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LEARN MORE AT METACAMCATTLE.CA

To cattlemen words like obligation and honour are the 
backbone of a life spent providing for others. To you, 
things need to feel right. In your head and in your gut. 
After all, you’re not just raising cattle, you’re rearing 
the next generation of cattlemen.

Boehringer Ingelheim is passionately devoted to the 
advancement of farm animal well-being. 

You do what it takes to manage their pain.

© 2019 Boehringer Ingelheim (Canada) Ltd. All Rights Reserved.
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MANAGING EDITOR’S NOTES
By Sharon Laidlaw

A
s I sat to write this column, I thought 

it fitting to write about mental health 

.awareness for two reasons. First, May 

6 to 12 was mental health awareness week, 

and second, late last month, Dairy Farmers of 

Ontario (DFO) launched a page on its web-

site—www.milk.org/mentalhealth—dedicat-

ed to providing producers with mental health 

resources they can easily access and share with 

family members. 

The page features articles, links to organiza-

tions offering mental health support, a calendar 

of events listing mental health-related courses 

and training, a list of important phone num-

bers to call in times of crisis, related statistics 

and interesting information on mental health 

research in Ontario and Canada. Producers 

are encouraged to check the page regularly for 

updates since DFO communications staff will 

upload new information and resources as they 

become available.

With more focus being placed on mental 

health awareness in the agricultural sector, 

DFO wanted to ensure producers had a place 

to turn to when looking for support. And it is 

not alone in that regard. Many other organiza-

tions, and now even the provincial government, 

recognize mental health services in the agricul-

tural community have been neglected for far 

too long. According to Andria Jones-Bitton, a 

University of Guelph veterinary medicine pro-

fessor who spearheaded a nationwide mental 

health study in 2015, farmers and veterinar-

ians experience high levels of depression and 

other mental illnesses—more than the general 

population. The survey revealed farming has 

its own unique stressors compared with other 

industries, and when these stressors become 

too much to handle alone, it is important for 

producers to know there is help.

Supporting farmers’ mental health is just 

what the provincial government had in mind 

when it launched its new video series aimed 

at raising awareness about the challenges pro-

ducers face around planting season. The video 

series is part of a broader, agriculture-focused 

mental health awareness effort the government 

started in January. It also includes a social media 

campaign and roundtable discussions with On-

DFO launches new page on its website to share resources and links

MENTAL HEALTH TOOLS[
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tario Agriculture Minister Ernie Hardeman. 

Industry organizations, such as Farm Credit 

Canada and Do More Agriculture Founda-

tion, offer a host of services that include an 

assessment tool, access to printed and online 

resources, as well as articles and blogs. Produ-

cers looking for ways to help their employees 

manage mental health issues and wanting to 

foster a healthy working environment can 

turn to thinkmentalhealth.ca, a service or-

ganized by Ontario’s health and safety system 

partners, including Workplace Safety & Pre-

vention Services. Here, producers can access 

tools, models and frameworks to help reduce 

stigma and manage mental health hazards in 

the workplace.

At the youth level, 4-H Canada recently 

launched its Healthy Living Initiative to sup-

port the emotional and physical well-being of 

rural youth across the country. It is planning 

to deliver webinars and workshops, as well as 

provide assistance with the creation of resources 

to distribute to more than 7,700 4-H volunteer 

leaders who serve as mentors and role models. 

Volunteers will also be trained on how to help 

identify youth in distress and provide them ac-

cess to support and services. More information 

is available at 4-h-canada.ca/healthyliving.

And don’t forget about the power of peer-to-

peer support. There are producers throughout 

the province who gather in small groups to not 

only share stories about common challenges, 

but simply to lend a listening ear to a fellow 

farmer who may be struggling with family or 

personal issues. 

It is important to remember reaching out 

for help is not a sign of weakness, but an act of 

strength. Together, producers and their families 

can break the stigma of talking about mental 

health in agriculture.
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Conestogo Agri Systems Inc.
Alma, ON  519 638-3022

Dairy Lane Systems Ltd.
Komoka, ON  519 666-1404

Lawrence’s Dairy Supply Ltd.
Moose Creek, ON  613 538-2559

McCann Farm Automation Ltd.
Seeley’s Bay, ON  613 382-7411

Performance Dairy Centre Inc.
Embro, ON  519 423-9119

Sheehy Entreprises Ltd.
Shubenacadie, NS  902 758-2002

Wood’s Dairy Source
Keene, ON  705 295-3247

Your business depends on high-quality milk production and top-level herd management. The DairyRobot R9500 is engineered to 

enhance the milking process for the cow and help you focus on making the most of your time. Efficiently designed to welcome cow after 

cow and help you manage every step in their lactation, the DairyRobot R9500 brings a new level of intelligent milking to your farm.

Intelligently designed 
for you and your cows

Introducing the GEA DairyRobot R9500 

New!

Innovative 
milk sensor

Industry’s first  
continuous (complete 

milking) individual 
quarter SCC 

monitor

Increased 
comfort

Ideal cow positioning 
and convenient access 

for you

 
In-liner 

everything™

Advanced technology 
performs all milking 

steps in one 
attachment
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Bart Rijke, vice-chair
Dairy Farmers of Ontario 

April 25, 2019 

T
hese are exciting times for the Ontar-

io dairy industry with Dairy Farmers 

of Ontario (DFO) ramping up its new 

advertising campaign. 

 DFO’s marketing team and its agency partners 

worked collaboratively with the board for many 

months to build a unique, creative approach 

for the campaign that would resonate with con-

sumers. After launching the television commer-

cial on April 22, we have now released the rest of 

the campaign elements across the entire province, 

which will run for about three months.  

 One of the most compelling insights that 

came out of DFO’s marketing research was 

learning consumers want to know more about 

the craft, care and passion that goes into dairy 

farming. Consumers really resonate with val-

ues, such as hard work, honesty, compassion 

and integrity. It serves as a bridge to connect 

with them in a very meaningful way. 

When it came time to cast talent for the adver-

tising campaign, we knew there was no better rep-

resentation of these values than you, our producers. 

Ontario producers, their families and farms needed 

to be the heroes of the entire campaign.   

 With this approach in mind, DFO market-

ing staff began recruiting and connecting with 

producers across the province with support from 

DFO’s producer relations team. We were delight-

ed to see how many producers and their families 

were excited to be a part of this creative process.  

 For this campaign, DFO established specif-

ic casting criteria to help refine the search, such 

as diversity of family composition and gender, 

location, ability to accommodate taping sched-

ules, having a generational farm story, as well as 

farm and property layout. 

 After a few weeks, staff chose the final farm 

locations and families to feature in the video and 

photo shoots. Six Ontario producers and their 

families were cast for this campaign. Each of 

them graciously hosted us, DFO’s agency staff 

and film crew in late March to film and pho-

tograph their families, farms and herds. We are 

so appreciative of their generosity, collaboration 

and accommodation during these shoots. 

 Not only will these producers and their families 

be the stars in some of the advertising assets on tele-

DFO VICE-CHAIR’S MESSAGE
By Bart Rijke

L
’industrie laitière de l’Ontario vit des 

moments passionnants grâce à Dairy 

Farmers of Ontario (DFO) qui accélère 

sa nouvelle campagne publicitaire. 

 L’équipe commerciale de DFO ainsi que 

ses organismes partenaires a collaboré avec le 

conseil pendant plusieurs mois afin d’élabor-

er une approche créatrice unique pour la cam-

pagne qui parlerait aux consommateurs. Après 

le lancement de l’annonce télévisée le 22 avril, 

le reste des éléments de la campagne que nous 

avons communiqués dans toute la province le 

seront pendant environ huit semaines.

 L’un des éléments importants qui est res-

sorti de la recherche commerciale de DFO a 

été d’apprendre que les consommateurs veu-

lent en connaître davantage au sujet de la fab-

rication, des services et de la passion au sein 

des exploitations laitières. Les consommateurs 

sont vraiment sensibles aux valeurs comme le 

travail acharné, l’honnêteté, la compassion et 

l’intégrité. Cela permet d’établir un lien sérieux 

avec eux. Lorsqu’il a fallu choisir des talents 

pour la campagne publicitaire, nous savions 

que rien ne pouvait mieux nous représent-

er que vous, nos producteurs. Les producteurs 

de l’Ontario, leurs familles et leurs fermes de-

vaient être les héros de toute la campagne.

 En ayant cette approche à l’esprit, le person-

nel commercial de DFO a commencé à recher-

cher et à engager des producteurs dans toute la 

province grâce au soutien de notre équipe des 

relations avec les producteurs. Nous avons été 

heureux de constater à quel point de nombreux 

producteurs et familles étaient enthousiastes à 

l’idée de prendre part à ce processus créatif.

 Pour cette campagne, DFO a défini des 

critères de choix précis afin d’affiner la recher-

che, comme la diversité de la composition et des 

membres de la famille, l’emplacement, la capac-

ité à s’adapter au respect des échéances, l’histoire 

de la ferme à travers les générations, ainsi que la 

disposition de la ferme et des terrains. 

 Après quelques semaines, les membres du 

personnel ont choisi les fermes et les familles 

retenues pour les films et les photos. Six pro-

ducteurs ontariens ainsi que leur famille ont 

été choisis pour la campagne. Fin mars, cha-

cun d’eux nous a chaleureusement accueillis, 

ainsi que le personnel de DFO et l’équipe de 

tournage du film, pour filmer et photographi-

er leur famille, leur ferme et leurs troupeaux. 

Nous sommes vraiment reconnaissants de leur 

générosité, de leur collaboration et de leur ac-

cueil au cours de notre passage. 

 Les producteurs et leur famille seront non 

seulement les vedettes de certaines annonces 

télévisées, à la radio, sur les médias sociaux, les 

sites Web et les tableaux d’affichage dans toute 

la province, mais d’autres producteurs appa-

raîtront dans des tranches d’émissions matina-

les locales à la télévision, comme Breakfast Tele-

vision sur City TV et Your Morning sur CTV.

 La campagne marque le début d’une aven-

ture passionnante pour que les consommateurs 

fassent de nouveau confiance aux produits 

laitiers. Nous avons l’intention de soutenir 

cette approche authentique et honnête dans 

notre publicité en choisissant de vrais produc-

teurs avec leur famille dans un avenir proche. 

Cela correspond à la stratégie de DFO qui con-

siste à fabriquer des produits laitiers comme il 

se doit. Une façon de le faire est de montrer 

une image réelle et honnête de ce que nos pro-

ducteurs font tous les jours, notamment leur 

système de valeurs et leur mode de vie. Restez 

à l’affût de notre prochaine campagne en cours 

de planification.

WWW.MILKPRODUCER.CA 

CAMPAIGN MARKS BEGINNING OF EXCITING JOURNEY [
vision, radio, social media, website and billboards 

across the province, additional producers will be a 

part of upcoming segments on local TV morning 

shows, such as City TV’s Breakfast Television and 

CTV’s Your Morning.  
 This campaign marks the beginning of an 

exciting journey to renew consumers’ faith in 

dairy. We intend to sustain this approach of au-

thenticity and honesty in our advertising by cast-

ing real producers and their families in the fore-

seeable future. This aligns with DFO’s strategy 

to make dairy the way it is meant to be. Part of 

“doing dairy right” is showing honest, real por-

trayals of what our producers do every day, in-

cluding their value system and way of life. 

Stay tuned for our next campaign because 

planning is already underway. 

LA CAMPAGNE MARQUE LE DÉBUT D’UNE AVENTURE PASSIONNANTE [



vetoquinol.ca

VetoSeal™

 DRY COW INTRAMAMMARY
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• Non-antibiotic teat sealant

• Helps control mastitis during the dry period

• Available in a convenient 144-syringe 
container and a 60-syringe box
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TEAT SEALANT TECHNOLOGY

Two tips to get rid of the Blues
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partial insertion is preferable  
to help reduce the risk of infection
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MENTAL HEALTH RESOURCES AVAILABLE

A  
dedicated mental health web page with 

resources and links, including phone 

.numbers, support groups and upcom-

ing events, is now live on Dairy Farmers of On-

tario’s (DFO) website. 

With more focus being placed on men-

tal health awareness in the agricultural sector, 

DFO put together resources to help producers 

address areas of concern. 

“DFO takes farmer mental well-being very 

seriously,” says Laural Adams, DFO’s commu-

nications manager. “With the creation of the 

web page, DFO wanted to provide easily acces-

sible resources to producers.”

The page, which was launched on April 22, is 

available behind the password on the producer dash-

board and the DPC Members section. It can also be 

accessed on DFO's public website under Farmers, 

or by visiting www.milk.org/mentalhealth.

Producers are encouraged to share the web 

page with friends and family. The page includes 

the following sections:  

• A calendar of events listing mental health-re-

lated courses, training and presentations;

• A list of important phone numbers to call in 

times of crisis;

• Statistics and interesting information on 

mental health research in Ontario and Canada;

• Archived Milk Producer magazine articles on 

mental health topics, such as:

• An open letter to producers from On-

tario Minister of Agriculture, Food 

and Rural Affairs Ernie Hardeman:  

bit.ly/2VApSHB;

• The inspiration behind a dairy farmer 

creating the Lexington and Addington 

Farmer Wellness Program in Ontario: 

bit.ly/2XWgI5V;

• Seven mental health tips and a self-as-

sessment by Workplace Safety & Assess-

ment Services: bit.ly/2IuwjWq.

• External links to resources, including:

• Farm and Food Care’s Farm Animal Care 

Helpline, a confidential farmer helping 

farmer service that provides advice for 

taking care of animals: bit.ly/2UGXpjL;

• Farm Credit Canada’s Rooted in Strength 

mental health resources: bit.ly/2IIAihl, and 

the complete booklet: bit.ly/2DkKE3z;

• Do More Agriculture Foundation, 

a Canadian agriculture mental help 

foundation with a page of resources: 

domore.ag.

Producers are encouraged to check the page 

regularly for updates since DFO communica-

tions staff will add new information and re-

sources as they become available.

As well, mental health resources will be in-

cluded in DFO’s Farmers’ Toolkit, currently 

under development.

8 MAY 2019 | MILKPRODUCER
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BUCHANAN & HALL 
Stratford, ON
519-271-4793 

DAIRY LANE SYSTEMS 
Komoka, ON

519-666-1404 

DUNDAS AGRI SYSTEMS 
Brinston, ON

613-652-4844

LAWRENCE’S DAIRY SUPPLY 
Moose Creek, ON

613-538-2559

MCCANN FARM 
AUTOMATION

Seeleys Bay
613-382-7411

NORWELL DAIRY SYSTEMS 
Drayton, Woodstock,

Lindsay, Brinston
519-638-3535

OPTIMUM AGRI 
Belle Vallee, ON
705-622-2480

PERFORMANCE DAIRY 
CENTRE 

Embro, ON
519-423-9119 

WOOD’S DAIRY SOURCE
Keene, ON

705-295-3247
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800-701-3632

Daritech engineers efficiency and longevity into everything we develop and manufacture. 
We’ve been helping dairy farmers get the most out of their land and herds for over three 

decades. The experience of working with dairies of all shapes and sizes gives us the knowledge 
to develop cost-effective, automated process flow solutions for your farm.

Partner with Daritech and you’ll get more than just a single piece of equipment that might 
address one challenge, you’ll get the benefit of years of experience and sound advice to help you 
ensure the future of your farm and family. Contact us today for a dealer near you!

SAND BEDDING RECOVERY FLUSH WATER SYSTEMS SOLIDS SEPARATION MANURE PUMPING

Increase efficiency, not labor ...

C
anWest DHI, Valacta and 

the Canadian Dairy Net-

work are partnering to 

form a new organization known 

as Lactanet Canada. 

“We have an exciting year of 

change ahead,” says Neil Pe-

treny, general manager of Can-

West DHI and newly-appointed 

chief executive officer of Lacta-

net. “We’re positioning the orga-

nization for the future.” 

The partnership, which will come 

into effect on June 3, will bring to-

gether leading dairy herd improve-

ment organizations responsible for 

milk recording, genetic evaluations 

and knowledge transfer in Canada.

Lactanet will leverage the 

strengths of its founding compa-

nies to fully integrate herd manage-

ment, genetics and extension into a 

distinct suite of services for Cana-

dian dairy producers. In addition, 

blending the partners’ research and 

development resources will ensure a 

strong future for Lactanet.

“By combining key elements of 

profitable dairy herd management 

services, Lactanet provides Cana-

dian dairy producers with tools to 

help them succeed, while ensuring 

our global leadership position for ef-

ficient milk production and dairy 

cattle genetics,” Petreny says.  

Lactanet’s name and logo rep-

resent innovation and collabora-

tion, and is meant to reflect the 

partnership today, as well as what 

it strives to be in the future. 

The new organization has a pro-

ducer-driven governance structure 

consisting of up to 11 board mem-

bers. Six of these members are ap-

pointed by the organizations that 

provide dairy herd management ser-

vices, while one director is each ap-

pointed by Dairy Farmers of Can-

ada, Holstein Canada and Semex 

Alliance—all of which are also gov-

erned by Canadian dairy producers. 

The board can also have up to two 

external members, recommended 

for their particular expertise.

LACTANET CANADA TO PROVIDE INTEGRATED SERVICES

FROM LEFT are Lactanet’s board of directors Yvon Boucher, 

Gert Schrijver, Tom Pasco, Pierre Lampron, Barbara Paquet, Matt 

Flaman, Ed Friesen, Korb Whale, Gilles Côté and Harm Kelly.

