LIQUID HOPPER BINS |  LOAD OUT BINS

© 2020 Meridian Manufacturing Inc.  Registered Trademarks Used Under License.  (03/2020)



CAAR News
2020-21 Membership Renewal is Underway
CAAR has a new membership fee structure for 2020-21, recognizing 
affiliations and associations some retailers enjoy. This new structure’s goal 
is to increase the number of retail locations that CAAR represents and 
recognizes the changing landscape in the Canadian ag retail industry.

If you have already paid your membership fees for 2020-21, thank 
you! If you haven’t yet renewed your membership, payment can be 
made online or by cheque, sent to the CAAR office. We look forward 
to your commitment and thank you in advance for your continued 
support. For more details about CAAR membership, please contact 
the CAAR office at info@caar.org or 204-989-9300.

Join a CAAR Committee
Take advantage of the numerous opportunities to support the 
Canadian ag retail industry and support your company and fellow 
CAAR members by joining a CAAR committee! CAAR has five 
committees that work with the board and executive council to drive  
the activities of the association. Contact Mitch Rezansoff at  
mitch@caar.org to learn more about joining a CAAR committee.
 
CAAR Conference Exhibitor Registration is Now Open!
With over seven hours of dedicated tradeshow time and addi-
tional networking events hosted on the tradeshow floor, exhibiting 
at the 2021 CAAR Conference, hosted in Edmonton, AB., from 
Feb. 9–11 is the perfect opportunity to connect with ag retailers,  
suppliers and industry representatives from across Canada. 

Exhibitor space sold out last year, so register early to secure your space! 
For more information about exhibiting at the 2021 CAAR Conference, 
go to caar.org/caar-conference/exhibitors.

Be a Conference Sponsor
CAAR Conference sponsorship opportunities are designed for you 
to connect with the agriculture industry and bring maximum expo-
sure to your brand. To become a sponsor and/or donate products 
or services to the CAAR Pro-Ag Investments Auction, please con-
tact Lisa Defoort at lisa@caar.org or 204-989-9313. Learn more at  
caar.org/caar-conference/conference-sponsorship.

Training Opportunities for Retailers
CAAR offers exclusive online training programs for ag retailers: 

• Anhydrous Ammonia: Retailer Safe Handling and TDG 
Certification

• Anhydrous Ammonia: Safety & The Farmer – TDG Certification
• TDG Fundamentals: Retailer TDG Certification
• WHMIS 2015 Complete
• Nurse Tank Safety Program
• Investing in Certified Seed
• CCA Examiner

Onsite training is available upon request. For inquiries about  
the onsite and online training courses offered by CAAR, go to  
caar.org/training or contact the CAAR office. 

The latest news, views, issues and events 
from your association.

CAAR NEWS

Our Purpose,
Your Success.

agricocanada.com

At Agrico, we offer the highest quality crop 
inputs to provide the best opportunities for our 

agri-retailers. 

Matches fertilizer type
to crop needs.

RIGHT SOURCE
Keeps nutrients where 

crops can use them.

RIGHT PLACE

Matches amount of 
fertilizer to crop needs.

RIGHT RATE
Makes nutrients available
when crops need them.

RIGHT TIME

P.O. Box 510 | 604 Hwy 15 West | Northwood, ND 58267 
(701) 587-6010 | FAX (701) 587-6013

email: agvise@polarcomm.com       website: www.agvise.com

P.O. Box 187 | 902 13th Street North | Benson, MN 56215 
(320) 843-4109 | FAX (320) 843-2074

email: bensonlab@agvise.com      website: www.agvise.com

Canada Delivery Location: 375 Kimberly Rd. | Winkler, MB R6W 0H7 
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Hosted from February 9 - 11, 2021 at the Westin Edmonton and Fairmont Hotel 
Macdonald in Edmonton, AB, the 2021 CAAR Conference offers exceptional value 
for all ag retailers through a program developed around their needs.

The 2021 CAAR Conference features engaging keynote speakers, informative 
concurrent sessions, relevant industry updates and valuable opportunities to 
connect with retailers, exhibitors, and industry representatives from the Canadian 
agriculture industry, making this an event you don’t want to miss!

The 2021 CAAR Conference focuses on 
the business of ag retail and connecting 
the agriculture industry. 

Check out caar.org/caar-conference for more information



Q: What is your current role in the ag retail 
sector, and can you give us a little background  
on your ag retail journey?
A: I am the eastern sales manager at Agrico Canada, a 
supplier of bulk fertilizer products to ag retailers. Along with 
my account manager, I work with ag retailers in Ontario, 
Quebec, New York State and Vermont. A graduate in 
agriculture from University of Guelph, I have had a diverse 
career working in many sectors of the industry – with 
farmers, in government and in private enterprise.

Q: What does working in the agriculture sector 
mean to you personally?
A: It’s very fulfilling. I love the cycle of agriculture and 
people who are passionate about it – from the farmers to 
the retailers that serve them – and the whole infrastructure 
that supports both. This is a career that asks you to be  
fully engaged.

Q: If you had the power to change one thing about 
agriculture in Canada, no questions asked, what 
would it be?
A: One thing only? That’s an impossible request! Our 
industry is such an important element in the fabric of 
Canadian society and yet it is just that – an element. We are 
reliant upon the people we grow the food for and they on us. 
We both have a huge responsibility to listen and respond to 
each other and yet too often we talk instead of listen. 

So, what’s my one change? It’s that all Canadians recog-
nize that agriculture has a critical role in the evolution of 
our society and that we need engaged people on all sides to 
help lead us through that process. We have the skills and 
the passion to grow plentiful, safe food for Canadians and 
we recognize they are partners, no more or less important, 
in that process.

Q: From your perspective, what is the role of 
CAAR in today's agriculture environment?
A: CAAR is the thread that connects ag retailers to the 
fabric that we co-exist within. Ag retailers each have their 
strengths and CAAR’s role is to gather those together and 
communicate them out to the broader society we live in. 

Get to Know the CAAR Board:  

Martin Kiefer
The CAAR Communicator sits down for a Q&A with board member Martin Kiefer,  
past board chair and communications committee chair.

“Our industry 
is such an 
important 
element in 
the fabric of 
Canadian 
society and yet 
it is just that – 
an element. We 
are reliant upon 
the people we 
grow the food 
for and they 
on us.  