Lactanet’s founding organiza-

tions have 500 staff members dedi-

cated to providing services to more 

than 10,000 dairy farms across 

Canada. The new organization will 

operate from existing business lo-

cations in Guelph, Ont., and Ste-

Anne-de-Bellevue, Que., and will 

continue to manage four lab opera-

tions across the country.

“(This) is a milestone for our in-

dustry,” says Barbara Paquet, Lac-

tanet’s newly-appointed chair. 

“Lactanet is an example of (the or-

ganizations) working together across 

the country and in different areas of 

our industry for the betterment of 

the Canadian dairy sector.”

For more information, visit 

www.lactanet.ca. 
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Milking Robots  
Cow Well-being

Cows feel comfortable and remain calm during  

the automated milking process. The robot arm  

approaches the cow from behind and milking 

takes place between the back legs. So they are not 

distracted and experience no stress. Two cows can 

stand next to one another and look out on the  

cowshed via the open frame and feel as if they are 

still with the herd. 

The combination of these factors, together with  

the pre-milking process, helps to achieve a smooth 

and complete milking.

BouMatic Robotics has an 

abundance of cow and 

milking system knowledge 

and we pass this along to 

our dealers and farmers.

A U.S. Company

www.boumaticrobotics.comwww.boumatic.com

G
e

n
tly, Q

uickly and Com

ple
te

ly
™

BouMatic Robotics
Driving Innovation, Advancing Technology
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NOTICE: To keep Ontario dairy producers and other industry sectors informed, 

Dairy Farmers of Ontario (DFO) publishes changes to its regulations. Complete 

regulations are available on DFO’s website at www.milk.org.

DFO Regulation 06/19 replaces DFO Regulation 05/19 and was made to adjust the 

price of Special Milk Classes as a result of a Canadian Dairy Commission (CDC) 

announcement, effective May 1, 2019, as follows:   

Class     Butterfat Price ($/kg)        Protein Price ($/kg)      Other Solids Price ($/kg)

         New         Old                  New      Old                  New        Old

5(a)           7.5036     7.3789            4.8047    3.4285           0.6484     0.7660

5(b)           7.5036     7.3789            2.3082    2.3411           2.3082     2.3411

5(c)           7.1716     7.0518            1.9323    1.9986           1.9323     1.9986

 

DAIRY FARMERS OF ONTARIO

Murray Sherk, chair Tracy McGilley, corporate secretary

POLLED • A2A2
VOGUE

KINGSIZE P

Now available at 

#1 Polled Bull +3439 GPA LPI
Huge Components +183 CFP

+98 kg fat + 0.37%
+85 kg prot. + 0.30%

“King Royal” x “Powerball”

From 13 generation VG or EX

For more A2 & polled genetics, contact us!

info@validitytesting.com

Office: 519-856-4999  • Dave Cell: 905-866-7800

www.validitytesting.com

Wondering what % of your 

herd is A2A2?
Fast, efficient A2A2 herd testing and genomic 

testing is available from Validity
Contact us for more details.

200HO11523

info@voguecattle.com • Cell: 905-866-7800

ARTISAN CHEESEMAKERS 

FORM ASSOCIATION

A 
new association in British Columbia 

aims to showcase the province’s arti-

san cheese industry by bringing togeth-

er those involved in the artisan cheese sector. 

 “The B.C. Artisan Cheese Association 

(BCACA) is creating a space for B.C.’s chee-

semakers to share experiences, challenges and 

successes with one another,” says B.C.’s Min-

ister of Agriculture Lana Popham. “It’s also an 

opportunity for them to network and connect 

with other British Columbians to increase val-

ue-added food processing in B.C.”

 Artisan cheese is produced through val-

ue-added food processing. Cheesemakers work 

with dairy suppliers to turn B.C. milk into a 

variety of cheeses, including blue cheese, ched-

dar and brie, using cows’ milk, as well as milk 

from goats, sheep and water buffaloes. 

 “Cheesemakers across B.C. are being no-

ticed for their creativity and impressive qual-

ity,” says Emma Davison, BCACA’s chair. 

“We’re using B.C. milk, which has some of the 

highest standards in the world. Becoming uni-

fied in this association allows us to leverage our 

reach and educate consumers about the impor-

tance of cheeses that are produced locally.”

 BCACA was created to represent the prov-

ince’s artisan cheesemakers, as well as indi-

viduals from different sectors involved in the 

cheesemaking process—from the farm to the 

grocery store. There are currently about 25 ar-

tisan cheesemakers throughout the province. 

 BCACA’s founding members include Da-

vison, who is from Golden Ears Cheesecraft-

ers in Fraser Valley, B.C., as well as director 

and treasurer Jason Dykstra from Mt. Leh-

man Cheese Company in Fraser Valley, B.C., 

and vice-chair and secretary Raymond Gour-

lay from Little Qualicum Cheeseworks on 

Vancouver Island, B.C. 
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OXFORD MILK REPLACER

 Classic formula 
providing top quality 

nutrition with your 
budget in mind. 

Excellent mixability and 
functional for any 
feeding system. 

24/17 OXFORD 
MILK REPLACER

A step up from the classic 
formula, this ration pro-
vides slightly increased 
energy levels to encour-
age growth and support 
body condition without 
inhibiting feed intakes 

year round.

 A high-octane formula 
providing equal parts fat 
and protein. Perfect for 

providing that extra boost 
when calves need it most. 
Ideal for the first 4 weeks 
of life when energy is a 

limiting factor for growth, 
feeding Jersey calves and 

winter feeding.

24/20 OXFORD 
MILK REPLACER

24/24 OXFORD 
MILK REPLACER

519-537-1945
oxfordcattle@gmail.com

OXFORD MILK REPLACERS FEATURES
Mixability
Milk replacers disperse and mix quickly leaving no residue whether mixing by 
hand, electric mixer or automatic feeder. 
Feed-ability
Calves aggressively consume milk replacers with no reduction in dry feed 
intakes at various fat inclusion rates.
lndustry supported
We draw from the vast experience of our ingredient suppliers in Canada and 
the US to ensure the quality of our products.
Proven Performance 
All milk replacers sold have been extensively used and tested at Oxford Cattle 
Company’s calf rearing facilities.

PORCINE PLASMA
Porcine Plasma Highly 
recommended.

-

-

Experimental research

VOLUNTEERS NEEDED FOR 

BREAKFAST ON THE FARM

F
arm & Food Care Ontario 

(FFCO) is looking for vol-

unteers to assist with the or-

ganization’s Breakfast on the Farm 

events this year. 

“These events are successful due 

to the wide variety of sponsors, 

educational and corporate exhib-

itors, food donors and volunteers 

who help make them possible,” 

says Kelly Daynard, FFCO’s exec-

utive director. 

The first Breakfast on the Farm 

event will take place on June 22 at 

Jobin Farms in Tecumseh, Ont., 

and the second will take place on 

Sept. 14 at a fruit orchard near 

Barrie, Ont. 

Jobin Farms has been in the Jo-

bin family for four generations and 

is now operated by brothers Phil 

and Paul Jobin, as well as their fam-

ilies. The new state-of-the-art frees-

tall barn is home to 250 dairy cat-

tle and includes an automatic calf 

feeder and robotic aisle cleaner. 

Breakfast on the Farm pro-

vides an opportunity for farm-

ers to showcase the agriculture 

and agri-food industry, giving the 

public a chance to meet real farm-

ers. Guests attending the June 22 

event will be treated to an all-On-

tario breakfast, and will have a 

chance to tour the farm. 

“These are outstanding oppor-

tunities for consumers to visit a 

working Ontario farm, meet many 

farmers and learn from a variety of 

exhibits representing many On-

tario agriculture sectors,” Daynard 

says. “Because of their close prox-

imities to Windsor and Ottawa, 

Ont., we do expect both events to 

sell out this year. We’ll have 2,000 

tickets available for each.” 

Those interested in registering as 

a volunteer can visit bit.ly/2IX0aq1. 

Volunteer registration for the Sep-

tember event will open in late June. 

For more information, visit 

bit.ly/2vlSV2V. 

PICTURED ARE the Jobin family members, including (back 

row) Julia, Bobby, (middle row) Emma, Eric, Alexandrea, (front 

row) Tania, Paul, Rose, Tigh, Phil and Jennifer.
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“... absolutely helps our milk quality.”
— Rob and Gail Klinkner

“We have used Udder Comfort™ 
faithfully since picking up 
samples many years ago at 
World Dairy Expo. We use it on 
fresh cows,” says Rob Klinkner. 
Dairying goes back three 
generations, but he and Gail started Klinkner Holsteins 
from the ground up. They milk 50 Holsteins and Jerseys 
near Viroqua, Wisconsin, with a combined RHA of 25,876 
pounds of high quality milk with SCC averaging 153,000.

“Udder Comfort brings our cows back into production 
much faster, and it absolutely helps our milk quality,” 
Gail explains. “We apply it to all fresh udders after each 
milking for the fi rst 3 days after calving, some longer.

“Udder Comfort applies more easily and more evenly, 
and we see more consistent results that are absolutely 
different. We did not see results like this with other 
products. Udder Comfort is the best.”

KLINKNER HOLSTEINS, VIROQUA, WI, Rob and Gail Klinkner 

50 registered Holsteins and Jerseys

RHA 25,876M 3.4F 3.0P, SCC 153,000For external application to the udder only, after milking, as an essential component of 
udder management. Always wash and dry teats thoroughly before milking.

1.888.773.7153    1.613.652.9086
uddercomfort.com
Call to locate a distributor near you.

Gail and Rob Klinkner with Rylan and Garrison at our booth during the 2018 World Dairy Expo. 
Not pictured are children Reagan, Rubi and Ginger.

E-LEARNING TOOL SUPPORTS AGRI-FOOD EDUCATION

S
tudents from Brescia University College in 

London, Ont., are now equipped with an 

e-learning tool developed by AgScape that 

will help them learn more about the agriculture 

and agri-food industries.  

 “Most students are several generations removed 

from farm life,” says Dr. June Matthews, an associ-

ate professor in the school of food and nutritional 

sciences at Brescia. “However, they have a genuine 

interest in learning how their food is produced.” 

 Matthews says several years ago, she realized the 

school’s curricula lacked evidence-based informa-

tion about agriculture, and began advocating for 

an agriculture course as part of Brescia’s foods and 

nutrition program. 

 While attending a conference at the Universi-

ty of Guelph in 2018, she learned about a com-

prehensive business of food (BOF) online training 

tool that AgScape uses to train new, under-em-

ployed and retired Ontario-certified teachers to be-

come AgScape teacher ambassadors.

 Matthews believes students at Brescia could uti-

lize the tool to enhance their own knowledge and 

understanding of agriculture and food. 

 In January 2019, 33 students enrolled in 

the school’s Agriculture and Food Systems: 

Critical Conversations course to learn about 

DR. JUNE MATTHEWS is an associate professor in the school of food and nutritional sci-

ences at Brescia University College in London, Ont. 

agriculture and food topics, such as local 

food, food security, Canadian agriculture and 

animal health and welfare. 

 Students followed AgScape’s BOF e-learn-

ing modules, which include 12 agri-food top-

ics, such as careers in agriculture. To allow stu-

dents to further explore topics, the course also 

included in-class presentations, discussions 

with topic experts through video conferencing, 

interviews with farmers and experiential learn-
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Trust
family       neighbours       wisdom       intuition      dreams

At MNP we believe trust is earned. With an eye 
for detail and a personalized approach, we provide 
accounting, consulting and tax advice that helps 
your farm succeed. 

Find us in your local communities 
at MNP.ca/onag

MNP.ca

(800) 265-8303  |  INNERKIP, ON  |  KEMPTVILLE, ON  |  ONTARIOHARVESTORE.COM

TAKING CONTROL OF YOUR FEED
MEANS TAKING CONTROL
OF YOUR LIFE

Innovative Farm Technologies

ONTARIO’S EXPERTS IN 
AUTOMATED & PRECISION 
FEEDING AND STORAGE
TECHNOLOGIES

800-825-4961

Make a stressful chore easy

DR. HOOF SERIES 2

1769 Listowel Rd. RR4 Elmira, ON
• www.cowcatcher.ca   • weberfarmserv@hotmail.com

Weber’s Farm Service

• Exceptional Leg Control
•  Auto-Catch Headgate

•  Wide Belly Band

ANIMAL WELFARE 

COMPLAINTS

S
tarting April 1, 2019, the Ontario Society 

for the Prevention of Cruelty to Animals 

(OSPCA) will no longer conduct investi-

gations or enforcement related to livestock wel-

fare complaints. At this point, this role has been 

assigned to the Ontario Provincial Police (OPP) 

and-or local police agencies.

Dairy Farmers of Ontario (DFO) is working to 

ensure it continues to be contacted when com-

plaints related to dairy animals arise. 

If producers have any questions, they can 

contact their DFO field services represen-

tative. Media inquiries can be directed to 

questions@milk.org.

DFO will provide details on this change when 

more information becomes available.

ing field trips to local farms. 

 In addition to the BOF online training, 

Matthews reached out to Farm & Food Care 

Ontario (FFCO) to review the school’s in-class 

course, as well as provide information about 

potential guest speakers. 

 “There are conversations happening about food 

and farming in post-secondary classrooms all over 

Ontario with little consultation with farmers or ag-

riculture professionals,” says Madeline Rodrigue, 

FFCO’s communications co-ordinator. “When 

Matthews reached out and expressed how import-

ant she felt it was to include us in the conversation, 

we were happy to participate.” 

 Matthews says she hopes the new course at 

Brescia will direct students to credible sources of 

information and challenge their misconceptions 

about the industry, while providing them with a 

new perspective about agriculture and food. 

 “I want them to know as future health care 

professionals, they must accurately present infor-

mation on all sides of an issue,” Matthews says. 

“Whether they are obtaining informed consent for 

an intervention in clinical practice or describing 

various methods of food production to the public, 

they must respectfully provide objective, unbiased 

information so their patients and the public can 

make medical and food decisions based on facts.”

 Matthews says she’s thankful the course is now 

part of the school’s foods and nutrition program 

to provide students with a balanced perspective on 

the food system. 

 “I am also thankful for the people who have of-

fered to be part of it,” she says. “These people are 

experts in their fields.” 
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Beckelm Farms Ltd. 

Salisbury, New Brunswick

• Simply • Comfortable • Cows

QUEBEC DAIRY PROCESSING CENTRE 

RECEIVES FEDERAL FUNDING 

Quebec cheese processors can continue to 

innovate and compete with the help of a 

$376,668 federal investment under the 

Dairy Processing Investment Fund. 

 The Cheese Expertise Centre in Saint-Hyacin-

the, Que., will use the funds to support two proj-

ects, including creating a database of standardized 

production processes for artisanal cheesemakers 

across Canada, and developing a series of technical 

cheesemaking training seminars.

 “Canada’s robust dairy processing sector con-

tinues to respond to Canadians’ growing appe-

tite for new, artisanal and innovative dairy prod-

ucts,” says Minister of Agriculture and Agri-Food 

Marie-Claude Bibeau, who made the funding an-

nouncement in April. 

 Pascal-André Brisson, the Cheese Expertise 

Centre’s board chair, says this investment will 

help the centre strengthen its expertise in the 

Canadian dairy sector by reducing reliance on 

foreign expertise. 

 “Our organization will continue its efforts in 

support of the Canadian dairy sector,” Brisson says. 

“In addition, this is a golden opportunity for the 

Canadian cheese industry to move toward promis-

ing technologies and ensure we are competitive.”

 The Cheese Expertise Centre supports cheese 

production that contributes to regional develop-

ment through technical consulting services, tech-

nical support for quality improvement, training, 

extension and innovation.

 “Our government is committed to helping the 

sector modernize and remain competitive, and 

supporting our world-class processors in staying on 

the cutting edge while creating well-paying jobs for 

our middle class,” Bibeau says.  

 To date, 26 Quebec dairy processors have 

been approved for funding, valued at more 

than $17.4 million under the $100-million 

Dairy Processing Investment Fund, to support 

a variety of projects related to cheese, milk dry-

ing, yogurt, cream and butter.

 Along with the Dairy Processing Investment 

Fund, the Canadian dairy sector is also supported 

by the Dairy Farm Investment Program. To date, 

more than 1,900 projects have been approved for 

funding, valued at more than $128 million, to sup-

port a variety of projects—from small investments 

in cow comfort equipment to large projects related 

to automated milking systems.

SUPPORTING 

MILK IN SCHOOLS

T
.he B.C. Dairy Association board of direc-

tors has approved the budget to support 

the school +Milk program for the 2019-20 

school year.

 Twelve times in a school year, the program of-

fers milk to about 155,000 British Columbia stu-

dents from kindergarten to Grade 5. 

About 70 per cent of B.C. schools are enrolled 

in the +Milk program, which is delivered through 

the B.C. School Fruit and Vegetable Nutritional 

Program, administered by B.C. Agriculture in the 

Classroom Foundation.

 According to a recent evaluation of the pro-

gram, elementary school students participat-

ing in +Milk were significantly more likely to have 

tried milk at school compared with students at 

schools not offering +Milk. For teachers and 

co-ordinators at schools participating in the pro-

gram, 69 per cent indicated the majority of stu-

dents looked forward to the program.

 There is no cost to schools to participate in 

the program. Funding for +Milk comes from a 

partnership between the provincial government, 

Provincial Health Services Authority and B.C. 