”–Martin Kiefer

But also, critically, CAAR needs to communicate back and 
challenge its members to consider not only their immediate 
business needs but those of the broader sector who don’t 
necessarily understand the work that we do but benefit from 
it immensely.

Q: Why did you join the CAAR board and how do 
you apply your industry expertise to the work 
you do with the board and committees?
A: I joined the CAAR board in 2014 to grow my 
understanding of the Canadian ag retail sector and to give 
back to the industry that has provided me a great career. 
As an Eastern Canadian member of the board, I hope  
that I bring a different perspective and balance for CAAR’s 
members.

Q: What do you hope to accomplish with your 
role on the board?
A: To lead CAAR forward in its ambition to be the voice for 
Canadian ag retail, with the help and guidance of my fellow 
board members.

Q: Outside of your work in agriculture, what are 
you passionate about?
A: Good food, great wine and experiencing parts of our 
country and world I have never seen before with my wife 
and partner of 35 years, Joanne.

Q: Do you have any other personal details you’d 
like to share with your fellow members – family, 
fun facts, etc.?
A: I have two great kids and their partners that I am very 
proud of and two wonderful grandsons!!!

Q: Any final thoughts you'd like to share with 
CAAR members?
A: Stay engaged, challenge CAAR and yourself to be  
the best at what we do. Don’t be afraid to tell people  
that, either.  

Get involved! 
Positions are open 
for retailers on the 

CAAR Board of 
Directors. Contact  
mitch@caar.org 

for more 
information.

GET TO KNOW YOUR BOARD
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SPONSORED BY FERTILIZER CANADA

Fertilizer Canada is proactively working with all levels of gov-
ernment on key issues impacting Canada’s fertilizer industry 
to ensure we remain an essential service, especially during this 
challenging period as we continue to grapple with the effects 

of the COVID-19 global pandemic. Making sure that products move 
freely between the Canada-U.S. border and to other export markets, 
that our industry is not faced with onerous regulations, and that our 
supply chain remains disruption-free, are the association’s priority.

During this spring planting and growing seasons, Canadian farmers 
were working harder than ever to ensure that agriculture production 
continues as normal. Deemed an essential service by federal and pro-
vincial governments earlier in the year, the fertilizer supply chain has 
proven that if equipped, it can meet growers’ needs at any given time. 
As Canadians all grapple with the challenges faced by the COVID-19 
pandemic, the fertilizer industry will continue to play a leading role in 
global food production.

“Once COVID-19 contingency plans were established at facilities 
from the start of the pandemic period and in conjunction with being 
declared an essential service, there was minimal disruption allowing 
businesses to operate at a normal capacity,” said Garth Whyte, President 
& CEO of Fertilizer Canada. “Fertilizer manufacturers, distributors 
and agri-retailers did everything they could to keep their customers, 
suppliers and employees healthy and safe.”

In a survey conducted by Fertilizer Canada, 90 per cent of member 
company respondents said that they had enough product on-hand or 

on the way to get fertilizer to their farmer customers in time for the 
planting season.

“The fertilizer industry takes our role in feeding the world seriously, 
and know that farmers rely on fertilizer in the spring to ensure a suc-
cessful harvest in the fall,” said Whyte. “By investing in the use of fer-
tilizer today, farmers are growing hope for tomorrow.”

In the last year alone, Canada’s fertilizer industry has had to navigate 
everything from rail disruptions and blockades, a ministerial order, and 
a global pandemic. But in the midst of it all, it has proven its adaptabil-
ity in challenging situations to meet not only the needs of customers, 
but any employee along the supply chain.

As the fertilizer industry enters harvest season, it will be focused 
on supporting the agriculture sector in any which way it can. Canada 
depends on us to support 76,000 jobs and sustainable food supply 
chains. Canadian fertilizer production today ensures future harvests 
will feed our recovering world. Fertilizer Canada knows that stronger, 
more productive harvests count on Canadian fertilizer to ensure the 
world’s food supply is maintained when it’s needed most. 

Over 75 countries around the world rely on Canada’s dependable 
food production, which is critical to global food security. Canadian fer-
tilizer also provides $24 billion annually for our economy and last year 
alone, 12 percent of the global food supply depended on Canadian fer-
tilizers. So, as we begin to bounce back from such a challenging period, 
know that farmers and producers are playing a leading role in the coun-
try’s economic recovery. 

A healthy agriculture  
supply chain is the key to 
Canada’s economic recovery 
in the coming months

24  
BILLION
DOLLARS
The amount 
Canadian fertilizer 
provides annually  
for our economy.
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Going 

Omni-channel business tactics are increasingly prevalent in ag retail.

By Laura Wiens

“Omni-channel 
is the broad 
strategy; it’s 
about having 
both a physical 
presence as 
well as a digital 
presence.

”–Taylor Wildeman

Ag retailers, along with suppliers and co-operative 
partners are increasingly using digital platforms 
to do business with farm customers. Using a mix 
of digital tools to complement traditional busi-

ness channels is what Taylor Wildeman, director of oper-
ations with WinField United Canada (WinField United), 
calls an “omni-channel business strategy.”

“Omni-channel is connecting in all the places a customer 
wants to go,” he says. “Omni-channel is the broad strategy; 
having both a physical presence and a digital presence.”

Wildeman says North American agri-businesses have 
been going omni-channel for several years, as farmers con-
tinue demanding more flexibility from their retailers. 

“Ag retail is like many other industries: resources are tight, 
time is tight and you have to find the best way to deliver 
your message and connect with your customer,” he says. 

Retailers in Western Canada typically have the face-to-
face part of business down pat and it is the digital, or e-busi-
ness, aspects of an omni-channel strategy which require the 
most development. 

“I consider e-business smaller in scope, really focusing on 
the digital transformation of the retail experience,” he says. 

“At WinField United we are learning throughout this process 
too as we look at what the grower wants, what the retailer 
wants and what technology exists. So, that means in some 
cases, we're building the road 10 feet in front of us.” 

Getting Started with New Channels 
Co-operatives like WinField United, which has retail 
owners across Western Canada, and GROWMARK Inc., 
headquartered in Illinois and serving over 20 member 
companies in the United States and Ontario, work with 
their retailers on e-business tools and processes. 

Jordan Kuhns, agronomy portfolio manager with 
GROWMARK, says he supports their corporate level IT 
systems and helps member companies get the most value 
from everyday systems, such as their agronomy software.

Kuhns says the particular channels leveraged 
in an omni-channel strategy varies among 
retailers, but can include any interactive 

platform allowing customers to take actions such as placing 
orders, requesting quotes or entering other information. 

“It’s going to vary from company to company. But, from 
our perspective, the way that omni-channel starts to show 
itself is that ability to do business how your customers 
want to do business with you,” says Kuhns. “If you had 
the capabilities to do that across a variety of platforms and 
means, that's probably a good indicator that you're on the 
right track.”

When evaluating new tools, both Wildeman and Kuhns 
say it is necessary to meet with the retailer and ask ques-
tions to establish goals and clarity from the outset, as map-
ping an omni-channel strategy includes many moving parts. 
Customer-facing technologies, supporting internal pro-
cesses and systems, and human resources are all necessary 
to make the strategy come to life. 

“It goes back to the core of how you would look at any 
project. Really, the first thing is making sure that the retailer 
is clear on their vision so we can help support them with 
some of the tools that may be available,” says Wildeman. 

Once those key goals are established, the partner com-
pany can help the retailers set some key landmarks along 
the road and then begin working on the right tools to carry 
the retailer forward. This may come in the form of building, 
buying or partnering on software and technology. 

“If you're looking at building versus buying versus partner-
ing, I recommend taking a survey of the resources in your 
internal IT division,” says Kuhns. “Or, if you're in a cooper-
ative, in the co-op’s IT division to assess the time and effort 
it would take to build something yourself.”

Your Human Resources 
Wildeman stresses that planning for e-business isn’t just 
about technology, but must also include human resources. 
This includes evaluating your team’s skillsets, implementing 
new or updated training programs, education requirements 
and potentially a change management strategy to help staff 
adjust to their new roles. 

“Generally speaking, embracing e-business will affect 
every aspect of that retail,” says Wildeman. “You will ask 

Read more about 
e-business in the 

October 2019  
issue of the CAAR 

Communicator.
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Kuhns says many companies are entering 
the digital ag sphere boasting “game-chang-
ing” technologies for ag retailers. When 
vetting potential technology partners, he says 
it’s good to start by assessing how well that 
company’s solutions can integrate with their 
existing software. 

He says a natural starting place for this 
assessment is AgGateway, a non-profit orga-
nization working to improve e-connectivity 
throughout the supply chain by supporting 
industry standards for e-connectivity and 
open-sourced software solutions. 
“If there are existing AgGateway standards in place, that makes the 

legwork a lot easier, it’s a great place to start,” he says. 
According to AgGateway Executive Vice-President and COO Brent 

Kemp, who moderated the e-Connectivity Panel Discussion at the 
2020 CAAR Conference, every level of the supply chain, including ag 
retailers can benefit from improved e-connectivity. 
“For retailers to provide maximum service to growers, they need to 

consider their investments in interoperability and data management,” 
says Kemp. “The more retailers adopt standard processes – and insist 
that their service providers support them – the more effective they will 
be at growing the customer relationship.” 

One of the many tools AgGateway provides to support eConnectiv-
ity at the retail level is the ADAPT Toolkit, designed to simplify  
the transfer of precision ag data between different hardware and 
software systems. 

ADAPT has an open-source license which means it is free for ag 
retailers to use and modify, and it features a combination of open 
sources and proprietary data conversion plug-ins, allowing software  
to convert data to different file formats. 
“Any retailer with agronomy services as part of its businesses model 

should be aware of ADAPT, where there are multiple systems and the 
retailer wants interoperability,” says Kemp. “I encourage retailers  
to look into the ADAPT toolkit, determine if it addresses an interoper-
ability challenge for them, and incorporate it into their systems  
and processes.” 

BUILDING E-CONNECTIVITY 
INTO AN OMNI-CHANNEL 
STRATEGY

Photo: AgG
atew

ay
Graphic depicting 
how Minnesota 
retailer Central 
Farm Service 
customized the 
modules of the 
ADAPT Toolkit to 
suit its specific 
needs. Download 
the case study at 
aggateway.org. 
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your administrative and office staff to work a certain way, you will ask 
your sales team to work in a certain function, your warehouse staff will 
need to make sure that product they are supplying or loading is then 
being entered into the system correctly.” 

Reid McBride, manager, procurement, logistics, & marketing with 
G-Mac's AgTeam (G-Mac's) can attest to this firsthand. G-Mac's is 
an independent retailer and WinField United owner company, with 
10 locations in Western Saskatchewan. McBride works with the com-
pany’s head office team in Kindersley, SK. 

With support from Winfield United, G-Mac’s is executing a three-
phase e-business plan. They are currently in phase two and working on 
elements of phase three. McBride says he has seen that not only does 
e-business impact all staff, but e-business is better when it impacts all staff. 

“The more people involved, the better. Agronomists who are actually 
in the fields and account managers who are actually talking to custom-
ers are feeding us ideas, information and asking us questions,” he says.  

“To be successful, we need to have the whole company involved.”

Laying the Foundation 
McBride says G-Mac's unknowingly began laying the groundwork for 
omni-channel about five years ago, when the company set up social 
media profiles and launched a new website. Company leadership also 
created a new position – ag innovation manager – dedicated to imple-
menting new tools. The company then approached their digital strat-
egy more formally after meeting with WinField United about two 
years ago. 

“Doing these things that we saw as part of our business was actually 
moving us to a place where we sat down and thought about this in 
earnest,” says McBride. “The meeting two years ago is when the lead-
ership team really evaluated what this would mean to our company.” 

Since then, McBride says that digital undertakings have comple-
mented, not replaced, traditional ways of interacting with customers. 

“The traditional retail channel remains as important as ever.  

A large group of customers still want to interact this way,” he says.  
“Our ultimate goal is to digitally recreate what makes us successful as 
an independent retail and enhance that traditional retail experience.”

Meeting Milestones
Without resources from WinField United, McBride does not think 
this undertaking would have been possible for G-Mac’s. 

“I think it would be very difficult for any independent retailer in 
North America, for sure in Western Canada, to do this alone,” he says. 