Dairy Association. All milk provided in the pro-

gram is from B.C. dairy producers.
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SILO-KING SILO-KING 
®

PLUS IIPLUS II
LESS HEATING
INCREASED DIGESTIBILITY
ENHANCED PALATABILITY
MORE ENERGY
IMPROVED BUNK LIFE

AGRIKING.COM/CANADA

Forage & Silage Additive

14,000 GAL QUAD-STEER ARTICULATING TANK
Large capacity steering tank with unbeatable maneuverability and flotation

1-877-837-7323
nuhnind@nuhn.ca

www.nuhn.ca

NUHN INDUSTRIES LTD

4816 Line 34, Sebringville, 
ON N0K 1X0, Canada

ELECTRONIC STEERING

FRONT PUMP SYSTEM

UNLOADS 3,000 GPM
ADVANCED PRECISION

LARGE 35.5 x 32 TIRES
MASSIVE FOOTPRINT

OPENING THE DOOR 

FOR LOCAL FOOD

F
armers, food distributors and public sec-

tor organizations will be given several 

tools from the Ontario government to 

help put more Ontario food on dinner tables. 

“For consumers, local food is at the heart of 

our agri-food industry,” says Minister of Agri-

culture, Food and Rural Affairs Ernie Harde-

man. “Opening the door to the broader public 

sector for local food procurement is part of our 

government’s plan to strengthen Ontario’s local 

food economy.”

In March, the Ontario government estab-

lished the final goal of the Local Food Act to 

attempt to remove barriers and open the door 

for local food in the broader public sector. This 

will allow organizations, such as colleges, uni-

versities, hospitals and municipalities, to pro-

cure local food.

The government is taking several steps to 

support this goal, including:

• Launching a series of new case study videos, 

featuring best practice advice from different 

public sector organizations;

• Creating a new, interactive map of local food 

hubs that connects local food businesses to po-

tential new markets;

• Providing easy-to-use tracking tools to measure 

procurement, allowing organizations to increase 

their use of local food and track their success;

• Awarding public sector institutions that 

achieve their local food targets with certificates 

of recognition;

• Making it easier to use the Foodland Ontario 

logo to promote local food;

• Offering webinars for agri-businesses that 

want to become a local food vendor;

• Continuing to promote local Ontario food 

through the Foodland Ontario program;

• Ensuring the Ontario Food Terminal contin-

ues to play a key role in Ontario agriculture by 

looking at opportunities for improvements; 

• Consulting with farmers, distributors and the 

broader public sector regarding barriers in the 

local food economy;

“Ontario’s farmers and food businesses work 

hard to provide us with the best and safest food 

in the world all year,” Hardeman says. “We’re 

determined to proudly and loudly promote all 

the good things we grow in Ontario.”



T
hrough its partnership with Maple Leaf Sports and Entertainment, 

Dairy Farmers of Ontario (DFO) hosted activations during the To-

ronto Maple Leafs playoffs. 

Staff handed out cheer cards, as well as invited fans to have their pic-

tures taken at a photo booth and post them on social media using the 

hashtags #StayRealWithMilk and #LeafsForever. 

“The activations were well received and resulted in increased followers 

and engagement across all DFO social media platforms,” says Kayla Crnic, 

DFO’s marketing events specialist.

DFO also handed out Black Diamond Cheestrings, and ran two contests 

to give away a Toronto Maple Leafs Connor Brown jersey, as well as tickets 

to a playoff game and dinner with Leafs alumni Shayne Corson. 

During one tailgate activation, DFO handed out Nestlé Scoops ice cream 

in an attempt to solve a debate initiated by Leafs player Mitch Marner. In me-

dia reports, Marner talked about preferring to eat ice cream “soup” rather 

than sundaes before every game. 

Similar activations are also taking place at all Toronto Raptors playoff 

games at home.
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 Study was completed at Mapleview Agri Research Facility in Moorefield Ont.

 80 calves were randomly divided into 2 equal groups.

 Nutra-Glo was added to the ration once daily to one of the groups.

 Nutra-Glo calves averaged 23.7 lbs heavier on the same amount of ration!

 Nutra-Glo calves had significantly reduced scours especially under 28 days!

 Nutra-Glo helps reduce antibiotic costs and time spent treating sick calves!

 Nutra-Glo helps raise healthier calves and stronger profits!

 Nutra-Glo the Original Glo!

11-WEEK CALF TRIAL RESULTS  ARE NOW AVAILABLE FOR NUTRA-GLO

NUTRA-GLO
Nutritional Feed Supplement

TM

f

To locate a dealer near you visit www.Nutraglo.com
Murray Gilkinson • 519-504-3022 • murraygilkinson@gmail.com

P.O. Box 34, Fordwich, ON N0G 1V0

Nutra-Glo™ for Ruminants is a nutritional feed supplement 
for dairy cows, beef cows, calves, and all other ruminant 
animals. The product comes in liquid form and contains 
a combination of bio-available vitamins and minerals, 
organic chelates, and probiotic metabolites. It improves 
the nutritional value of the animal’s diet, improves its 
digestion, and improves its microbial health. It builds and 
improves the health of the animal from the inside out.

Nearly 100% of herdsmen who use NUTRA-GLO notice 

significant improvements in the overall health and 

production of their herds.

Available in Original and 
Organic formulations

Visit our website for a 
dealer near you

www.zuidervaartagri.com

Sidewall Plastic

Filled Pea Stone Bags

Mesh Protection 
Covers

VH Megatrecth  
7 layer bale wrap

Megaplast Power 
Silage Covers
Widths from 20’ to 92’

Mega Barrier
Low OTR oxygen barrier

VH Net Wrap
2,600 & 3,600 m/roll

Sidewalls Tires

FROM EACH

Supplying all your silage covering needs

$210

BOOK NOW FOR 

EARLY ORDER 

DISCOUNTS

519-393-8290
5259 Hwy 8, Mitchell, ON

CHEESE CO-OP RECEIVES FUNDING

T
.he Canadian government 

has announced it will invest 

up to $1.5 million under the 

Dairy Processing Investment Fund 

to St-Albert Cheese Co-operative. 

“This investment will allow (the 

co-operative) to increase production 

and respond to rising consumer de-

mand, while contributing to main-

taining the economic vitality of the 

region,” says Minister of Agricul-

ture and Agri-Food Marie-Claude 

Bibeau in late April. 

This investment is part of an up-

grade to St-Albert Cheese’s facilities, 

which will include state-of-the-art 

equipment that will enhance plant 

operations by reducing the impact of 

power outages and effectively man-

aging the performance of ventilation 

and humidity levels. This will enable 

the company to increase the volume 

of milk products it processes, while 

reducing production costs.

SUPPORTING MAPLE LEAFS

TORONTO MAPLE LEAFS fans proudly cheered on their team during 

the National Hockey League (NHL) playoffs against the Boston Bruins. 
Photos courtesy of Brittany A. Mark
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GRANDVIEW
CONCRETE
GROOVING INC.

 - Diamond Blade Grooving & Slot Cutting
 - Cleanest & Driest Floors
 - Reduced Culling  
 - Aisles, Holding Areas, Yards
 - Maximum Traction 
 - Zero Maintenance

C.

1  888 773-3130
www.agricle.comVisit our new e-commerce 

website with thousands of products!

THE EASYCLEANER COW BRUSH
COMPACT DESIGN FOR NARROW SPACE

A family business since more than 30 years

Visit our new e-commerce

THE EAS
COMPAC

It’s much more than waterers

Phone: 519-485-6202 

Cell: 519-533-7643

Phone: 519-485-6202

Cell: 519-533-7643Huber Technik
Comfort & Soft Bed Endless RollsMADE IN

GERMANY
www.smaci.com

The strongest mattress 

top cover in the world.

*Studies show a level bed  
increases cow comfort and milk yield.

“After years of using deep bed sand or sawdust 
for our cows we were tired of bedding literally 
going down the drain!
     Now the cows continue to get the feel of deep 
bedding while remaining dry and happy and best 
of all, our bedding bill has been cut by close to 
2/3! Best decision we could have made.”

Chris van den Heuvel
Fireblade Holsteins Ltd.

ATTENTION 

VALUED READERS

I
s there someone in your organization who 

would like to receive a free subscription to 

Milk Producer?
 If you supply products, services or contract-

ed services to Canadian dairy farmers (e.g. gov-

ernment officials, veterinarians, feed advisers, 

bankers, extension specialists, research scien-

tists or custom operators) or are a processor or 

work in a processing plant, you can receive the 

magazine. 

Subscriptions are free 

of charge, but to enable 

magazine staff to keep 

subscription records 

current, they must be 

renewed every year. 

Any subscription not 

renewed will auto-

matically be delet-

ed from the mail-

ing list. Likewise, 

if there were staff 

changes in the last year, please 

fill out the subscription form so Milk Producer 
staff can update the records.  

Subscription forms were included with the 

April edition of Milk Producer. Forms must be 

completed, signed and returned by May 15. 

FOOD BANK DONATION

O
ntario dairy producers have two op-

portunities each year to sign up for 

the food bank milk donation pro-

gram—in May and November. 

If anyone would like to participate, they 

can fill out the new donation form included 

in this month’s issue of Milk Producer maga-

zine, and return it to Dairy Farmers of Ontar-

io in the prepaid envelope by July 1, 2019. 

Commitments are not automatically re-

newed, so producers need to provide new 

information each dairy year.

 Currently, 391 producers donate 90,310 

litres each month. Transporters agree to pick 

up and deliver the milk at no cost, and 11 

fluid milk plants contribute the processing, 

packaging and distribution of the milk prod-

ucts. Only food banks with refrigeration can 

be part of the fluid milk program. Total do-

nations for this dairy year are estimated to 

reach about 986,175 litres.
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Agricultural Service Business for Sale
Sales over $1.8M

Serious inquires only please. 
For more info, reply to : biz-opportunity@hotmail.com

•  This is a well established business serving the agricultural 
   community in SW Ontario for over 30 years.
•  Owners are ready to retire and let the next entrepreneur take over 
   in an industry where there are very few competitors.
•  Owners make a very comfortable living, and there is  a huge 
   potential where this industry can go.
•  Purchase is for the common shares and includes the business and 
   business assets.  
•  Property also available. 
•  There are also options for leasing  some other assets.

Selling price: $2.6m

S

Fo

s , OntariosSt. Mary’

r more information, call

519-615-0125

FOR SILAGE COVERING NEEDS
•Bunker Silo Plastic 

6 and 8 ml up to 72 ft wide
•Sandbags 

•Truck Side Wall Tires Early 
booking 
discount 
available

CDX A FLOURISHING, 

BUSTLING SUCCESS

T
he Canadian Dairy XPO 

(CDX) has “truly become 

the event of the Canadian 

dairy industry,” co-founder Jordon 

Underhill says.

CDX is a professional tradeshow 

for dairy producers to learn about 

the latest in innovation, genetics and 

technology, with activities held for all 

ages, including families and students.

The seventh annual event, which 

was held on April 3 and 4 at the Strat-

ford Rotary Complex in Stratford, 

Ont., attracted more than 16,500 at-

tendees from Canada and abroad.

Underhill and his wife, Don-

na, who are passionate about the 

Canadian dairy industry, started 

CDX in 2013. 

“CDX has outgrown our fami-

ly-run business,” Underhill says. 

This year’s event included free 

breakfast, live cow demonstrations, 

a kids’ zone with an inflatable cow, 

a screening of the food documen-

tary Before the Plate with a producer 

question and answer period, and a full 

schedule of dairy classroom sessions. 

Sami Jo Small, three-time Olym-

pian, founder and hockey player 

on the Canadian Women’s Hockey 

League (CWHL), was the keynote 

speaker, presenting about team 

building on the dairy farm. 

The highly anticipated annu-

al CheeseFEST took place on the 

first evening.

Underhill says it’s encourag-

ing to see consumer attendance at 

CheeseFEST increase from last year. 

“Consumers are rallying behind 

Canadian dairy producers and care 

about the production of their dairy 

products,” he says. 

“It was very busy because of 

CheeseFEST,” says Anthony Seed, 

Vodkow director of sales, referring 

to  the crowd and lineups he saw that 

evening around the Vodkow booth.

To promote Vodkow, a sweet and 

creamy Ontario vodka made from 

milk permeate, Seed gave out samples 

at the booth. He says Vodkow will be 

sold at local LCBO stores this spring. 

PREPARING FOR 

EMERGENCY SITUATIONS

E
xtreme weather events, 

changing climate, animal dis-

ease outbreaks and cyber 

threats are just some of the risks 

affecting Canada’s growing agricul-

tural and agri-food sector.

Knowing the steps producers 

can take to prevent a disaster, or 

mitigate the impacts and man-

age the fallout if something goes 

wrong, can help make producers 

and the sector more resilient.

The agriculture emergency man-

agement (AEM) bulletin aims to 

help farmers and the industry bet-

ter understand and stay up to date 

on the risks to Canada’s growing 

agricultural and agri-food sector. It 

also helps farmers share tools and 

resources to increase the sector’s 

emergency preparedness.

The new AEM bulletin offers:

• News and information about agri-

cultural emergencies and emerging 

issues in Canada and worldwide;

• Reports and other documents 

with information about key risks 

to the sector;

• Resources to support emer-

gency planning.

Producers can subscribe to re-

ceive the latest bulletin by contact-

ing Agriculture and Agri-Food Can-

ada’s emergency management at 

aafc.agem-guag.aac@canada.ca. 

The bulletin will be issued bimonthly.
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Adam Lawrence, dairy farmer from Lawrence 

Holme Farm, says Vodkow is a spirit he would 

keep on a shelf at home. 

“I would tell guests it’s got a little bit of my 

(cows’) milk in it,” he says. It’s a reason why 

other producers might be interested in pur-

chasing Vodkow as well. 

At the fairlife booth, director Carolyn 

Novick explains the journey to Canadian milk 

and the processing plant opening in Peterbor-

ough, Ont., next spring.  

“We want to reassure (Canadians and produc-

ers) we’re supporting local dairy farming,” Novick 

says, adding events, such as CDX, are “tremen-

dously helpful” to talk to producers face to face. 

Dairy at Guelph, a dairy research group at the 

University of Guelph, invited producers to its 

booth to learn about dairy research. 

“We’re the portal,” says Dan Lacroix, adminis-

trative assistant, adding Dairy at Guelph acts as a 

hub to connect producers, professors and students 

who are interested in certain topics.

Dairy at Guelph also helps ensure the industry’s 

reach within the younger generation.

“The most interesting conversations I’ve had (at 

CDX) have been with students looking to get into 

the dairy industry,” Lacroix says.
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DID YOU KNOW?

The Ontario Animal Health Network 

Bovine Network has released its 

quarterly report for producers. The 

report is available behind the password 

on Dairy Farmers of Ontario's website, 

or by visiting http://bit.ly/2L3hXyC. 

DAN LACROIX, administrative assistant 

at Dairy at Guelph, invited producers to 

his booth at the Canadian Dairy XPO to 

learn about dairy research.
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Ontario dairy farmers and the people who con-

sume their product daily.”

Consumers have a conflicted perspective of 

dairy products, he says, adding DFO aims to 

educate them on industry misinformation. Be-

fore launching the campaign, DFO conducted 

extensive research to determine how consumers 

felt toward the dairy category. It then identi-

fied the best ways to reach them throughout 

the day, particularly millennial parents, who 

are the campaign’s main target. 

The goal is to show this target group how 

dairy can be included in a healthy diet as they 

form family routines and practices. The re-

search also showed consumers want local, On-

tario-made foods, which is why DFO’s logo 

will feature prominently throughout the three-

month campaign.

In addition to television spots, the campaign 

includes a major out-of-home component, as 

well as social, digital, public relations and ra-

dio advertising, which all feature Ontario dairy 

farmers. Banner ads and other advertising el-

ements also feature the same black and white 

theme and bring to life individuals from the 

various family farms, with headlines that read 

“Crafted Daily. For Generations” and “Proud 

to put a face to our farm.”

“The dairy farmer story just tells itself,” says 

Dave Federico, chief creative officer for No Fixed 

Address, the agency that developed the campaign. 

“The passion and dedication of Ontario 

dairy farming families and sense of pride that 

has been passed down from generations is com-

pletely authentic and sets the tone of this cam-

paign in a very natural way.”

DFO is also partnering with key Ontario in-

fluencers who will share how dairy can fit into 

a family’s healthy and balanced diet with their 

followers. 

For more information about the campaign, 

visit dairydoneright.ca. 
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DFO MARKETING 

Dairy producer committees are encouraged to reach out to their local team for 

potential partnerships through Dairy Farmers of Ontario’s Recharge with Milk 

grassroots program. More information on the grassroots program is available 

on the website at www.milk.org, behind the password under At Your Fingertips. 

For questions, contact Shelley Bloetjes at shelley.bloetjes@milk.org.

When Dairy Farmers of Ontario (DFO) 

launched its spring advertising cam-

paign on April 22, it aimed to change 

the way Ontario consumers think about dairy 

by encouraging them to think of the category as 

an inspired food choice once again, and with the 

end goal of increasing dairy consumption. 

The singular campaign message—Ontario 

dairy farmers make dairy the way it’s meant to be.

Dairy farmers are the heart of the campaign. 

Through this new strategic approach, DFO 

wanted to celebrate the rich traditions and 

deep-rooted values of Ontario dairy farmers 

using a fully integrated approach. 

It is DFO’s first marketing campaign in more 

than 12 years, which focuses on depicting the 

personal and shared experiences of Ontario 

dairy farmers and their families, including the 

many generations who came before them.

The campaign profiles six dairy farm fami-

lies, and draws a direct parallel between the 

high standards and practices of Ontario dairy 

farmers and the hand-crafted quality of the 

product they produce. 