“We have an omni-channel business account manager at WinField 
United who helps us with everything: marketing campaigns, strategies, 
platform upgrades, really organizing the process from start to end.”

G-Mac’s is working to upgrade their online customer experience. 
Right now, McBride says customers can log on to a Grower Central 
portal, powered by fellow CAAR member Tronia Systems, which 
allows customers to view invoices and financial information. The 
portal will soon be integrated into a larger dashboard called ATLAS, 
which will be adaptable, showing relevant components to specific 
accounts. McBride says the ATLAS dashboard will also be interactive, 
with the functionality for customers to communicate with their agron-
omist and account manager right from the dashboard. 

“The experience for one customer may look very different than what 
it will be for another,” he says. “And that’s how it’s supposed to be.” 

McBride says the goal is to have a group of customers using ATLAS 
by the end of this calendar year, but lots of groundwork still needs to 
be done to get there. Internal IT upgrades and investments in digital 
fiber connections (no small feat for a rural business) are two significant 
boxes the company must check off.

“By the end of the year, if we bring some of our customers into the 
fold and bring in manufacturing and distribution partners, we will 
have met a significant milestone,” he says. “There is always a new mile-
stone. This is continuously evolving, and one day we will be working 
toward milestones we are not even thinking about right now.” 
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By Rebecca Hadfield

“Every farmer is 
going to have a 
different story; 
they’re going 
to find different 
things that 
resonate with 
the public. 

”–Nick Saik

According to research done in 2019 by the 
Canadian Centre for Food Integrity (CCFI), 
public trust in Canada’s food supply is dropping 
and, if we want to gain it back, farmers are the 

ones to deliver the message.
The CCFI is a not-for-profit charitable organization 

whose members and partners represent the diversity of 
today’s food system – from farmers and food companies to 
universities, restaurants and retailers. As an independent 
affiliate of The Centre for Food Integrity based in the U.S., 
the CCFI follows a research-based consumer trust model 
introduced by its American counterpart. 

Research conducted by the CCFI tracks consumer 
concerns and attitudes on topics ranging from food 
safety and animal welfare to attitudes about farming 
and trusted sources of information. This research allows 
agricultural stakeholders to evaluate the next steps in  
building public trust, including where to invest and how 
to approach.

Results from CCFI’s research in 2019 indicate that 
only one in three Canadian consumers believe Canada’s 
food system is headed in the right direction and 91 per 
cent know little to nothing about modern farming prac-
tices. On the plus side, 60 per cent are interested in know-
ing more about how their food is produced, and, when it 
comes to who consumers trust and hold responsible for 
providing information on how food is grown, the research 
consistently points to farmers.  

Empowering Farmers 
to Build Public Trust

Empowering Farmers
Kirsten Pears, administrative manager at Olds Fertilizers & 
Agri Services Ltd., thinks all retailers should be concerned 
about the misinformation that is being spread through 
social media and in the news – especially when it comes to 
the products and services they supply.  

“Our businesses are impacted by what happens and what 
the public perceives,” she says. “If the farmers don't speak up 
and tell their story and the community decides to ban some 
of these tools that are very necessary in Western Canadian 
agriculture, that effects our business.”

Recognizing the role that farmers play in countering the 
misconceptions held by the public, Olds, an independent 
retail in central Alberta, is offering their customers a unique 
program from Know Ideas Media. 

The program, which was conceived to help equip farmers 
with tools to better tell their story, centers around “commu-
nications care packages” put together by Know Ideas Media 
founder and CEO, Nick Saik. Each “care package” release 
includes one of Saik’s films, along with guidance to help 
communicate key messages, sample answers to common 
questions and tips to help new users navigate social media.

Saik, a filmmaker and educator, started creating films 
10 years ago with the intention of dispelling some of the 
myths and misinformation surrounding modern farming. 
Through his films on topics such as GMOs and glyphosate 
use, he aims to present science-based information in an  
easily digestible and understandable format. 

Retailers are finding new ways  
to help farmers share their story.

KEY TAKEAWAYS FROM 2019 
PUBLIC TRUST RESEARCH

One in three Canadian 
consumers believe 
Canada’s food system 
is headed in the  
right direction.

Three in five Canadians 
view agriculture in 
Canada positively. 

How much do Canadians 
know about modern 
farming practices?

How many Canadians want 
to learn more about modern 
farming practices?

60% WANT TO  
KNOW MORE

KNOW NOTHING

KNOW VERY LITTLE

KNOW A LITTLE

KNOW A LOT
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“We wanted to create a resource where we could take the 
video content we've been making, offer it to farmers to 
watch and pass around, and then offer them some guid-
ance on how to effectively communicate about that issue,” 
explains Saik. 

“We break all of the facts and statistics out of the video so 
that they're easily shareable, but I think the most import-
ant part is that we take our five years of experience arguing 
with the public about these issues and we distill it down 
into tactics and strategy to increase the number of successful 
outcomes.”

Saik says his goal is to have as many retailers as possi-
ble offer his program to their customers to help ensure that 
farmers are well-equipped to deliver a strong, cohesive mes-
sage to consumers.

Making it Easy
From an administrative point of view, the process is rela-
tively hands-off for the retailer, says Pears. Once subscribed 
to the program, the retailer simply shares a link to a cus-
tom-branded portal with their customers. Farmers who visit 
the site can access existing content and have the option to 
subscribe for automatic updates whenever new videos are 
posted. Olds currently has around 140 customers sub-
scribed to the service. 

Although the care packages offer examples of how to com-
municate facts and respond to arguments or misinformation, 

To find out more  
about Know  
Ideas Media 

Communications  
Care Packages, visit 

knowideasmedia.ca.

Saik encourages farmers who share the messages to do so 
in their own words for authenticity. He adds that although 
some farmers have become expert content creators, it is 
unrealistic to think that most will. Instead, he thinks the 
industry should teach farmers to amplify existing, credible 
messages and relate them to their own experiences.

“Every farmer is going to have a different story; they're 
going to find different things that resonate with the public,” 
he says. “I tell farmers to go with feelings over facts because 
facts generally don't change minds. 

It's good to have facts to back up your story – you do need 
to know what you're talking about – but you're not giving a 
PowerPoint presentation. It's you and it's your farm lifestyle 
and only you can speak with authority about it.”

Pears says the customer feedback she’s received about the 
content has been very positive, and says the analytic data 
Olds has measured tells a positive story as well. Pears says 
the high click rate to the portal and the average time spent 
on the page tells her that the content is resonating well with 
farmers who are subscribed. She is not surprised by this, as 
she says the videos are valuable for their clear, concise mes-
saging, applicable to numerous types of communications.

“The videos are very well done. They’re an easy watch – 
they’re quick, decisive and credible,” she says. “So, whether 
(farmers) are sharing the videos through social media or not, 
ultimately they can use the information to build trust when 
having conversations in person and offline.”
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LEVERAGING SOCIAL MEDIA – EARNING PUBLIC TRUST

“If the farmers 
don’t speak up 
and tell their 
story and the 
community 
decides to ban 
some of these 
tools that are 
very necessary 
in Western 
Canadian 
agriculture, 
that effects our 
business. 

”–Kirsten Pears

Amplifying the Message
Helping farmers build trust though social media is the aim of 
Farm Credit Canada’s Ag More Than Ever program, which 
has been operating for 12 years – just two years shy of Twitter 
itself – and was originally focused on creating content to tell 
the story of ag on behalf of farmers. But, because consumers 
want to hear directly from the people who grow their food, 
Isaac LeClair, the program’s manager and social media con-
sultant, says that the program now encourages farmers to tell 
their own story and uses its impressive social media presence 
to amplify their message. 

“We asked ourselves how Ag More Than Ever can serve 
Canadian agriculture online,” says LeClair. “Our purpose is 
to make people feel confident, to feel proud, and our goal is to 
mobilize farmers to be more vocal on social media.” 

LeClair’s advice to farmers echoes that of Saik and Pears 
– be authentic and share your own story. He says that retail-
ers and organizations can help by being cheerleaders and sup-
porting farmers’ efforts any way they can, even if it is just 
to provide a little encouragement. “When we see a farmer 
doing a good job of sharing their story, we will send them a  
quick message to say ‘You’re doing great! Keep up the good 
work,’” he says.

The program, which touts itself as “Agriculture’s Biggest 
Fan,” currently boasts close to 70,000 followers between 

its Twitter and Facebook pages and has become a powerful 
force in helping Canadian ag find its voice. LeClair says one 
of the best examples of that is Ag More Than Ever’s annual 
Canada’s Ag Day celebration.

Held annually in February, Canada’s Ag Day is a way for 
the entire industry to come together online and in person 
to show their pride, engaging urban Canadians and food 
enthusiasts in the process. LeClair says the four-year-old 
event, which does not rely on any hashtag promotion to 
increase its reach, has consistently exceeded its targets  
each year. 

“This year, the #CdnAgDay hashtag was used in over 
10,000 tweets and trended on Twitter for over 11 hours – it 
was awesome,” says LeClair. “It goes to show you that farm-
ers across Canada have done such a good job of building 
their own brand and people really want to be engaged with 
what they do.” 

When it comes to building public trust in Canadian agri-
culture, we are all in it together, say Pears, Saik and LeClair. 
Encouraging farmers to share their story, and backing them 
up when they do, will go a long way in building up public 
trust, which, in turn, will allow the industry to continue to 
use the tools and methods they need to feed an ever-growing 
population into the future. 

When 
CRAFTSMANSHIP 
Counts!

Specializing in Fertilizer Storage
 from 1,600 to 60,000 mt

Phone:  204-482-1029                       
Fax:  204-482-1030
Email: hitech@hitechinstallations.ca
Web:  www.hitechinstallations.ca  
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A New Reality
THE YARD

This spring, as the COVID-19 pandemic took 
hold of the country, provincial governments 
issued strict social distancing orders that forced 
companies to shut down or drastically alter the 

way they do business in an effort to “flatten the curve” and 
limit the spread of the disease. However, even at the height 
of stay-home orders and economic uncertainty, Canadian 
ag retailers and farmers carried on with the spring planting 
season without major setbacks. 

Chris Schuh, manager of Top Gro Agro Ltd. in Mallaig, 
AB., said his company made multiple adjustments to its 
operations to protect staff, customers, suppliers and fam-
ilies from the spread of COVID-19. While some of the 
changes may be done away with once things start getting 
back to normal, he says there are a few policies and proce-
dures that the company may permanently keep. 

“I don’t know that we are out of the woods yet regard-
ing COVID-19 so it’s hard to comment on what will stick 
moving forward and what will not,” says Schuh. “Some of 
the adjustments were major, some were more minor. 
Some changes will be permanent, and some 
were an extreme standard set at the start of 
the pandemic that may or may not fade 
as government health officials loosen 
protocols and we all continue to learn 
more about the disease.”

Retailer Q & A
The CAAR Communicator reached out 
to several retailers, including Schuh, as 
well as manufacturers and suppliers to see 
if they would be keeping any of the new pol-
icies and procedures that they put in place for 
COVID-19. 

Q: Have you made any adjustments to the way 
you work (due to COVID-19) that you plan to 
permanently incorporate into your operations 
going forward?
A: “It's too early to tell what could be permanently 
incorporated but we have seen some benefits with how 
we have been hosting and attending meetings as well 
as conducting some employee training. Employees 
and customers have adapted very well and continue to 
practice social distancing while staying aware of their 
surroundings, so this has been positive. We have seen 
a positive uptick in our secure online customer portal 
through richardsonpioneer.ca where customers have the 
ability to see their grain and crop input transactions in 
a very customer friendly and accessible way.” –Russ Reich, 
vice-president of crop inputs, Richardson Pioneer

A: “Would I incorporate anything permanently? No, 
absolutely not.” –Harlene Simmonds, owner, AgriTeam 
Services Inc.

A: “I believe most growers and perhaps some of our staff 
felt we went a little too far with our COVID-19 policies but 
most also understood the reasoning and the importance of 
our business staying healthy and open. I also believe a lot of  
good came out of the protocols including some increased 
efficiency. Many of our customers and suppliers finally 
experienced the full digital capabilities of our facility that 
we have invested in over the past couple years but were not 
fully utilizing. For example, farms that previously refused 
electronic load outs and invoices are now enjoying their 
convenience. We had fewer mistakes on our end because 
now many orders and farm directions for deliveries were 
texted in rather than relaying phone messages. There were 
also significantly fewer distractions inside the office as we 
were not allowing in any visitors.” –Chris Schuh, manager, 
Top Gro Agro Ltd.