The highlight of the campaign is a 60-second 

television spot that showcases the life and val-

ues of a real Ontario farming family.

Shot in black and white, the voiceover in the 

commercial is from the perspective of a father 

who reads a heartfelt letter he’s written to his 

children, who he hopes will one day become 

the next generation of dairy farmers. The spot 

ends with the tagline: Dairy Done Right.

“We wanted to focus on Ontario dairy farmers 

themselves and the deeply-held traditions and 

values that have been handed down from gen-

eration to generation,” says Sean Bredt, DFO’s 

director of market and business development. 

“Our intent with this campaign is to rein-

force and celebrate the values of hard work, 

compassion and dedication that are true to 

Ontario dairy farmers and their families feature prominently in DFO’s new advertising campaign

CELEBRATING ONTARIO DAIRY

FOLLOW DFO ON SOCIAL MEDIA

@OntarioDairy

DAIRY FARMERS ARE THE HEART of Dairy Farmers of Ontario’s new marketing cam-

paign, which profiles six families in various elements, including on television and online.

[
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 Canadian dairy farms continue to improve ef-

ficiencies and farm practices, which has resulted in 

a lower environmental footprint. From 2011 to 

2016, the industry was able to reduce greenhouse 

gas emissions, water and land use by seven per cent, 

six per cent and 11 per cent, respectively. 

 Going forward, DFC will continue to meas-

ure and report on-farm practices that have a 

proven track record for efficiency and sustaina-

bility. Through credible metrics and independ-

ent validation, proAction shows Canadians 

how dairy producers lead the way to meet clear-

ly-defined, world-leading standards to produce 

safe, high-quality milk. This commitment is 

part of DFC’s pledge to raise the bar within the 

industry and deliver quality milk to consumers. 

  To read the report or learn more about the pro-

Action program, visit bit.ly/2XDpW6U.

DFC HIGHLIGHTS

PROACTION PROGRESS REPORT
Raising the bar and delivering high-quality milk to consumers

C
anadian dairy producers are world lead-

ers in producing quality milk and pro-

viding excellent animal care, knowing 

healthy, well-cared for animals enjoy a longer 

life and yield more high-quality milk. 

 For this reason, farm leaders developed the 

proAction program to ensure every Canadian 

dairy farm follows the same quality assurance 

standards. The program documents farmers’ 

proactive commitment to high standards and 

attention to detail. It’s a rigorous and credible 

program that allows farmers to continue to 

achieve world-leading standards on food safe-

ty, animal care and traceability. 

 Canadian dairy producers are committed to 

providing their animals with the highest qual-

ity care, and with proAction, they can prove 

to the public they do the right thing every day 

through procedures, record-keeping and good 

management practices. In the past two years, 

99 per cent of dairy farms have maintained 

their registration on proAction.

 With validations now covering three modules, 

including food safety, animal care and traceability, 

Dairy Farmers of Canada (DFC) has shared high-

lights from proAction’s first progress report. 

• Third-party recognition: proAction is rec-

ognized by third parties, such as the Canadian 

Food Inspection Agency (CFIA) for its meticu-

lous and consistent record management, as well 

as the National Farm Animal Care Council 

(NFACC) for its animal care component. This 

recognition means proAction is relevant and 

meaningful for Canadians; 

• Spotlight on animal care: The animal care 

module serves as an evaluation tool to ensure 

farms meet or exceed the code of practice re-

quirements. Results from the first year of on-

farm validations show a high level of compli-

ance with animal care requirements, reassuring 

the public about farm practices, including the 

end of tail docking and the high level of care 

for animals on Canadian farms; 

• Continuous learning and improvement: 
Trained independent professionals audit each farm 

in person at least once every two years, ensuring 

farmers demonstrate they meet standards every 

day. Through proAction, experts are able to mon-

itor the progress of the industry over time, and 

continue to implement innovative mechanisms to 

improve on-farm practices. 

 Results from the proAction report provide 

sound empirical evidence and research-based 

approaches that show the effectiveness of the 

program. It also demonstrates farmers are com-

mitted to improving their farm practices and 

achieving overall excellence. 

STAY INFORMED 
WITH DFC’S 
DAIRY EXPRESS

[

Sign up now for Dairy Express, Dairy 

Farmers of Canada’s newsletter. Email 

communications@dfc-plc.ca to have 

your name added to the mailing list.

RESULTS FROM the proAction progress report show Canadian dairy farms continue to 

improve efficiencies and farm practices.  



C
anadian dairy farmers face several stressors that can take a toll on 

their mental health, according to Dr. Andria Jones-Bitton, associate 

professor in the department of population medicine at the University 

of Guelph (U of G). 

This includes weather, debt, trade agreements, labour shortages, public 

perceptions and animal rights activists (ARA). 

“These (ARA) attacks aren’t just attacks on someone’s job—they’re at-

tacks on who someone is, their lifestyle, their family history and their culture,” 

Jones-Bitton says during Farm & Food Care Ontario’s annual conference 

and speakers’ program, which took place in April at Country Heritage Park in 

Milton, Ont. 

Everyday agriculture issues can affect farmers’ mental health, Jones-Bit-

ton says. Not only can mental illness impact individuals but it can affect fami-

lies, animal welfare and productivity.  

“When we are mentally unwell, it’s hard for us to care for ourselves, let 

alone the welfare of others,” Jones-Bitton says.

During the annual conference, Jones-Bitton highlighted results from a 

mental health study conducted at U of G. 

“We have a problem in Canadian agriculture,” she says. “Many producers 

are struggling even if they’re not talking about it.”

Jones-Bitton says a few years ago, she was surprised to see few stud-

ies conducted on farmer mental health in Canada. In an attempt to under-

stand farmer mental wellness and effectively deliver mental health services 

to the Canadian agriculture community, in September 2015, U of G research-

ers conducted a pilot project that ran until February 2016 and included 1,100 

farmers in all commodity groups across Canada. 

Results from the project found 45 per cent of respondents experienced 

high stress, 58 per cent met the scale’s criteria for anxiety classification, and 

35 per cent met the criteria for depression classification. 

Jones-Bitton says anxiety and depression are higher for Canadian farm-

ers than the general public, as well as higher than farmers in other countries 

measured using the same scales.

U of G hosted a Mental Health First Aid session in June 2015, and 

Jones-Bitton and PhD candidate Briana Hagen, along with a team of stake-

holders from agriculture and mental health, have since used feedback from 

the session to create the In the Know mental health literacy program specif-

ic for agriculture. 

The team has offered six pilot sessions throughout fall 2018 with around 

100 participants, and is currently collecting data to evaluate its effectiveness. 

The goal is to develop an online version, as well as a more in-depth eight-

hour version.  

“These are really exciting times,” Jones-Bitton says about farmer mental 

health support in Canada. 

Along with the work the university is doing, Jones-Bitton made note of the 

Do More Agriculture Foundation, Farm Credit Canada’s Rooted in Strength 

booklet, the National 4-H Healthy Living Initiative and mental health initiatives 

from Farm Management Canada and Agriculture and Agri-Food Canada. 

“Stress is one of those words that go in one ear and out the other, or 

worse, we wear it as a badge of honour,” Jones-Bitton says. 

While people do need some stress in their lives to stay motivated and fo-

cused, Jones-Bitton says it’s important to not let stress get too far—it could 

lead to fatigue, anger or anxiety, which can also lead to low productivity. 

“We need to stop wearing our stress as a badge of honour,” she says. 

Jones-Bitton is concerned if farmer mental health goes unchecked, it could 

lead to more farmers leaving the industry. 

However, farmers can learn how to be more resilient to help them cope 

with stress, she says.  

“We’ve got to be a community and we need to support each other,” 

Jones-Bitton says. “We can learn from that stress and come back stronger.”
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FARM & FOOD CARE ONTARIO 

ANNUAL CONFERENCE
By Jennifer Nevans BREAKING THE STIGMA 

AROUND MENTAL HEALTH

FARM & FOOD CARE past chair Bruce Christie (left) and cur-

rent board member Crispin Colvin (right) presented the orga-

nization’s Champion Award to Barbara Sheardown and Jayne 

Miller, members of the Brant County Agricultural Awareness 

Committee (BCAAC). For 24 years, BCAAC’s Bite of Brant pro-

gram has brought together more than 1,000 Grade 5 students, 

parents and teachers for two days of hands-on learning about 

Ontario agriculture. 

BITE OF BRANT RECIPIENT 

OF 2019 CHAMPION AWARD

DR. ANDRIA JONES-BITTON shared 

results from a University of Guelph 

study on mental health. 
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FOOD FADS, FOOD TRENDS, FOOD GUIDE

“I
’ve always worked in the business of 

keeping people healthy,” says Patricia 

Chuey, registered dietitian, who has 

spent three decades advising people on how to 

eat a healthy, balanced diet. 

 This includes working as a team nutri-

tionist with the Vancouver Grizzlies Nation-

al Basketball Association (NBA) team, as 

well as appearing regularly in the media as 

a guest speaker, cookbook author and writer 

about nutrition.  

 “I’m excited for where we are today in terms 

of food, but at the same time, I’ve never been 

more sad and depressed about some of the di-

rections consumers are headed in,” Chuey says 

during the conference, where she spoke about 

food fads, food trends and the new food guide. 

 She says snack foods are one of the fast-

est growing food categories, and products that 

contain messages that will make people feel saf-

er, younger or healthier tend to sell. 

 “When you’re thinking about trends and 

how they’re impacting your business, always 

remember fear sells,” Chuey says. 

 As a result, consumers tend to gravitate to-

ward foods with labels, such as “GMO-free” or 

“gluten-free.”

 In her career, Chuey says she’s met both 

healthy and unhealthy people who consume a 

variety of diets. Instead of looking for these food 

labels, she encourages consumers to look at the 

entire food, including the ingredients they’re 

consuming rather than the ones they aren’t. 

 Chuey says four of the biggest food trends 

include plant-based eating, gut health, anti-ag-

ing and time starvation. She says any foods, 

programs and products related to these areas 

are popular right now.  

 However, after spending three decades evalu-

ating research and talking with people about their 

ADVOCATING FOR AGRICULTURE

F
or Iowa farmer Michelle Miller, advo-

cating for agriculture is not only her 

passion, it’s important in maintaining 

her livelihood. 

 “Our voices really do make a difference and 

they really do matter,” Miller says during Farm 

& Food Care Ontario’s annual conference. 

 Miller is one of around 10,000 members of 

the “Banned by Food Babe” Facebook group. 

The Food Babe is an activist and critic of the 

food industry. Miller says just like the oth-

er Facebook group members, she was banned 

from the Food Babe’s Facebook page for trying 

to correct misinformation. 

 Taking inspiration from the Food Babe, 

Miller dubbed herself the Farm Babe and cre-

ated her own blog to share information about 

agriculture and address misconceptions. 

 One of Miller’s popular blog posts debunked 

myths surrounding genetically modified organ-

isms. When she published the blog post, she had 

100 followers, but the post quickly went viral and 

reached eight million people. 

 Miller grew up in Wisconsin and attended 

4-H with her peers, but took a detour from ag-

riculture to receive a degree in fashion before 

working at Gucci on Rodeo Drive in Beverly 

Hills. Her world took a turn toward agriculture 

when she met a farmer and began living and 

working on his farm in Iowa. 

 As a former city girl, Miller says when peo-

ple are submerged in city life and don’t know any 

farmers, it can be hard not to fall into the trap of 

food fear. However, after working on the farm, she 

quickly learned the truth about modern agriculture 

and is now committed to educating the public and 

debunking misconceptions about the industry. 

 “Everything we come in contact with is made 

of chemicals,” she says, using apples as an ex-

ample of food consisting of natural ingredients 

many people can’t pronounce. 

 She says farmers can play a powerful role 

in correcting misconceptions about agricul-

ture because they already have a level of trust 

with consumers. 

 “Use your expertise,” she says. “If you’ve been 

doing this your whole life, you’ve already earned 

a level of trust.”

 It’s important for farmers to take the time to 

speak about agriculture since there are many 

groups trying to share information that’s not al-

ways true, Miller says.  

 “When we were younger, we only had credible 

sources, such as the library or encyclopedia,” she 

says. “It’s not like that now, and we need to retrain 

our brains and learn better critical thinking skills.” 

 When speaking with consumers, she recom-

mends farmers find shared values, such as care for 

the environment or sustainability. 

 “If you speak from the heart and just talk about 

what you do, you really can make a difference,” 

Miller says. “Get involved in the discussion. If we 

don’t tell our stories, then who will? If activists can 

find the time, then we can find the time.”

eating habits, she says balance, variety and mod-

eration are key to a healthy diet. As for the new 

Canada’s Food Guide, since it is not customized to 

individual needs, she believes it should be used as 

a general population guideline—not a strict diet 

to live by. The new guide demonstrates propor-

tions to eat—not exact amounts of food, she says. 

“The more we look at other people to tell us 

how to live our lives, the less we trust our own abil-

ities,” Chuey says, adding this leads to nervousness, 

anxiety and vulnerability to misinformation.

Jennifer Nevans
is assistant editor of 
Milk Producer.

MICHELLE MILLER, dubbed the Farm 

Babe, was one of the speakers at the 

annual conference. 
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DFO SPRING POLICY CONFERENCE
By Jennifer Nevans & Allison Williams DAIRY

DONE RIGHT

D
airy Farmers of Ontario (DFO) has 

launched its fully integrated spring mar-

keting campaign to boost dairy con-

sumption.

“These ads are the first DFO has done in 12 

years,” says Sean Bredt, DFO’s director of market 

and business development, during DFO’s spring 

policy conference.

The campaign, which launched April 22 and 

includes television, radio, social media, online, 

cinema, outdoor signage and public relations el-

ements, is targeted toward millennial moms with 

kids since they present the most significant busi-

ness opportunity, but all Ontarians will see the 

new creative.

Christy Rae Clem, DFO’s business lead for 

marketing communications and strategy, says 

farmers are “the face of this positioning,” adding 

the ads “use emotion to create that connection 

(with consumers).”

 “Our research shows consumers will have the 

best reaction once we establish the good values of 

farmers,” Bredt says. “Then we can move to the 

more specific message about the many benefits of 

dairy consumption.”

Bredt outlined DFO’s extensive marketing 

strategy to dairy producer committee members. 

He says creating effective programs and partner-

ships is necessary, such as the Longo’s partnership, 

which distributed thousands of Milk Calendars 
and promoted Ontario dairy. Partnerships with 

other grocery stores, as well as other food service 

operators, are in the works.

“The future of marketing is big data,” Bredt 

says. Big data refers to the collection and man-

agement of consumer data into an integrated 

customer-relationship management (CRM) plat-

form that will enable DFO to develop direct rela-

tionships with consumers. The team is collecting 

as much consumer data as possible, Bredt adds.

Distribution of the 2019 Milk Calendar was 

a marketing tactic, and allowed the marketing 

team to capture contact information of 250,000 

Canadians. Many answered the survey, giving 

DFO even more insight.

Bredt says DFO’s website will eventually be re-

launched and will contain a CRM system that 

will collect online consumer behaviour. A score-

card of marketing metrics will be used to track 

success, and shared with DPCs regularly.

“All marketing campaigns from this point 

forward are for building our (consumer) da-

tabase,” he says. “I’m confident a significant 

percentage of the population will continue to 

choose dairy products.”

Clem discussed how consumer research is 

guiding the marketing team’s strategy. Oth-

er dairy products, such as ice cream and yogurt, 

have a positive perception, but Clem says milk 

tends to “carry the burden of the industry’s health 

concerns.” 

The good news is the dairy industry as a whole 

has “a lot of engagement, high penetration (and) 

high innovation,” which the marketing team will 

capitalize on to promote milk, she says, adding 

the goal is for consumers to “feel that milk is an 

inspired food choice.”

Kate Galbraith, DFO’s business lead for mar-

keting consumer programs, spoke about her 

role to promote the Recharge with Milk sports-

based program, and showed new promotion-

al videos featuring partnerships with youth 

and pro athletes. All videos will be distributed 

via social media channels and can be viewed at  

bit.ly/2IqREQQ.

Galbraith also gave an update on DFO’s cu-

linary program, which is being transformed be-

yond the Milk Calendar, scheduled to roll out lat-

er in the year.

Audrie Bouwmeester, DFO’s dairy education 

programs manager, gave an update on the Ele-

mentary School Milk Program (ESMP). A new 

logo has been released, and there will be a soft re-

launch of ESMP in the spring, including a new 

website and new partnerships. 

This year, ESMP aims to increase the number 

of participating schools by three per cent. Edu-

cators will continue talking about the nutritional 

benefits of milk in the wake of the new Canada’s 
Food Guide, Bouwmeester says. 

Fully integrated spring marketing campaign launched

GROWTH AMIDST 

INDUSTRY CHANGES

“H
ow does 

the Cana-

dian dairy 

industry fit into the 

world?” asks Murray 

Sherk, Dairy Farmers of 

Ontario’s (DFO) board 

chair, during his opening 

chair’s remarks to dairy 

producer committees 

(DPCs) at DFO’s spring 

policy conference 

(SPC) in March.

He says SPC is his favourite event since it’s a 

three-day conference that allows enough time 

for discussion. 

“This is your conference to raise issues,” he 

says, adding the purpose of SPC is to debate 

policy issues with DPCs, as well as gain per-

spectives on the state of the dairy industry.

“We are a small player in the world. It’s 

very important (Canadian dairy farmers) 

work together,” Sherk says. Put into per-

spective, Sherk noted Wisconsin produces 

more milk than all of Canada.  