A: “There are certainly a number of measures around hygiene, 
sanitizing and the like, that will be permanent fixtures going 
into the future. We have put in hand sanitizing stations and 
issued handwashing protocol notices and personal hand 
sanitizer for all staff.  We will be checking with our customers 
about the possibility of keeping virtual sign-in to worksites 
(on a permanent basis), so that we can limit contact. The other 
reality is that a number of our employees are functioning 
reasonably well working from home and we could see more 
of that going into the future as a great work/life balancer.” –
Craig Senchuk, president & CEO, Hi Tech Installations Ltd. 

On April 1, CAAR staff, along with the board of directors, hosted a webinar to 
provide details of CAAR’s response to the pandemic. The webinar included details 
of CAAR’s outreach and advocacy activities, including communications with fed-
eral and provincial governments that encouraged all jurisdictions  
to identify the agriculture supply chain as an essential service. 

As well, CAAR created a COVID-19 support section on caar.org to provide 
useful and timely information to retailers. The section contains dozens of articles 
and resources to help retailers navigate some of the uncertainty of the COVID-19 
pandemic and is updated as more relevant information is released. 

You can find CAAR’s COVID-19 resources, including a copy of the COVID-19 
Activities & Response webinar, letters to government and a Q & A, at caar.org/
resources/agri-retailer-support.

Retailers comment on 
policies and procedures 
shaped by COVID-19.

By Rebecca Hadfield

CAAR’S  
COVID-19 RESPONSE

“Many of our 
customers and 
suppliers finally 
experienced 
the full digital 
capabilities 
of our facility 
that we have 
invested in over 
the past couple 
years but 
were not fully 
utilizing. 

”–Chris Schuh
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THE CHALLENGE

Making a  
Clean  
Sweep

We’re all in this together.
It’s a phrase Canadians from coast to 

coast have been using to show solidarity 
during the recent COVID-19 pandemic. It 

also sums up the approach many agricultural experts say 
growers and ag retailers need to take when it comes to limit-
ing the spread of soil-borne pests.

Two of the most insidious threats to a growing number of 
Canadian producers are clubroot and the soybean cyst nem-
atode (SCN). Clubroot is a soil-borne fungus that infects 
canola, causing roots to become deformed and making it 
difficult for the plant to absorb water and nutrients properly.

SCN has been present in North America since the 1950s 
and began spreading into Eastern Canada in the late 1980s. 
It is often referred to as the “hidden yield robber” and costs 
growers in Canada and the U.S. an estimated $1 billion 
each year. 

While the threat of clubroot and SCN will likely never 
be completely eliminated, one agronomist says their impact 
can be significantly reduced by taking a united approach.

“Seed companies and life sciences companies are breed-
ing resistant varieties. They’re really doing their part. What 
they always ask is that we use this in conjunction with other 
good management practices,” says Dan Orchard, an agron-
omy specialist with the Canola Council of Canada.

“We need to take an integrated approach to be successful. 
We say you need to take a ‘recipe’ approach. If you leave 
something out of your recipe you don’t get the desired final 
product,” he says. “Similarly, leaving out one of the manage-
ment approaches may not control things to the level you are 
looking for.”

Although clubroot can be spread by wind and wildlife, 
experts say the most common form of transmission is via 
equipment moving from between fields, or even provinces. 
In one recent example, demo equipment from Alberta 
was directly linked to clubroot in at least one field in 
Saskatchewan.

Orchard’s advice to retailers and their customers is to 
guard against complacency: just because clubroot hasn’t 
been an issue on a farm in the past, don’t think it can’t be 
present now.

Biosecurity boot 
covers are a good 

measure for anyone 
visiting a field with 
potential soil-borne 

threats. 

Clean it before you move it.
One of the most likely scenarios when it comes to spread-
ing clubroot is when a piece of equipment is brought in 
from an area of high or unknown risk. In those cases, 
Orchard says it needs to be completely disinfected and 
properly sanitized.

There are generally three stages of sanitation. The first 
is a rough clean that essentially involves kicking off any 
loose soil that may be attached to the machine or its wheels.

“Level one can mitigate 90 or 95 percent of the problem 
because you can remove 90 or 95 percent of the soil by 
hand reasonably quickly,” Orchard says.

Stage two involves using compressed air or high-pressure 
water to remove whatever material you can’t by hand. The 
third stage is the use of a disinfectant such as bleach or a 
commercial cleaner, and is generally reserved for extreme 
situations where there is a very high likelihood of clubroot. 

Regular cleaning key to stopping spread  
of soil-borne threats.
By Jim Timlick

How is your retail 
limiting the spread  
of soil-borne pests? 
Tell us at editor@
suckerpunch.ca.

“We need 
to take an 
integrated 

approach to be 
successful. 

”–Dan Orchard
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Such products are misted onto the equipment 
and allowed to saturate for 15 to 20 minutes.

Albert Tenuta, a field crop pathologist with 
the Ontario Ministry of Agriculture, Food 
and Rural Affairs, says that like clubroot, 
cleaning equipment between jobs remains the 
quickest and most effective way to limit the 
spread of the SCN, adding retailers and grow-
ers should pay particular attention to cleaning 
the wheels and undercarriage of any vehicles 
they use in the field.

Another consideration is the use of per-
sonal biosecurity measures. One such mea-
sure is wearing protective boot covers, which 
Orchard recommends when walking in a field 
where soil-borne threats may be present.

If boot covers aren’t an option, placing 
boots in a boot bath with bleach or other dis-
infectant will remove any spores or soil after 
a walk in the field. Any hand-held tools such 
as trowels, shovels or soil samplers should 
likewise be wiped clean or washed after they  
are used.

Carl Veikle, owner of Veikle Agro Inc. in 
Cut Knife, Sask., says clubroot has become 

a major concern for many of his customers 
in Northwestern Saskatchewan over the past 
three years. To help alleviate those concerns, 
his employees manually remove earth and 
disinfect the wheels on equipment before it is 
moved from one job site to another. 

Still, Veikle says growers understand there 
is only so much that can be done to limit the 
spread of clubroot since there is a limited sup-
ply of time and resources. He says the best 
approach is to use common sense. “It’s just 
about being a little cleaner operation,” he says.