“There’s been a lot of changes in the past 

year,” Sherk says to preface his overview of in-

dustry issues, such as the Comprehensive and 

Progressive Agreement for Trans-Pacific Part-

nership and the Canada-United States-Mexico 

Agreement. “We can’t bury our heads in the 

sand—we need to capitalize on all market op-

portunities so we can continue to grow.”

Sherk touched on the ongoing development 

of three new processing plants in Ontario, 

including Gay Lea Foods that will open this 

spring, Feihe International in the summer and 

fairlife next spring.

Sherk, who is currently DFO’s interim general 

manager, says the recruiting process for a new 

GM and chief executive officer is underway. He 

says DFO will ensure it finds the candidate with 

the best-fitting dynamic with the other direc-

tors, adding the permanent position is expect-

ed to start in about four to six months.

In the meantime, Sherk is responsible for the 

external-facing role of GM, such as stakeholder 

relations, including working with major proces-

sors and industry partners. DFO’s director team 

is responsible for the internal-facing role of GM, 

such as operations. 

In closing, Sherk drew on advice from the 

book The 7 Habits of Highly Effective People 

about the importance of active listening: “Seek 

first to understand, then to be understood.”

He asked that attendees be prepared to lis-

ten, engage and respect others as they debate 

and discuss issues at SPC.

“Create a culture of respect—not just toler-

ance,” Sherk says. 

Murray Sherk, 

DFO chair
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UPDATES ON HEALTHY EATING 

STRATEGY, TRADE AGREEMENTS

“A
s much as we were disappointed 

with the new Canada’s Food Guide, 
.I think it’s really important we keep 

our lobbying and education efforts going—

more so now than ever before,” says Jacques 

Lefebvre, Dairy Farmers of Canada’s chief ex-

ecutive officer.

 During Dairy Farmers of Ontario’s spring 

policy conference, Lefebvre gave dairy produc-

er committee members a snapshot of nation-

al issues affecting the dairy industry, such as 

Health Canada’s Healthy Eating Strategy, which 

includes the new food guide, front-of-pack-

age warning labels and regulations surrounding 

marketing to kids. All three components target 

foods high in sodium, saturated fats and sugar. 

 “When that’s the lens you wear, you can’t 

take into account the whole nutritional value 

of dairy,” he says. “That has been the centre of 

our challenges with the government’s Healthy 

Eating Strategy. Dairy remains a highly nutri-

tious product for all age groups, and this is val-

idated by research.”

 The Canadian government released an up-

dated version of Canada’s Food Guide in January. 

Among the changes, the dairy category was re-

moved and instead, included as part of a broad 

protein category. Lefebvre says while dairy is still 

included in the protein category, dairy products 

considered high in sugar, sodium or saturated 

fats aren’t included in the new food guide. 

 In addition, Lefebvre says the federal gov-

ernment’s proposed front-of-package warning 

labels would “demonize” dairy products, and 

senate Bill S-228 regarding regulations around 

marketing to kids could result in changes to the 

definition of unhealthy foods and would have 

unintended consequences for dairy. 

 “We’re continuing to do our education and 

advocacy on this,” Lefebvre says. “We certainly 

DEVELOPING 

EFFECTIVE LOBBYING 

TOOLS, TECHNIQUES

“P
olitics is all about the human side,” 

says Paul Pellegrini, president of Sus-

sex Strategy Group—a government 

relations firm that works with Dairy Farmers of 

Ontario. “If you can find a hook that brings you 

closer to your member of Parliament (MP), that’s 

what you need to do.” 

Pellegrini, along with Hugues Théorêt, senior 

associate at Sussex Strategy Group, urged pro-

ducers during Dairy Farmers of Ontario’s spring 

policy conference to utilize their local MP, as well 

as member of provincial parliament (MPP), to 

lobby for dairy issues at all levels of government. 

“Always remember public servants have an 

important role to play at the government level,” 

Théorêt says.

Pellegrini says it’s crucial for dairy producers 

to get to know their political representatives, 

suggesting farmers invite their local MP and MPP 

to dairy events or farm tours. 

“Also try to attend their town halls and events,” 

Pellegrini says. “Consider making a political con-

tribution—even a small donation—and maintain 

dialogue with staff in the riding.” 

Pellegrini and Théorêt made note of the 

upcoming federal election in October, as well as 

the provincial election in June 2022, which is a 

crucial time to make potential political candidates 

aware of dairy issues. 

Pellegrini says when dealing with elected 

officials, producers need to identify key MPs and 

MPPs, and find out the best times to meet with 

them—particularly when politicians are in their 

home ridings.

“The odds of your federal MPs getting 

re-elected are pretty high, so I would look at 

meeting with them right now,” Pellegrini says. 

“You need to turn your local representatives into 

your champions.”

When meeting with political representa-

tives, Pellegrini and Théorêt have the follow-

ing advice:

• Never go to a meeting without an ask;

• Be straightforward with issues from the begin-

ning;

• Prepare only two or three important issues for 

the meeting;

• Develop, use and leave behind clear and 

concise materials that use brief messaging or 

infographics;

• Go beyond the MP or MPPs. There are other 

people in other parts of government who are 

involved in decision-making.

ated
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ound The Canadian government has indicated 

there will be no more market access 

granted as part of Mercosur. —Jacques Lefebvre
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can’t let it go.” 

 Along with the federal government’s Healthy 

Eating Strategy, Lefebvre also highlighted signif-

icant impacts to the dairy industry from recent-

ly signed trade agreements, such as the Com-

prehensive Economic and Trade Agreement, 

Comprehensive and Progressive Agreement for 

Trans-Pacific Partnership and the Canada-Unit-

ed States-Mexico Agreement.  

 “The Canadian government has indicated there 

will be no more market access granted as part of 

Mercosur,” he says, referring to Canadian trade ne-

gotiations with the South American trade bloc. “As 

for Brexit, there’s a lot of uncertainty. Canada and 

the United Kingdom have had informal discus-

sions because they cannot engage formally until 

Brexit happens.”

 Lefebvre says the government has indicated 

there have been no discussions related to dairy so 

far with Brexit. However, it is still something the 

Canadian dairy industry needs to pay attention to. 

 Lefebvre says other issues affecting the 

dairy industry include the rollout of the fed-

eral compensation package, the end of export 

subsidies in 2020 and the need for increased 

border controls. 

 “We’re continuing to get numerous reports 

from dairy farmers about border controls, and 
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CREDIT EXCHANGE, SLEEVE REDUCTION CONSULTATION 

I
n an attempt to address the large amount 

of under-production credits at the farm lev-

el, Dairy Farmers of Ontario (DFO) is cur-

rently consulting with producers about imple-

menting a credit exchange and sleeve reduction.  

“If a credit exchange comes into effect, it would 

operate similarly to a quota exchange, and the pol-

icy would require producers to remain within the 

sleeve,” says Carol Mascaro, DFO economist. 

During DFO’s spring policy conference, 

Mascaro updated dairy producer committee 

(DPC) members on the credit exchange con-

sultation process. Ontario and Quebec are cur-

rently the only P5 provinces that do not permit 

credit transfers or quota leasing. 

CREDIT EXCHANGE
A credit transfer allows producers with un-

der-production credits to sell their credits. There 

is no change to the amount of quota held by each 

producer, and credit transfers are permanent. 

The advantages of a credit exchange include:

• Fewer provincial under-production credits, 

which allows P5 provinces to better respond to 

market requirements;

• Provides production opportunity since credits 

transfer to producers who can fill them;

• Credit exchange allows equal access of available 

credits to all producers.

The disadvantages of a credit exchange include: 

FARMERS ENCOURAGED TO ALIGN 

WITH ONTARIO CAMPAIGN

P
roducers should think of themselves 

as franchise owners, says Sean Bredt, 

Dairy Farmers of Ontario’s (DFO) direc-

tor of market and business development, at 

the conclusion of the social media session.

Bredt encourages producers to present 

a unified front, particularly on social media, 

where they are communicating directly with 

potential consumers.

 “Producers are the brand,” says Christy 

Rae Clem, DFO’s business lead for market-

ing communications and strategy, referring 

to the recently launched spring marketing ad 

campaign that showcases a farmer’s way of 

life as an emotional consumer angle. 

Producers need to be aligned with DFO’s 

messaging and tone when using social 

media in order to maintain a common voice, 

Clem says, adding when producers post on 

their pages, the important factor they need 

to realize is the outcome, not the intent, is 

what matters.

Clem says consumer knowledge on dairy 

farming differs from producers—they could 

misinterpret a photo of calves in hutches as 

animal cruelty simply because they are unfa-

miliar with animal care standards and normal 

dairy farming practices.

Josie Daga, business lead at No Fixed 

Address, DFO’s marketing agency of record, 

says social media platforms are defined as 

“user-controlled, always-on channels” con-

sumers are always connected to.

She says these platforms are a “critical tool” 

of DFO’s marketing efforts because they’re 

cost-effective and are a big part of consum-

ers’ lives. For many consumers, particularly 

millennial moms with kids, social media is 

their primary source of information, and it also 

influences how they shape their opinions. 

“Everything you do (on social media) has 

impact,” Clem says.

DFO SPRING POLICY CONFERENCE
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• Producers gain income from sale of credits 

not produced;

• Producers producing milk incur additional costs 

related to purchasing credits;

• Amount of credits leased and associated milk pro-

duced are taken into consideration when boards 

adjust production signals. 

SLEEVE REDUCTION 
In addition to the credit exchange, DFO staff 

provided an update on the sleeve reduction 

consultation, which was initially announced in 

August 2019. P5 boards are considering mov-

ing to a sleeve of +10/-15 days for full imple-

mentation by August 2021. 

“The benefit of reducing the sleeve is to make 

it easier to manage P5 production to meet, but 

not exceed, market requirements,” says Kristin 

Benke, DFO’s assistant director of economics 

and policy development.

Reducing the sleeve will also narrow the gap of 

average credit days among P5 provinces, which will 

further support the development and implementa-

tion of a common P5 quota policy. It also narrows 

the gap between producer flexibility and pool flex-

ibility, and could minimize situations of excessive 

over-issuance at the producer level. 

The two options being considered for transition 

to -15 days include:

• Reduce the sleeve from -30 to -15 days one day 

per month from June 2020 until June 2021;

• Reduce the sleeve to -15 days effective August 

2021, and provide producers with at least one-

year notice.

CONSULTATION TIMELINE
The P5 quota committee is preparing for its 

regularly scheduled policy review in 2020. 

Feedback from both the credit exchange and 

sleeve reduction consultations will be used 

during the quota review process. 

“When reviewing the quota policy, P5 

boards will need to take into account addition-

al revenue and market volatilities, such as the 

18 per cent market fill by imports, as well as 

possible additional market erosion due to po-

tential trade agreements in Mercosur and Brex-

it,” Benke says. 

The P5 quota policy is reviewed every five years. 

As a result of the 2009-14 policy review, P5 boards 

decided to eliminate the non-saleable quota, re-

duce the quota price cap to $24,000, establish new 

rules for the new entrant program, implement 10 

per cent of private ongoing farm quota transfers di-

rected to the exchange and introduce parent-to-

child top-up.

DFO will continue to gather producer input on 

quota and production measure policies over the 

next few months. Consultation will also take place 

at county meetings. 

SOCIAL MEDIA TIPS

DO:
• Be positive;

• Share your passion and pride for what you do; 

• Keep issues-based producer-to-producer 

communication private. For example, use 

a Facebook private group chat, WhatsApp 

group chat and emails, among other forms; 

• Think about the audience when you post 

or comment publicly;

• Be sensitive to the depiction of your herd 

in photography, and cognizant of how it will 

be perceived by the general public.

 

DON’T:
• Get angry and vent; 

• Attempt to tackle a complex or controver-

sial topic, such as animal welfare; 

• Forget the consumer, media and activists 

can find everything you post; 

• Forget most people do not understand the 

inner workings of a dairy farm—and most 

never will.
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D
elegates approved four non-binding 

resolutions presented at Dairy Farmers 

of Ontario’s (DFO) spring policy confer-

ence.

While resolutions are non-binding for 

DFO’s board, they provide direction for the 

board to consider. Here is a summary of the 

approved resolutions.

• New producer programs—DFO staff 

should carefully research and assess the 

feasibility of adding more new entrants 

to the New Producer Program and New 

Entrant Quota Assistance Program;

• Quota increase—DFO should reduce 

the rate charged to producers on all 

deductions, effective immediately, and 

continue to reduce rates as production 

increases to maintain more realistic 

operating costs at DFO;

• Research funds—DFO should use 

research funds collected for market 

expansion programs and new dairy 

products; 

• Dairy industry training—DFO should 

work toward offering formal media train-

ing to producers annually.
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PROVINCIAL PANEL DISCUSSES IMPROVING COMMON ISSUES

D
airy processing infrastructure, nation-

al collaboration and industry leader-

ship are among the biggest challenges 

provincial milk marketing boards face. 

During Dairy Farmers of Ontario’s (DFO) 

spring policy conference, provincial chairs and 

vice-chairs from across the country participat-

ed in a panel discussion to share industry chal-

lenges and issues.

“DFO invited (the other provinces) to speak 

here at this conference,” says Tom Kootstra, Al-

berta Milk chair, referencing DFO chair Mur-

ray Sherk’s opening remarks about respect. “We 

can develop respect for each other and work to-

ward collaboration.”

Ben Janzen, chair of B.C. Milk Marketing 

Board, was one of seven provincial representatives 

invited to speak at the conference. “There’s a high 

cost to produce milk, a high cost of land and feed 

costs are high,” says Janzen, sharing B.C.’s unique 

issues. “It’s a problem for anyone getting into the 

business and for transitioning farms.”

PROCESSING 
INFRASTRUCTURE
Limited dairy processing capacity is not only 

an issue in Ontario, but many other provincial 

chairs shared the same concern.

“Increasing processing capacity is an issue in 

Alberta,” Kootstra says. 

In order to keep up with market demand, 

the province has had to give skim milk special 

treatment, which Kootstra says is “problemat-

ic for the dairy industry and not sustainable.” 

For Manitoba, the province’s lack of processing 

capacity meant it could not issue all the provincial 

quota from May 2015 to September 2016, which 

limited producers’ growth opportunities.   

“We were 12 per cent under quota issuance, 

and that was a huge issue,” says Dairy Farmers 

of Manitoba vice-chair Henry Holtmann. “In 

September 2016, we began issuing more quota 

in anticipation of a new dairy processing plant 

opening in Manitoba in October 2017.”

He says the implementation of the nation-

al ingredients strategy in 2017 has attracted 

some processor investments. However, until 

additional investments come online, provincial 

NON-BINDING RESOLUTIONS

chairs say processing capacity remains an issue. 

Dairy Farmers of New Brunswick’s chair Paul 

Gaunce says it’s one of his province’s biggest is-

sues. Significant delays in processor plans are 

common, and increased milk production has put 

stress on transportation and processing, he says. 

“We don’t have the capacity to process enough 

milk to meet market demand,” Gaunce says.

Nova Scotia ships out a lot of milk for pro-

cessing due to the same issue, says Gerrit Dam-

steegt, Dairy Farmers of Nova Scotia chair.

NATIONAL COLLABORATION
Working with other provincial boards and uni-

fying as an industry is the second challenge 

provincial chairs identified.

Kootstra highlighted the need to collaborate 

between provincial boards, especially within 

the Western Milk Pool (WMP). 

“Are we speaking nationally with one voice?” 

he asks rhetorically. “How can we strengthen it?” 

Kootstra says WMP co-operation can help 

address the lack of processing capacity. 

“By pooling our greatest resource—milk—

we can attract processor investment,” he says.  

Holtmann, who is also the WMP chair, 

notes the importance of networking and build-

ing producer-processor relationships. 

“Remaining strong and united results in a 

dynamic, profitable sector,” says Daniel Gobeil, 

vice-chair of Les Producteurs de lait du Qué-

bec. He adds every effort must be made to 

maintain supply management in Canada since 

it is a key uniting factor.

INDUSTRY LEADERSHIP
Finding and maintaining good leadership was 

the third common issue among provincial chairs.  

Holtmann says in Manitoba, a new adviso-

ry group is helping develop farmers’ leadership 

skills. He also says changes to the criteria for se-

lecting board members will allow the group to 

“bring forth the best candidates.”

Harold MacNevin, chair of Dairy Farmers of 

Prince Edward Island, says having a strong lead-

ership team in the industry is important to quick-

ly and effectively deal with national issues, such 

as the Canada-United States-Mexico Agreement. 

“Stability and unity are important at the board 

level and as a dairy industry as a whole across this 

country,” Nova Scotia’s Damsteegt adds. “It’s dif-

ficult to move in the right direction if the board 

is not united.”

He says Nova Scotia’s board has become 

more diverse in age due to more people run-

ning in board elections, which is beneficial be-

cause different perspectives are presented. 

“We continue to work together, and we don’t 

have to be all the same,” he adds. 

During the question period, dairy producer 

committee members asked provincial chairs their 

opinion on other topics, such as a provincial cred-

it exchange, the possibility of a P10 national pool 

and DFO’s spring marketing campaign.
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Vicki Hilborn is the engineer 

program co-ordinator for the 

Ontario Ministry of Agriculture, 

Food and Rural Affairs.

OMAFRA’s environmental management branch 

works with all parties to address contentious is-

sues before they escalate with the goal of avoiding 

a hearing.  

Each year, through the conflict resolution pro-

cess, OMAFRA staff has resolved more than 90 

per cent of complaints. Only five of the 177 cas-

es reported in 2016-17 resulted in hearings before 

the board. Of these, one involved a nuisance con-

cern, while the rest involved municipal bylaws. 

While odour remains one of the major causes of 

complaints about farm practices, the conflict res-

olution process has proven to be effective in deal-

ing with them.

nicipal bylaws. 

Odour complaints were often related to:

• Farmers spreading manure on fields;

• Fans ventilating livestock barns;

• Manure piles;

• Mushroom farms.

To manage conflict surrounding farm practices, 

the Ontario government enacted the Farming and 
Food Production Protection Act. This act established 

the Normal Farm Practices Protection Board to de-

termine the definition of “normal farm practices.” 

When a person complains about odour or oth-

er nuisance resulting from a farming practice, the 

board has the authority to hear the case and decide 

whether the practice is a normal farm practice. If 

the practice is determined to be normal, the farmer 

is permitted to continue that practice. 

The board requires all complaints to go through 

this conflict resolution process before it comes to a 

hearing. During this process, an appropriate agri-

cultural engineer or environmental specialist from 

TIMING MATTERS 

By Vicki Hilborn

W
..ith farms, woods, wildlife and fresh 

air, rural residents cherish the charm 

and beauty of the countryside. Many 

people move from cities seeking peace and a pris-

tine environment in the country.  

Most people understand rural communities 

include farmers where farming is their busi-

ness. Ontario’s agriculture and food sector em-

ploys 760,000 people and contributes more 

than $35 billion to the province’s economy ev-

ery year. This means certain activities take place 

according to a production schedule, and some 

of those activities can affect residents living 

close to farms. In almost all cases, farmers and 

their rural neighbours get along well. However, 

there are some exceptions.

In 2016-17, the Ontario Ministry of Agricul-

ture, Food and Rural Affairs (OMAFRA) received 

177 complaints related to farm practices. Of these, 

38 per cent were related to odour, 38 per cent relat-

ed to noise, 12 per cent flies and 10 per cent mu-

MANAGING ODOUR [
What happens when neighbours complain about farm practices?



form, leaving the cow vulnerable. Using an in-

ternal teat sealant can reduce that vulnerability, 

which is why experts recommend all cows re-

ceive an internal teat sealant even if they do not 

get an intramammary antibiotic treatment. 

When producers administer intramammary 

products, it’s important they’re careful to make 

sure the process is as clean as possible and to fol-

low proper technique, which includes dipping 

each teat with an approved teat dip after the last 

infusion. Proper technique also helps ensure teat 

sealant is properly placed in the teat. 

The Canadian Bovine Mastitis and Milk Qual-

ity Research Network offers techniques on proper 

infusion on its website at bit.ly/2UQohht. 
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ANIMAL HEALTH
By Dr. Rob Tremblay

SELECTIVE DRY COW THERAPY
Effective dry cow management techniques will help improve milk quality and udder health  

T
reating cows with an intramammary 

antibiotic at dry-off has been a stan-

dard recommendation for mastitis 

control for several decades. 

 The National Mastitis Council (NMC) rec-

ommends using intramammary antibiotics as 

part of an effective dry cow management, and 

suggests treating all quarters of the udder even 

if there is no evidence the quarter is infected. 

This is often called blanket dry therapy. 

 All agricultural sectors are looking at how 

antibiotics are used, especially in situations 

where there is no evidence bacteria are pres-

ent. In dairy, blanket dry cow treatment is one 

of those situations. 

There are several reasons why dry treatment 

is often the best way to cure some types of 

mastitis and improve milk quality and udder 

health. Researchers understand the value of 

dry cow treatment, but they are asking if there 

is a way to reduce routinely treating cows that 

are not likely to benefit from treatment.

 When researchers look at how producers 

manage late lactation and dry cows, they ask if 

there is an easy way for veterinarians and farm-

ers to identify cows that don’t need to be treat-

ed with an intramammary antibiotic at dry-off.

 The proposed alternative to blanket dry cow 

therapy is selective dry cow treatment, also 

known as targeted dry cow therapy because it 

targets cows most likely to benefit from treat-

ment at dry-off. 

 To target cows, producers need to know 

their cows’ udder health. Most experts in Eu-

rope and North America believe the first step 

is to look at the bulk tank somatic cell count 

(SCC), which should be less than 250,000 on a 

rolling basis before producers can consider us-

ing a targeted dry cow program. 

 For herds under 250,000 SCC, the next 

step is to look at the udder health information 

available for those cows. Individual SCCs and 

clinical mastitis records, especially in the last 

90 days before dry-off, are important. It’s good 

[

Dr. Rob Tremblay, DVM, DVSc, Dipl ACVIM, 

is a bovine specialist for Boehringer Ingelheim Animal Health. 

to know about all clinical mastitis cases even 

if producers didn’t treat the mastitis. This in-

formation can be used to predict which cows 

would benefit the most from dry cow therapy. 

If producers can get milk culture information 

or test results, such as results from CanWest 

DHI’s Mastitis4 test, it would help improve 

dry-off decisions. 

When producers identify cows most like-

ly to benefit from an intramammary antibiotic 

treatment, they should treat all quarters of the 

udder with antibiotics. Most mastitis experts 

also recommend using an internal teat sealant. 

When udder health experts evaluate the 

benefits of intramammary treatment at dry-

off, they look beyond just curing quarters that 

were infected before dry-off. They also consider 

whether dry treatment protects against a quar-

ter becoming infected during the dry period. 

Just after dry-off is a critical time because the 

natural plug that seals the teat takes time to 

DAIRY PRODUCERS need to know their cows’ udder health to effectively administer 

selective dry cow treatment.



coveralls to use with sick calves can help pre-

vent spread as well.

The best way to handle scours is to work with 

a veterinarian to develop a protocol, which 

should be tailored to the pathogens most com-

mon in calves and include how to identify sick 

calves, what care they should receive, how to 

monitor recovery, and when to call a veterinar-

ian for more help if calves aren’t responding to 

treatment. Providing pain medication can en-

courage the calf to get up, eat and drink, which 

can speed recovery. 

Producers can prevent many infectious diseas-

es in calves by thoroughly cleaning the maternity 

pen, calf housing and feeding equipment, as well 

as ensuring calves have successful passive trans-

fer. A veterinarian can help identify key patho-

gens, assess the effectiveness of disinfectants and 

ensure the farm’s colostrum program is protect-

ing calves. An ounce of prevention is worth a 

pound of cure, and a little work now can prevent 

a lot of headache down the road. 

For more information on cleaning, colos-

trum or scours, visit www.calfcare.ca. 
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C
alf scours, or diarrhea, is the most com-

mon health problem in young calves. 

However, just because it’s common, 

doesn’t mean it’s normal. 

Calves that scour are not absorbing nutrients 

properly and won’t gain weight—they’ll often 

lose weight while sick. This comes at a time in 

calves’ lives when growth is essential to their fu-

ture productivity. For every kilogram of aver-

age daily growth before weaning, first lactation 

milk yield increases by 1,550 kg. 

CRYPTOSPORIDIUM
Cryptosporidium is a parasite found on many 

dairy farms. Crypto infection typically occurs 

in the first days after birth, and calves will start 

to scour between five and 15 days of age. 

Crypto oocysts are shed in manure, which 

can infect other calves that come into contact 

with the manure. Calves tend to investigate 

their environment using their nose and tongue, 

which means if there are oocysts in calf hous-

ing or on feeding equipment, other calves will 

stumble across them sooner or later.   

There is no vaccine against crypto, and anti-

biotics are not effective against parasites. Scours 

from crypto will typically resolve after a week. 

While extreme hot or cold temperatures will 

kill crypto, many disinfectants won’t kill this 

organism. It thrives in cool, moist conditions, 

which means many crypto outbreaks crop up 

in the spring.  

ESCHERICHIA COLI 
Escherichia coli (E. coli) bacteria has the poten-

tial to cause many problems for calf raisers. 

E. coli infections are usually picked up in the 

first three days of life, and onset is sudden. In 

24 hours, a seemingly healthy calf can develop 

weakness, severe scours and dehydration lead-

ing to death. 

Antibiotics are often not effective, but hy-

CALF CARE CORNER

WHAT IS BUGGING CALVES?[Producers should work with a veterinarian to develop a protocol on how to handle calf scours

drating calves with electrolytes and fluids is es-

sential. When E. coli is caught early and calves 

are provided with fluids, they will usually re-

cover. Dry cow vaccination can effectively pre-

vent E. coli infections when combined with 

successful passive transfer. 

PROTECTING PEOPLE 
Crypto and E. coli are zoonotic diseases, mean-

ing infection can spread from calves to humans. 

Wearing gloves while handling calves, or clean-

ing housing or feeding equipment is recom-

mended. Producers should be diligent in wash-

ing their hands after working with sick calves, 

as well as avoiding touching their face or phone 

with contaminated hands. 

PREVENTION
The best treatment for calf scours is to isolate 

scouring calves from the herd and feed them 

electrolytes in addition to their normal milk 

meals. Producers should work with sick calves 

last to avoid spreading the illness to healthy 

calves. Keeping a separate pair of boots and 

Calf Care Corner delivers the latest information 
and ideas to help you improve the way calves are 
raised on your farm. If you have any comments or 
questions about Calf Care Corner, send an email 
to info@calfcare.ca. Follow Calf Care Corner on 
Facebook and Twitter @CalfCareCorner, and sign up 
for monthly e-blasts at www.calfcare.ca.

WWW.MILKPRODUCER.CA 

PRODUCERS CAN help prevent infectious diseases in calves by following proper 

cleaning protocols. 
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CALENDAR OF EVENTS

June
1

June
17-19

DAIRY SUSTAINABILITY 

WORKSHOP 
Quebec

bit.ly/2V1EUqy

June
8

BREAKFAST ON THE DAIRY FARM
Kingslake Colony 

Southeast of Lethbridge, Alta.

bit.ly/2ULaDHn

May
15-16

ANIMAL NUTRITION 

CONFERENCE
Sheraton on the Falls Hotel

Niagara Falls, Ont.

animalnutritionconference.ca

June
22

BREAKFAST ON THE DAIRY FARM
Van den Broek Dairy 

East of Olds, Alta.

bit.ly/2VyCsai

PRODUIT DU
PRODUCT OF CANADA

 
 

Mapleview Agri Ltd.  •  Phone 519-638-3769
info@mapleviewagri.ca

Easy to mix

Highest quality ingredients

Optimum digestibility

For use in computer feeders or hand mixing

 

“In our 2 years of using Mapleview Sure Start + Deccox, we have 
seen significant positive changes in calf health, hardiness and gain. 
It mixes so well compared to other milk replacers, and the calves 
love the smell and taste. Mapleview customer service is excellent!”

Clefthaven Farms, Darrell & Lisa Fried
Dealer: BW Feed & Seed Ltd.

Tip of the Month: 
 May is a great time to get your 
hutches and penning cleaned 

and disinfected.

For a complete list of our dealers visit our website at www.mapleviewagri.ca

Milk Replacers

June
19-21

CANADA’S FARM PROGRESS SHOW
Evraz Place

Regina, Sask.

myfarmshow.com

June
22

BREAKFAST ON THE FARM
Jobin Farms

Tecumseh, Ont.

bit.ly/2VvgXqL

June
23-24

FARMING FOR PROFIT 

CONFERENCE 
The Heritage Inn and Schmitz Barn

Moose Jaw, Sask.

fred.ifas.ufl.edu/moosejaw

June
25

PERTH COUNTY 

TWILIGHT MEETING
Cnossome Holsteins

Brunner, Ont.

June
14-23

RED RIVER EXHIBITION
Exhibition Park

Winnipeg, Man.

redriverex.com

June
2-4

ODC CONVENTION
Sheraton on the Falls Hotel

Niagara Falls, Ont.

bit.ly/2UZVJ4W

June
25

WATERLOO COUNTY 

TWILIGHT MEETING
Nithaven Holsteins

Wellesley, Ont.

WORLD MILK DAY
Various locations

www.worldmilkday.org
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the risk of sideways rollovers;

• Respect other drivers. Share the road without 

putting anyone at risk;

• Don’t rely on other drivers to drive safely. In-

experienced or distracted drivers may take un-

necessary risks.

HOW WSPS CAN HELP
WSPS consultants can help producers establish 

a system for managing roadway safety and any 

other health and safety issues that could put 

farm workers and the operation at risk. Find 

out more by visiting WSPS’s farm safety re-

sources section at http://bit.ly/2D46LLM, or 

contacting customer care at 1-877-494-9777 

or customercare@wsps.ca.

W
hen first-time drivers get behind 

the steering wheel, they’re taught to 

watch for other drivers. 

“It’s a sound strategy if you’re driving a ve-

hicle that can accelerate, slow down or change 

direction at a moment’s notice,” says Dean 

Anderson, strategic adviser of agriculture ini-

tiatives at Workplace Safety & Prevention Ser-

vices (WSPS). “But if you’re driving slow-mov-

ing farm equipment, defensive driving also 

means making sure other drivers see you.”

Anderson offers a three-step approach to 

roadway safety.

1. Establish and follow safe roadway policies 
and procedures:
• Maintain equipment in good operating 

condition;

• Equip all tractors with a rollover protective 

structure (ROPS) and seat belt;

• Use only trained and licensed drivers;

• Implement a no-rider policy. If things go wrong, 

extra riders are at the greatest risk of injury;

ROAD SAFETY
A three-step approach to safely driving farm equipment 

This article was provided by 

Workplace Safety & Prevention 

Services. For more information, 

visit www.wsps.ca.

• Establish safe driving times. If travelling at 

night isn’t necessary, avoid it. 

2. Before heading out on the road:
• Be aware of road conditions and visibility;

• Know the route. If there’s a choice, take the 

route with the greatest visibility and least traffic;

• Perform a complete equipment check;

• Ensure brake pedals are locked together be-

fore high-speed road travel;

• Clean windows, mirrors, lights and markers.

3. While operating a vehicle:
• Enter roadways only when it’s safe to do so. 

Watch for oncoming vehicles, and assume all ve-

hicles are travelling at the speed limit or faster;

• Keep as far to the right as possible while stay-

ing on the road. Avoid driving on the shoulder. 

While helpful to other drivers, driving on the 

shoulder may encourage them to pass when it 

might not be safe. It may also be dangerous if 

the shoulder is soft or uneven;

• Clearly indicate all turns;

• Slow down when leaving a roadway to reduce 

, 

FARM SAFETY



and profitable. 

 The Schrijvers operate a freestall barn, and use 

sand bedding for cow comfort and no bacteria 

growth, as well as better traction on the concrete. 

 Schrijver milks three times daily in a parallel 

milking parlour, and produces around 48 litres 

daily with 4.1 per cent fat. 

 He says having a good milk cow is about 

giving it the best start possible.

 “We keep our own heifers for replace-

ment,” Schrijver says, adding they perform 

artificial insemination.

 When a calf is born on Marsfield Holsteins, 

it receives six litres of colostrum in the first 12 

hours. Calves go into individual calf pens for 

two months, during which time they receive 

five litres of milk daily and fresh water, as well 

as calf starter, before being given hay. After 

that, calves go into group housing.

 The herd is fed once daily and given a to-
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By Tamara Botting

COW COMFORT TOP PRIORITY
Successful breeding practices earns Alberta dairy farmer Master Breeder Shield

A
lberta dairy farmer Gert Schrijver is 

not new to the dairy industry. Both his 

.father and brother were farmers in his 

native Holland.

 “When I was a student, I always helped out 

on the farm at home,” he says. 

 That early exposure to farming sparked his 

interest in pursuing it as a career for himself.

 “When I finished school in 1996, I moved 

to Canada,” he says. 

 Schrijver and his wife, Sonja, and their three 

children—Megan, 12, Leann, 7, and Jayden, 

5—own and operate Marsfield Holsteins in 

Stettler, Alta. 

 The kids help out on the farm and are all in-

volved in 4-H. However, Schrijver says it’s still 

too early to tell whether the kids will take over 

the farm one day. 

 “That’s what they say now, but you never 

know,” he says.   

 In the meantime, the farm has three full-

time and two part-time employees, who look 

after 1,100 acres and 600 dairy cows, including 

280 milking cows. 

 The entire herd is made up of Holsteins, 

which Schrijver chose because of “their genetics 

(and) ability to produce high fat per day, while 

maintaining excellent conformation.”  

 Schrijver’s judgement and hard work paid 

off when he received his Master Breeder Shield 

in 2018 from Holstein Canada. 

 “We breed cows with good conformation 

traits,” Schrijver says. “We focus more on type 

and health traits than milk production because 

the genetics of our Holsteins are at such a high 

level already. It’s management that (would 

keep) the cows from producing at maximum.”

 Schrijver’s philosophy can be boiled down to 

the idea that if farmers take good care of their 

cows, the animals will take good care of them.

 “Animal welfare and cow comfort are ex-

tremely important on our farm,” he says, add-

ing by focusing on this practice, farmers can 

achieve high production, while being efficient 

FROM LEFT are Sonja, Megan, Jayden, Leann and Gert Schrijver from Marsfield Holsteins 

in Stettler, Alta.

tal mixed ration of forage barley silage and 

hay with supplements. The Schrijvers grow 

mostly barley on their land, with some alfalfa 

for hay—all used for cow feed. Schrijver says 

they’re planning to expand their farm in the 

next few years when his kids are old enough.

 When it comes to the future of the dairy 

industry, Schrijver says there have been a few 

negative trade deals, but he feels the situation 

can be turned around for the better.