While cleanliness can go a long way in lim-
ited the spread of soil-borne pests and patho-
gens, Tenuta stresses that it’s also important 
for ag retailers and their customers to focus on 
early detection, which is one of the best ways 
to limit potential for spreading.

“You can’t put a wall around your field and 
keep soybean cyst nematodes or other things 
from coming in. What you can do is prepare 
for it. It starts with scouting and being able to 
know what to look for, whether it’s through 
digging up plants and looking at roots or tak-
ing a simple soil test,” he says.  

Equipment should be sanitized with bleach or commercial  
cleaner if there is very high risk of clubroot.
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GROWING TOGETHER

Working Together  
to Keep it Clean

Keep it Clean, a joint initiative of the Canola 
Council of Canada, Pulse Canada, Cereals 
Canada, the Barley Council of Canada and the 
Prairie Oat Growers Association, has developed 

a new advisor toolkit for Canadian ag retailers. The toolkit, 
which was mailed to CAAR retailer members in May, con-
tains printed resources to inform and guide conversations 
about growing market-ready canola, pulse and cereal crops. 

Greg Bartley, director of crop protection and crop qual-
ity at Pulse Canada, says a series of farmer focus groups 
held by Keep it Clean over the winter months helped iden-
tify the need for an advisor toolkit. 

“Farmers rely on their trusted advisors and buyers for 
information, so it only made sense to put together a tool-
kit just for them to get the Keep it Clean message out to 
farmers,” says Bartley. “We wanted to provide a resource 
that retailers could use as a “quick-hitter” – essentially, to 
get information about how to grow and maintain a mar-
ket-ready crop out to their customers.”

Striking a Partnership
To ensure that the toolkits would meet the specific needs 
of advisors, Keep it Clean reached out to several ag retail-
ers to see which resources would be most useful. Based on 
their feedback, the kits were created and a partnership with 
CAAR was struck to help distribute the kits to its mem-
bership. Bartley says it was CAAR’s good relationship with 
retailers that made it an obvious choice for a collaboration.

Mitch Rezansoff, CAAR’s executive director, says it was 
important for CAAR to be involved in the distribution of 
the toolkits because they recognize the role that retailers 
play as trusted advisors, and because of the importance of 
the Keep it Clean program itself.

“Keep it Clean falls directly within CAAR’s values and, 
as the only national association representing Canada’s ag 
retails, CAAR openly endorses the efforts of the program,” 
says Rezansoff. “Ag retailers and agronomists supporting 
the Keep it Clean message is in the best interest of farmers, 
processors and consumers, and it’s good for business.”

Based on retailer feedback, the toolkit contains informa-
tion on products that could pose a market risk if applied 
to certain crops, Keep it Clean’s “5 Simple Tips” and a 
pre-harvest glyphosate staging guide.

One of the program’s most-requested items, the Keep 
it Clean Pre-Harvest Glyphosate Staging Guide provides 
information on pre-harvest glyphosate application and 
includes visual examples of canola, pulse and cereal crops 
at the correct stage to receive an application – less than 

30 percent grain moisture. As this can often be challeng-
ing for growers to assess, retailers can use the double-sided 
handout as a visual reference and to support the advice 
they provide to growers. 

“The toolkit is just a simple package that retailers and 
agronomists can use to help communicate these important 
messages to growers,” says Bartley. “We’ve created these 
handouts and laminated them to make them more easily 
available. You can keep a hard copy of the material in your 
truck and always have it available to have a conversation 
with farmers.”

Online Resources for Retailers
Retailers are also granted access to a special advisor’s page 
at keepingitclean.ca/advisors where they can download 
PDFs of the toolkit resources, as well as sharable articles 
for their e-newsletters, blogs and social media channels 
on topics such as fusarium and blackleg management, 
pre-harvest glyphosate use and safe storage.

“The online tools can easily be put into an email news 
blast to quickly get information out to growers,” says 
Bartley. “Whether it’s the 5 Simple Tips to keep crops 
ready for market, or the products of concern and MRL 
advisories, we hope that the resources are valuable to retail-
ers and provide a good basis to have these conversations 
with farmers. We encourage retailers to check the page reg-
ularly for updates to share with their customers.” 

Playing an Important Role
Both Bartley and Rezansoff emphasize the need to take 
a value-chain approach to ensuring farmers are pro-
ducing crops that are acceptable to both domestic and  
export customers. 

Rezansoff’s advice to retailers is to make sure all staff 
are utilizing the resources provided by Keep it Clean in 
their day-to-day dealings with growers. By doing so, they 
can help their grower customers protect their investments 
and help uphold Canada’s reputation as a supplier of 
high-quality canola, pulses and cereals.

“Retails, and in particular agronomists, are our front-
line of messaging to farmers to ensure products, rates and 
timing are within label and consumer safety recommenda-
tions,” says Rezansoff, adding that maintaining consistent 
information is vital. “Misapplication of products can have 
lasting impacts to Canada’s reputation of providing safe, 
high-quality food. We need a consistent message across 
the entire ag industry in Canada and we all have a role  
to play.” 

“Ag retailers and 
agronomists 
supporting the 
Keep it Clean 
message is in 
the best interest 
of farmers, 
processors and 
consumers, and 
it’s good for 
business. 

”–Mitch Rezansoff

CAAR helps distribute a new toolkit,  
developed specifically for retailers.

By Rebecca Hadfield

Download Keep  
it Clean toolkit  

materials at  
keepingitclean.ca/

advisors.

PULSES - Be Informed

  Growers are advised to consult with their grain buyer before using this product on pulse crops. Some 

grain buyers may not accept pulse crops treated with pre-harvest glyphosate due to scrutiny in the 

global marketplace and low MRLs for some pulse crops in certain major markets.

Where allowed, pre-harvest glyphosate should only be applied for weed control once grain 

moisture is less than 30% in the least mature part of the field. Applying too early can result 

in unacceptable product residues in the grain which can create market risk.

Managing the pre-harvest application of glyphosate:

• Glyphosate is registered for pre-harvest weed 

control and is not to be used as a desiccant.

• To avoid unacceptable residue levels, always 

follow the product’s label for application rate, 

timing and pre-harvest interval (PHI).