 “It’s important (dairy farmers) come up with 

a vision with the government and processors to 

move forward, and make sure there’s growth and 

sustainability in our industry,” he says. 

Tamara Botting 
is an award-winning journalist. 
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(POGA), the Alberta Oat Growers Commission, 

the Manitoba Oat Growers Association, the Sas-

katchewan Oat Development Commission, Cana-

dian Feed Research Centre, Rayner Dairy Teach-

ing and Research Facility and SaskMilk.

The project is supported by Saskatchewan 

Ministry of Agriculture strategic research chair 

and professor Dr. Peiqiang Yu, the POGA, the 

Natural Sciences and Engineering Research 

Council of Canada’s Collaborative Research 

and Development program and SaskMilk.

FOCUS ON FEED
By Peiqiang Yu

O
at grain can be used to increase milk 

yield in dairy cows without causing 

milk fat depression, according to re-

sults from a new research project at the Uni-

versity of Saskatchewan’s department of animal 

and poultry science. This knowledge could be 

applied to reduce feeding costs by incorporat-

ing more oats in dairy cattle diets. 

 The Crop Development Centre (CDC) at 

the university recently produced new oat va-

rieties with the goal of improving nutritional 

values, health compound and yield. The new 

oat grain can also be used for animals, partic-

ularly ruminants. 

 However, there has been limited research on 

the effect of processing methods, such as roll-

ing, flaking and pelleting, on feeds and feed 

value changes for dairy cows, as well as limit-

ed research on the replacement of conventional 

barley grain with processed oat grain. 

 Graduate student Marcela Tosta and re-

searchers are studying the use of processed oat 

grain to replace barley grain in dairy cattle diets. 

The purpose is to determine whether processing 

methods could increase the nutritional values 

and impact dairy production and milk quality, 

as well as determine whether processed oat grain 

could replace conventional barley grain in a to-

tal mixed ration (TMR) to reduce feed costs. 

 Research results showed dry matter intake 

did not differ among four treatments—a TMR 

with rolled oats, TMR with flaked oats, TMR 

with pelleted oats and TMR with rolled barley. 

 Milk yield was higher for cows fed rolled 

oats, while fat yield and fat-corrected milk were 

not significantly affected by treatment. Protein 

and lactose yield were lower for flaked oats 

when compared with other treatments. Feed 

efficiency was similar for rolled oats and barley, 

but higher for pelleted and flaked oats.

 This project is being carried out by Tosta and 

researchers at the university, in collaboration with 

several other researchers, professors and indus-

try organizations, including Luciana Prates, Dave 

Christensen, John McKinnon, Aaron Beattie, John 

Smillie, Rex Newkirk, Shawna Mathieson, execu-

tive director of the Prairie Oat Growers Association 

MILK PRODUCTION PERFORMANCE
Comparing rolled, flaked and pelleted oats with conventional rolled barley grain in dairy cattle diets

Dr. Peiqiang Yu
is a professor and Saskatchewan 

Ministry of Agriculture strategic 

research chair in the department of 

animal and poultry science at the 

University of Saskatchewan.

[
Processed oat grain in total mixed ration Barley

Items
TMR with 

rolled oats

TMR with 

flaked oats

TMR with 

pelleted oat

TMR with 

rolled barley
P-value

Milk yield, 

kg per day
49.23a 46.55b 47.32b 46.53b <0.01

FCM (3.5%), 

kg per day
51.54 48.17 50.47 50.09 0.17

ECM, 

kg per day
50.38 47.30 49.51 49.23 0.15

Fat, % 4.00a 3.69ab 3.62c 3.93bc <0.01

Fat yield, 

kg per day
1.89 1.74 1.78 1.86 0.11

Protein, % 2.94b 2.92c 2.95b 3.03a <0.01

Protein yield, 

kg per day
1.42a 1.34b 1.41ab 1.39ab 0.03

Lactose, % 4.42 4.35 4.40 4.43 0.06

Lactose yield, 

kg per day
2.15a 1.99b 2.15ab 2.06ab 0.02

Table 1: Milk yield and composition in lactating Holstein cows fed a total mixed ration 

containing rolled oats, flaked oats or pelleted oats in comparison with rolled barley
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APPLIED SCIENCE

By Shelley Crabtree

[ Footbaths can help prevent and control digital dermatitis

HEALTHY HOOVES

Figure 1: Basic principles of cow footbath protocol

D
igital dermatitis is a costly and high-

ly contagious disease, which can cost 

producers an average of $170 per case. 

Caused by bacteria called treponemes, digi-

tal dermatitis is difficult to control once it has 

spread in a herd. 

Regular footbathing can be used as a 

preventative measure to achieve hoof health. 

Ensuring producers follow proper prevention 

protocol, set up in co-operation with their 

veterinarian and hoof trimmer, can help pre-

vent and control digital dermatitis (Figure 1). 

However, footbathing is not a treatment. 

If cows have digital dermatitis, producers 

should consult their hoof trimmer and veterinari-

an to help choose the appropriate treatment. 

Knowing the prevalence of digital dermati-

tis in the herd and using the cleanliness scor-

ing chart (Figure 2) should help evaluate the 

frequency at which a producer can use foot-

baths for hoof health. 

If the prevalence of digital dermatitis in 

the herd is around 20 per cent, footbaths four 

times per week is recommended. If prevalence 

is higher, or the score of feet and legs is high (3 

or 4), or both, footbaths may be needed more 

than four times per week. If prevalence is less 

than 10 per cent, the score is lower (1 or 2), or 

both, footbath frequency may be lower. 

Examples of products to use include:

• Five per cent copper sulfate;

• Three per cent acidified copper sulfate (pH 

of four);
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• Five to 10 per cent zinc sulfate;

• One per cent thymol;

• Two to five per cent formalin. 

Be sure to use the products separately.

A new fact sheet on footbaths is available 

for download at http://bit.ly/2vpxHkV, cour-

tesy of Dairy Farmers of Canada (DFC).

The information is available for farmers and 

their advisers in a quick reference format to 

improve dairy cattle hoof health. 

The document is meant to guide producers 

in establishing a protocol to set up and use 

footbaths effectively.

The information document on footbaths is 

the fourth in a series of fact sheets supporting 

farmers in meeting their proAction require-

ments for the animal care module. 

The information is based on recent scientific 

evidence and was developed by a team of ex-

perts from Valacta, the Université de Montréal, 

the University of Calgary and the Association 

des Médecins Vétérinaires Praticiens du Qué-

bec, in collaboration with DFC. 

Other fact sheets in the animal care series 

include the following topics:

• Lameness: bit.ly/2ZosCXz;

• Body condition score: bit.ly/2XFXqld;

• Hock, knee and neck injuries: bit.ly/2IMZVOk.

For more research downloads and informa-

tion, visit bit.ly/2UyU55c.

WWW.MILKPRODUCER.CA 

Figure 2: Hoof scoring chart 
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Shelley Crabtree  
is the communications and knowledge transfer 

specialist with the Dairy Research Cluster.
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D
airy cows commonly experience lame-

ness on dairy farms, which compromis-

es animal welfare and causes significant 

financial losses for producers. Early detection of 

lameness allows producers to identify and treat 

problems sooner, which can resolve welfare is-

sues quicker and reduce costs. 

Often, the challenge is identifying the problem 

early. Numerous studies have shown it is difficult 

for farmers and workers to reliably identify mild 

and moderate lameness in cows. The time and 

attention it takes to observe mild and moderate 

lameness competes with other barn tasks, and as-

sessing a cow’s gait takes training and experience. 

Further, cows will often attempt to hide lameness.

Swiss researchers recently conducted a study 

to determine if moderately lame cows demon-

strated behavioural changes that could be 

used to identify a problem sooner. Lameness 

is commonly rated using a locomotion scoring 

system on a scale of 1 to 5, with 1 being non-

lame, 3 being moderately lame, and 5 severely 

lame. Each score has distinct criteria used to 

determine a cow’s proper score. Previous stud-

ies show severely lame cows with scores of 4 or 

5 will change their behaviours, so researchers 

tested if moderately lame cows with a score of 

3 would also show behavioural changes. 

Behavioural changes resulting from lame-

ness can be subtle and extend beyond a cow 

altering her gait or posture as she walks. Oth-

er behavioural changes may include reduced 

walking activity, longer bouts of lying down, 

reduced use of automated grooming brushes, 

feeding pattern changes and herd participation 

changes, such as position in a group.

The study included 17 freestall farms in 

Switzerland—15 farms used deep bedding, and 

two used rubber mats with a thin layer of bed-

ding. All farms in the study provided cows with 

a stocking density of less than 100 per cent, so 

there were more stalls than cows. Farms pro-

vided an accessible outdoor area, except during 

the study periods. All farms milked their cows 

twice daily in a milking parlour, and herd sizes 

ranged from 31 to 91. 

Researchers used accelerometers to measure 

locomotion and lying activity, and infrared 

video cameras to monitor visits to automatic 

grooming brushes, visits to concentrate feed-

ers and position in milking order. Technology 

was also used to measure rumination and eat-

ing behaviours. Detailed observations and data 

were recorded at each farm over two 48-hour 

periods, with each period separated by six to 

10 weeks.

Analysis in this study focused only on com-

parisons between non-lame cows (locomotion 

score of 1) and moderately lame cows (locomo-

tion score of 3). Cows with scores of 2, 4 and 5 

[ Research shows cows change behaviour even with moderate lameness

SUBTLE SIGNS OF LAMENESS 

RUMINATIONS
By Tom Wright

Photo courtesy of Caitlin MacLeod
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Tom Wright 
is a dairy specialist at the Ontario Ministry of 

Agriculture, Food and Rural Affairs.

• Milking order falls further back in the group;

• Changes to normal lying periods, if using ac-

tivity monitors.

Minimizing risk factors for lameness remains a 

high priority on farms. Earlier detection of lame-

ness can improve animal welfare and reduce costs, 

which have been estimated at $300 per cow when 

accounting for lost milk, treatments and negative 

reproductive performance that can result.

Reference:
Weigele, H.C., et al. 2018. Moderate lameness 
leads to marked behavioural changes in dairy 
cows. J. Dairy Sci. 101: 2370-2382.

were not included. 

Researchers found moderately lame cows 

increased lying duration by approximately 45 

minutes per day, which agrees with findings in 

studies using severely lame cows. Researchers 

say cows increase lying duration to reduce pain 

and avoid bearing weight on the affected leg. 

Locomotion was also reduced in moderately 

lame cows in the one-hour period post-feeding 

or after feed push-up occurred. This suggests 

non-lame cows react faster to feed delivery. 

Time spent eating was shorter in moderately 

lame versus non-lame cows per day. However, 

there was no difference in ruminating time.

Moderately lame cows had fewer visits to 

the concentrate feeder stations and automated 

brushes on the farms in this study. Results from 

the video recording show moderately lame 

cows were positioned further back in the milk-

ing order than non-lame cows when moving 

to the parlour. This may be a result of several 

factors, such as a slower walking speed, slower 

standing from a lying position or positioning 

themselves at the end of the milking order to 

reduce interactions with more aggressive cows. 

In any situation, on-farm lameness is usu-

ally a result of multiple factors, such as envi-

ronment, management and genetics. Flooring 

type, hoof care, hygiene, feeding programs and 

individual genetic differences may influence 

situations. 

Understanding behavioural changes in mod-

erately lame cows may allow researchers to de-

velop better technologies in the future to effec-

tively identify problems sooner. 

This study reveals there are behaviours pro-

ducers can watch for other than changes to a 

cow’s gait or posture, which can be difficult to 

reliably detect before lameness becomes severe. 

Watch for behavioural changes in individuals 

as a possible early warning sign:

• Less motivation to quickly attend feed bunk 

after feeding or feed push-ups;

•  Fewer visits to automated brushes;
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M
anaging production levels with but-

terfat demand is the main reason for 

the recent P5 quota committee an-

nouncement, says Patrice Dubé, Dairy Farm-

ers of Ontario’s director of economics and poli-

cy development.

Upon recommendation of the P5 quota com-

mittee, P5 boards have agreed Ontario will 

modify its monthly credit day limitation from 

two days to one day per month and implement 

an over-quota penalty of $20 per hectolitre from 

May 1 to July 31, 2019. 

These measures are added to the collective ef-

forts deployed at the P5 level to help address 

short-term challenges to processing capacity.

“It’s important to note these measures have 

nothing to do with the market,” Dubé says. “It 

has to do with plant shutdowns and a shift from 

old to new equipment in different processing fa-

cilities across the P5.”  

Effective Aug. 1, 2019, Ontario will re-

move the credit day limitation measure, and its 

over-quota penalty will be $0 per hL. 

As well, P5 producer quota will be modified 

as of Nov. 1, 2019, in order to achieve quota is-

suance harmonization. Any existing quota issu-

ance differences at that time will be eliminated 

either by a quota issuance increase in Quebec 

and the Maritime provinces and-or a decrease in 

Ontario, according to the production and mar-

ket situation. 

CURRENT MARKET SITUATION
P5 boards have taken several factors into con-

sideration to assess the current market situation. 

For instance, butter and cheese stocks are cur-

rently high. In March 2019, butter stocks were 

at 40,255 tonnes, while cheese stocks were at 

103,526 tonnes. According to the Canadi-

an Dairy Commission’s projection, July 2019 

butter stocks are estimated to climb to 43,000 

tonnes—a level similar to the one in July 2018. 

“If we still have high butter stocks in Decem-

ber 2019 when we’re coming out of the fall pe-

riod, this would certainly be an important ele-

ment that would reinforce a quota adjustment,” 

Dubé says, adding the remaining production 

credits at the farm level at that time will also 

need to be taken in consideration.

With measures taken to address short-term 

processing facility challenges, the P5 quota 

committee has decided to wait before making a 

recommendation in regard to the implementa-

tion of fall incentive days and the amounts that 

MARKETS
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P5 UTILIZATION BY CLASS*
For February 2019 (kg of butterfat/kg of solids non-fat)

Class 1a1 Milk beverages made of partly 
skimmed or skimmed milk, including homo, 
2%, 1%, skim, chocolate milk, flavoured 
milks and buttermilk, except those defined 
in Class 1a2

Class 1a2 Eggnog, fortified Class 1a1 products, 
and all types of dairy beverages made of 
fresh milk, fruit, vegetable juices and other 
products

Class 1b Fluid creams

Class 2a Yogurt, yogurt beverages, kefir and lassi

Class 2b  Ice cream, sour cream, frozen yogurt

Class 3a Fresh cheese, specialty cheese

Class 3b Cheddar cheese

Class 3ci Asiago, Munster Canadian style 
(muenster), Feta, Gouda, Havarti, 
Parmesan, Swiss

Class 3cii All types of mozzarella except those 
declared in Class 3d, Brick, Colby, Farmer, 
Jack, Monterey Jack

Class 3d Mozzarella used strictly on fresh pizzas 
by establishments registered with the CDC

Class 4a Butter and powders

Class 4b Condensed and evaporated milk for 
retail sale

Class 4c New products

Class 4d Inventory, animal feed

Class 4m Domestic surplus

Class 5a Cheese for further processing

Class 4b Non-cheese products for further 
processing

Class 5c Confectionery products

Class 5d  Planned exports

 (Class 4m is grouped with 5d)

Class 7  Milk used to process milk ingredients

% Butterfat

% Solids Non-Fat

% Revenue*

MANAGING DEMAND[ Recent P5 quota announcement aims to address short-term processing capacity challenges



MILKPRODUCER | MAY 2019     43

P5 AND WESTERN MILK POOL BLEND PRICES*
The graph below shows the 12-month blend price for the P5 provinces and Western 

Milk Pool (WMP). 
*There is a three-month lag reporting these figures. 
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U.S. CLASS PRICES
The March 2019 Class III Price, 

US$15.04 per hundredweight, is equiv-

alent to C$45.51 per hectolitre. This 

equivalent is based on the exchange 

rate US$1 = C$1.33303, the exchange 

rate when the USDA announced the 

Class III Price.

 The Class III Price is in $ US per 

hundredweight at 3.5 per cent butterfat. 

One hundredweight equals 0.44 

hectolitres. Canadian Class 5a and 

Class 5b prices track U.S. prices set by 

the U.S. Department of Agriculture. 

Source: USDA
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PROVINCE PRICE/kg AMOUNT
WANTED/kg

AMOUNT FOR 
SALE/kg

AMOUNT 
PUR-

CHASED/kg

Alberta $39,305 256.30 161.21 135.01
British Columbia $36,500 898.35 160.31 160.31
Saskatchewan $35,000 290.19 16.00 16.00

Manitoba $29,000 187.07 241.97 78.82

Ontario $24,000 17,196.66 337.14 337.30

Quebec $24,000 17,328.69 1,211.78 1,211.65

Prince Edward Island $24,000 603.40 46.82 46.82
New Brunswick $24,000 496.80 2.50 2.50
Nova Scotia Cancelled
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ONTARIO MONTHLY PRODUCER AVERAGE GROSS BLEND PRICE
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ONTARIO DEDUCTIONS, PER HL
For March 2019

Within 
quota

Over-
quota

DFO Administration $0.625 $0.625
DFO Research $0.050 $0.050
Canwest DHI $0.060 $0.060
Transportation $2.730 $2.730
Market Expansion $1.500 $1.500

Total Deductions $4.965 $4.965

Average total net $74.337 $-4.965

*These figures are based on Ontario’s av-

erage composition for March 2019 of 4.15 

kg butterfat, 3.24 kg protein and  

5.95 kg other solids, rounded to the  

nearest cent. 