• Never harvest earlier than recommended –  

this can increase the risk of excess glyphosate 

residues in harvested grain.

• When using glyphosate for pre-harvest weed control  

in a tank mix with other products, such as Saflufenacil  

(e.g. Kixor®, Heat™), the products must still be applied 

when grain moisture content is less than 30% in the least 

mature part of the field and must also follow the PHI  

of the most restrictive product label.

• Get more information on managing pre-harvest 

glyphosate applications at keepingitclean.ca/glyphosate.

See other side for visual examples of  

lentils at less than 30% grain moisture.

GLYPHOSATE MAY POSE A MARKETING RISK FOR PULSE CROPS.

This guide is available for download at keepingitclean.ca/lentils/staging-guide

On-farm practices, like managing pre-harvest glyphosate applications, make  

a difference in protecting Canada’s reputation as a trusted supplier of high-quality  

pulses. For more ways to keep your crop ready for market, visit keepingitclean.ca.

KEEP IT CLEAN 

PRE-HARVEST

GLYPHOSATE
STAGING  
GUIDE FOR  
LENTILS

GLYPHOSATE IS A PRODUCT OF CONCERN FOR CEREALS. Where allowed, pre-harvest glyphosate should only be applied for weed control once grain moisture is less than 30% in the least mature part of the field. Applying too early can result in unacceptable product residues in the grain which can create market risk.

WHEAT
•  At less than 30% grain moisture, the kernel is firm and reasonable  pressure from your thumbnail leaves a dent (i.e. hard dough stage).
• Recommended harvest: 7-14 days after application.

BARLEY
•  At less than 30% grain moisture, the kernel is firm and reasonable pressure from your thumbnail leaves a dent (i.e. hard dough stage). 
• Recommended harvest: 7-14 days after application.

MALT BARLEY – Do Not Use
  Malt barley WILL NOT be accepted if treated with pre-harvest glyphosate.

CEREALS - Be Informed
  Some customers have contract limitations on pre-harvest application of glyphosate. Talk to your grain buyers about which crop protection products you intend to use, and to confirm that these products will not cause concern for domestic or export customers.

This guide is available for download at keepingitclean.ca/cereals/staging-guide

See other side for visual examples of oats and more information  on managing pre-harvest glyphosate applications for cereal crops. 

 Photo: Kara Oosterhuis

KEEP IT CLEAN 

PRE-HARVEST
GLYPHOSATE

STAGING  
GUIDE FOR  
CEREALS

On-farm practices, like managing pre-harvest glyphosate applications, make  

a difference in protecting Canada’s reputation as a trusted supplier of high-quality  

canola. For more ways to keep your crop ready for market, visit keepingitclean.ca.

See other side for more visual examples and additional information  

on managing pre-harvest glyphosate applications for canola.

Pre-harvest glyphosate should only be applied once grain moisture is less than 30%  

in the least mature part of the field. Applying too early can result in unacceptable residues 

in the grain which can create market risk.

• By applying at 50-60% seed colour change in the least 

mature areas of the field, growers can be confident  

grain moisture will be <30%.
• At this stage, seeds in the main stem will be:

 
  Top = green, firm to roll

 
   Middle = mostly brown, with some speckling

 
  Bottom = completely brown-black

• Recommended harvest: typically 7 days after application.

This guide is available for download at keepingitclean.ca/canola/staging-guide

KEEP IT CLEAN PRE-HARVESTGLYPHOSATE STAGING  GUIDE FOR  CANOLA
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Experience the best of both worlds with Meridian’s Stainless Steel Hybrid Bins. 
Stainless steel offers superior corrosion resistance, and is the perfect material for storing materials such 
as fertilizer. However, stainless steel only offers 60% of the yield strength as mild steel- so Meridian 
has developed the ultimate solution. The stainless steel roof, wall and hopper cone offer a superior 
long lasting storage solution, while the mild steel legs and skid offers a strong and reliable structure for 
the bin. Meridian’s high performance powder coating offers additional corrosion protection and better 
heat deflection than standard stainless finish. 

STAINLESS STEEL BODY FOR CORROSION RESISTANCE MILD STEEL LEGS & BRACES FOR STRENGTH & STABILITY

Stainless Steel Hopper Bins offer 
reliable and durable storage for 
your corrosive dry bulk solids. 
Built with 304 stainless,  Meridian 
Stainless Hopper Bins are used in a 
large range of industries, including 
agri-business, canola oil storage, 
water storage, brewing and more 
customized applications.

Full Stainless Body

Mild Steel Structures

Meridian’s pre-engineered premium 
powder coat finish is ideal for 
heat deflection and condensation 
management. The powder coat 
finish also provides superior 
corrosion resistance and wear vs. 
wet paint.

Powder Coat Exterior

While stainless steel offers superior 
corrosion resistance, mild steel 
is structurally stronger and costs 
less than stainless. By combining 
the stainless tank with mild steel 
structures and components, we are 
able to offer the best advantages 
of both products.

Our mild steel legs and bracing are 
proven in our series of both on-
farm and industrial multi-purpose 
bins.

meridianmfg.com | (800) 665-7259 | stainless@meridianmfg.com

STAINLESS STEEL HYBRID BINS

© 2020 Meridian Manufacturing Inc.  Registered Trademarks Used Under License.  (03/2020)

Custom Options
With a full range of options such 
as vent tubes, level indicators, 
ladder cages, structures and 
more, Meridian Bins are built to 
your exact needs.



RELIABLE SOLUTIONS  
FROM TRUSTED SOURCES

KochFertilizer.com  |  KochAgronomicServices.com

T: 204-729-2817     | F: 204-729-8144

Ammonia | Urea | UAN | APP | ATS | MAP

AGROTAIN® | CENTURO® | SUPERU®

From consistent nitrogen sources to dependable ways to  
protect your nitrogen investment, we’ve got you covered. 

Koch Fertilizer Canada, ULC has proudly served the Canadian  

agriculture community since 1967. We believe it’s our responsibility to 

deliver products and services you can depend on from local providers 

you trust. That’s our commitment to the industry and our promise to you. 

AGROTAIN®, CENTURO® and SUPERU® are trademarks of Koch Agronomic Services, LLC.  
Koch and the Koch logo are trademarks of Koch Industries, Inc. © 2019 Koch Fertilizer Canada, ULC.
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