A total 3,476 producers sold milk to DFO in March

compared with 3,567 a year earlier.

*Newfoundland does not operate a monthly quota exchange. Quota is traded between producers.

should be allotted in each month, Dubé says. 

For instance, September is usually when there 

is the largest gap in demand and production. 

Historically, P5 boards have issued up to 10 in-

centive days during the fall period.

While the overall market forecast has been 

revised downward, which is due to several rea-

sons, such as weaker demand than expected, less 

growth associated with investments and earlier 

and bigger trade impacts, butterfat demand is 

still growing, Dubé says.

The P5 quota committee will continue to 

monitor market demand and production trend 

to determine if further production signals, in-

cluding the issuance of fall incentive days, will 

be required.
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NEW N NOTED

Jeni

Ken Brown 
Monkton, Ontario

1-877-325-8843 www.jenimobilewash.com

We Specialize in Barn Washing

John Mitchell
Fergus, Ontario
1-800-361-3637

Since 
1986

Weaverline LLC, Churchtown, Pennsylvania announces HARCO Ag Equipment, 

Harriston, Ontario has been appointed distributor for Eastern Canada.  

Weaverline manufactures small bale choppers, blowers for small bale choppers, 

battery operated feed carts and silage packers.

www.harcoag.ca • www.weaverline.com

VENTILATION 

519-527-2470
sunnorth.com

4H Ontario is celebrating National 

Volunteer Week with the adoption 

of the Canadian Code for 

Volunteer Involvement. The code is 

a guide that will allow 4-H Ontario to 

strengthen its volunteer engagement 

strategy and commitment to creating 

future leaders.

    The code values volunteer 

involvement by championing guiding 

principles and standards of practice 

that fosters strong relationships 

between a non-profit and its 

volunteers.

    “Volunteers are the heart of 4-H 

Ontario and are the reason our 

organization has a long-lasting 

impact on 4-H members across the 

province. By adopting the Canadian 

Code for Volunteer Involvement, 

4-H Ontario will strengthen its 

commitment to volunteers and 

ensure volunteers are involved in 

meaningful and proactive ways,” 

says Debra Brown, executive director 

of 4-H Ontario.

    Several of 4-H Ontario’s current 

policies are based on Volunteer 

Canada standards, and the adoption 

of the Canadian Code for Volunteer 

Involvement will further support 

volunteers within their roles. Some 

of the new guidelines will highlight 

volunteer roles and recruitment, 

evaluation and tracking methods, 

orientation and training opportunities, 

and volunteer recognition.

   “I love teaching the kids and 

watching them grow with their 

experiences and learning new things,” 

says Dennis Carnegie, Ontario 4-H 

Council president. 

Carnegie has been a 4-H volunteer 

in Chatham-Kent for 10 years and has 

served as the Ontario 4-H Council 

president since 2018. 

   The Ontario 4-H Council adopted 

the Canadian Code for Volunteer 

Involvement in March. To become a 4-H 

Ontario volunteer or learn more about 

4-H Ontario, visit www.4-hontario.ca.

4-H ONTARIO 
CELEBRATES 
VOLUNTEERS
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www.biochecklabs.com 
1-403-328-1844 

office@biochecklabs.com     
 

BioPRYN® 
PREGNANCY CHECK 

Committed to making robotic milking and feeding a success for dairy operations worldwide, 

Lely offers a suite of products that can work independently or together. Recently celebrating 

new milestones in milking and feed pushing, Lely North America is constantly working to 

provide solutions to help solve many day-to-day issues dairy producers face today. 

The Lely Astronaut A5 robotic milking system is the latest in robotic milking technology. 

More energy efficient, this milking robot lowers the cost per pound of milk produced and gives 

producers the peace of mind they need with outstanding reliability and uptime. 

The A5 features a user-friendly interface that frees up valuable time for producers, while 

increasing cow comfort and production. The latest technology has been applied to the robotic 

arm that is now more durable and energy efficient. 

Lely North America also recently introduced the updated, industry-leading Lely Juno 

automatic feed pusher, which pushes feed throughout the day and is easier to implement in 

most barn situations. With integrated cleaning routes and the ability to open barn doors via 

Bluetooth, the Juno is a one-stop solution to dairy feeding. High milk production requires high 

feed intake, and the Juno provides cows with 24-hour access to feed, impacting rumen digestion, 

cow health, efficiency and production.

JUNO AUTOMATIC FEED PUSHER PROVIDES 

COWS WITH 24-HOUR ACCESS TO FEED

LELY’S JUNO automated feed pusher, with integrated cleaning routes and the  

ability to open barn doors via Bluetooth, is a one-stop solution to dairy feeding.

A gScape, the voice of agriculture 
in the classroom for Ontario, has 
hired Glenna Banda as its new 

executive director. A native of Saskatchewan, 
Banda has been executive director of the 
Children’s Foundation of Guelph and Welling-
ton (CFGW) for the past nine years. 

A University of Guelph environmental sci-
ence graduate, Banda resides in Guelph and 
is an active volunteer and co-founder of the 
Southern Ontario Amazing Race.  

As the CFGW executive director, Banda 
tripled fundraising revenue by developing 
diverse fundraising plans and creating a 
culture of philanthropy that has inspired staff, 
volunteers and the community. This resulted 

in the CFGW being named one of Canada’s 
top children’s charities by Financial Post 
magazine.

“We’re thrilled Glenna has agreed to join 
AgScape as executive director,” says Audrie 
Bouwmeester, chair of AgScape’s board 
of directors and Dairy Farmers of Ontario's 
dairy education programs manager. “Glenna 
impressed our panel with her demonstrated 
leadership skills and proven ability to thrive in 
a non-profit environment.”

“Joining the AgScape team feels like 
coming home,” Banda says. “I feel a real 
connection to what AgScape does and am 
eager to help ensure its ongoing sustainability 
and success.” 

AGSCAPE HIRES NEW EXECUTIVE DIRECTOR
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Manufacturer of all types of milking parlor frames 
    • Parabone • Herringbone • Parallel • Rapid Exit 

• Tandem style • Also custom orders

Canadian manufacturer of 
stabling for dairy and beef

Michael Stabling Developments 
mpyfferoen@sympatico.ca

www.sgate.ca

519-794-3933
Aluminum 5-Bar gates in 1 3/4” 
heavy square pipes. Light, strong, 
adjustable in length and height.

DAIRY 

SHOWCASE
SGS BIOVISION ANNOUNCES 

INTERNATIONAL SEED 

TESTING ASSOCIATION 

LAB ACCREDITATION

SGS BioVision has announced it has successfully met 

the International Seed Testing Association (ISTA) lab 

accreditation requirements to deliver sampling and testing 

for a large variety of commercially relevant seeds and coated 

seeds. ISTA’s vision is to provide uniformity in seed quality 

evaluation globally. 

“This significant accreditation strengthens our commitment 

to supporting the Canadian seed trade industry and our clients 

with meeting global export requirements,” says Trevor Nyset-

vold, director of seed and crop.

    Through this accreditation, SGS BioVision’s lab in Sherwood 

Park, Alta., will be capable of issuing Canadian seed 

organizations with ISTA Orange International Certificates (OIC) 

or Blue International Certificates (BIC) based on requirements 

of the importing country. 

     Testing covers:

• Purity testing;

• Determination of other seeds;

• Germination;

• Viability;

• Moisture content;

• Seed weight determination.

These tests are available for grasses, cereals, legumes, 

pulses, vegetables, flowers and other agricultural crops, such 

as the brassica species. On the sampling side, the lab will 

carry out manual sampling from a lot to obtain a representative 

sample for testing.

     ISTA, founded in 1924 and with member laboratories in 

more than 70 countries, is an authority in seed science and 

technology. The organization works on developing standard 

seed testing methods, facilitates the trade of quality seeds 

and makes a valuable contribution to food security. The 

accreditation of the Sherwood Park lab strengthens SGS’s 

ISTA footprint in North America, alongside SGS’s existing ISTA 

accredited lab in Brookings, South Dakota.

    SGS has more than 140 years of experience in serving the 

global agricultural and food market, with origins as the first 

grain inspection company based out of Europe. In Canada, the 

company offers the most comprehensive spectrum of seed, 

soil, grain, greenhouse and feed testing services. 

     Following best practices shared by 2,600 offices and labs 

globally, SGS applies world-class standards to local Canadian 

testing to ensure product complies with local and international 

industry standards and regulations. 

“The ISTA accreditation is a great complement to the existing 

testing, inspection and certification services SGS offers to the 

wider agricultural and food market since it delivers competitive 

advantage to organizations seeking quality and security in the 

supply chain,” says Don Slobodzian, vice-president of agricul-

ture and food at SGS Canada.

 For more information, visit www.sgs.ca and www.biovision.ca.

Supporting Canadian seed companies with 

meeting global export requirements
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Milking cows made simple! 
Are you frustrated with slow milking quarters, 
udders that do not milk out, mastitis and slow 
milking? CoPulsationtm provides a unique milking 
action with a full teat massage for superior milking. 

Krynenhill Holsteins LTD      Rob Krijnen  519-617-1100 
CoPulsation.com         www.Facebook.com/CoPulsation

CoPulsationtm Milking System 

DAIRY FARMERS OF ONTARIO

IS ON SOCIAL MEDIA

@DairyOntario      

@OntarioDairy

@OntarioDairy

@OntarioDairy    
T..he internationally recognized Farm 

Show Council has accepted Ag in Mo-

tion as a member. 

Established in 1972, the Farm Show Council 

was formed to maintain the highest standards 

of excellence for exhibitor and attendee experi-

ence at agricultural tradeshows in the United 

States, Canada and New Zealand.  To be ac-

cepted as a member, Ag in Motion was evalu-

ated to ensure the show reached the required 

high level of excellence. 

“We are very excited to be accepted as a Farm 

Show Council member and are looking for-

ward to being a part of the idea-sharing process, 

seeking mutual ways to ensure a positive experi-

ence for our attendees and exhibitors,” says Rob 

O’Connor, Ag in Motion show director. 

As part of the Farm Show Council, Ag in 

Motion will be among 23 established agricul-

tural tradeshows. Representatives from these 

tradeshows meet annually to exchange ideas 

and opportunities with the goal of improving 

show experience for their audiences.  Canada’s 

Outdoor Farm Show, also owned and operated 

by Glacier FarmMedia, is a long-time member. 

Going forward, Ag in Motion will be evalu-

ated every five years on show experience, at-

AG IN MOTION RECENTLY ACCEPTED 

AS MEMBER OF FARM SHOW COUNCIL

tendance and exhibitor numbers. 

“I have no doubt Ag in Motion will bene-

fit from membership in the council and pro-

vide valuable contribution to future discus-

sions,” says Doug Wagner, Canada’s Outdoor 

Farm Show president. “We’re proud to see Ag 

in Motion and Canada’s Outdoor Farm Show 

represented as premium agricultural events in 

North America.” 

The Ag in Motion joined representatives 

from Canada’s Outdoor Farm Show at the 

Farm Show Council's meeting in April in Ra-

leigh, North Carolina.



MERRY CHIMES OF A FARMER’S RHYMES

By Warren Wordsworth Faw

W 
arren Wordsworth Faw was born in 1909 

and farmed near Springfield, Ont., for 50 

years. Over his lifetime, he developed a 

great interest and considerable skill in three hob-

bies—carving wood, playing and making musical 

instruments and writing poetry. He penned countless 

rhymes about farming, the wonders of nature and his 

varied life experiences. Warren died in 2013 at the 

age of 103 and was the grandfather of Dairy Farmers 

of Ontario’s board chair, Murray Sherk.

WARREN WORDSWORTH FAW

Working On The Land

I 
...like to work upon the land

And watch the brown earth turn,

For there I view all nature grand,

And there new verses learn.

I see the ever-changing sky,

So old, yet always new;

I watch the fleecy clouds drift by 

Across the open blue.

I view the woods now turning green,

And greener day by day;

They look to me so cool and clean

In this fair month of May.

I watch the cowbirds as they pass;

They all so friendly seem.

I see them fluttering o’er the grass

And lighting near my team.

I like to work upon the land

And watch the brown earth turn,

For there I view all nature grand,

And there new verses learn.

Farmers are resourceful

Give us the right tools and a little time and we  

can get most anything up and running again. 

The same goes for your mental health.

Farming is an amazing way of life, but sometimes  

it can be as draining mentally as it is physically.  

You need the right tools to keep things running 

smoothly. 

Make sure your well-being is a priority and talk to 

somebody if you or someone you know needs help. 

Agriculture is rooted in strength – the strength  

to take care of our families and ourselves. 

For more resources, visit domore.ag.
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Chosen 10,000 times 

Reason 9,378:

BRITISH COLUMBIA
Mountain View Electric Ltd.
Enderby — 250.838.6455
Pacific Dairy Centre Ltd.
Chilliwack — 604.852.9020

ALBERTA
D. H. & P. Supplies & Equipement Ltd.
Blackfalds — 403.782.6473
Kneller’s Sales and Service Ltd.
Leduc — 780.986.5600
Lethbridge Dairy Mart Ltd.
Lethbridge — 888.329.6202

SASKATCHEWAN
Dairyland Agro Supply Ltd.
Saskatoon — 306.242.5850
Regina — 306.721.6844

MANITOBA / NW ONTARIO
Penner Farm Services Ltd.
Blumenort — 204.326.3781
Brandon — 204.728.7563

ONTARIO
Claire Snoddon Farm Machinery
Sunderland — 705.357.3579
Conestogo Agri Systems Inc.
Drayton — 519.638.3022
1.800.461.3022

County Automation
Ameliasburg — 613.962.7474
Dairy Lane Systems Ltd.
Komoka — 519.666.1404
Keith Siemon Farm Systems Ltd.
Walton — 519.345.2734
Lamers Silos Ltd.
Ingersoll — 519.485.4578
Lawrence’s Dairy Supply Inc.
Moose Creek — 613.538.2559
McCann Farm Automation Ltd.
Seeley’s Bay — 613.382.7411
Brockville — 613.926.2220
McLaren Systems
Cobden — 613.646.2062

Melbourne Farm Automation
Melbourne — 519.289.5256
Aylmer — 519.773.2740
Silver-Tech Systems Inc.
Dunnville — 905.981.2350

ATLANTIC PROVINCES
Atlantic Dairy Tech.
Charlottetown, PE — 902.368.1719
Mactaquac Farm Equip. Ltd.
Mactaquac, NB — 506.363.2340
Sheehy Enterprises Ltd.
Shubenacadie, NS — 902.758.2002
Sussex Farm Supplies
Sussex, NB — 506.433.1699



If you’re interested in seeing how a cow toi-

let works, you might not have to wait too long. 

The company behind the invention hopes to 

launch the technology by 2020. 

THE BACK FORTY
By Jennifer Nevans
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COW TOILETS

A UNIQUE DUTCH invention aims to improve farm management and help dairy 

producers continue to be environmentally sustainable.  

Dutch invention aims to cut greenhouse gas emissions[

Jennifer Nevans
is assistant editor of 

Milk Producer.

D
airy producers looking for ways to be 

environmentally sustainable should 

read about this unique Dutch inven-

tion that aims to cut ammonia emissions from 

dairy cattle by half—but there’s a catch. The 

success of the invention relies heavily on pro-

ducers’ ability to potty train their cows. 

Henk Hanskamp is the brains behind the 

new invention, which can easily be described 

as toilets for cattle. 

“We are tackling the problem at the source,” 

Hanskamp says in media reports about his in-

vention. “A cow is never going to be com-

pletely clean, but you can teach them to go 

to the toilet.”

Cow toilets work by stimulating the cows’ uri-

nary reflex, encouraging the animal to urinate in 

a trough positioned behind them while they’re 

eating. The bovine litter box collects urine be-

fore it hits the floor, making sure it stays separate 

from manure and disposed of properly. 

Researchers are testing this genius invention 

at a Dutch farm, and early results show some 

promise for these cow toilets. So far, seven out 

of the farm’s 58 cows have already learned how 

to use the urinal without any stimulation.

While the purpose of the invention is to 

reduce harmful greenhouse gas emissions 

(GHGs), farmers are discovering other benefits 

to farm management. Surprisingly, the urinals 

also help improve hoof health by keeping stalls 

cleaner and the ground dryer. The invention 

proves the industry continually finds ways to 

not only be environmentally sustainable, but 

improve animal welfare as well. 

The Dutch inventor is hoping the bovine uri-

nal will help farmers cut GHGs, but if it doesn’t 

end up doing that, it’ll at least prove you appar-

ently can still teach  an old cow new tricks.



Magnum™ 450TL
The Liner with Turbo Action 

•   Transitional Shape – “Hugs” the teat rather than pinching for comfort, results in 

less squawks and unit kick-offs

•   Round Shoulder – Low mouthpiece vacuum, less mouthpiece congestion

•  Tapered Barrel – For optimal teat massage and faster milk-out

•   Transitional Wall Thickness – Ideal teat placement for a healthier teat end

•  Lowered Placement of Liner Touchpoint – Keeps teat ends healthy

•   2400 Milkings – Fewer liner changes

Contact Your BouMatic Dealer Today!

Consistent, even milk-out from quarter to quarter, milking after milking.

A U.S. Company

www.boumaticrobotics.comwww.boumatic.com
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Visit the  
BouMatic website 
for more product 

information.

Napanee 
Moore 5 County Dairy Services
613-354-5516

Oshawa
Gordon Corners Ltd.
905-655-3177 

Strathroy-Salford-Dunnville
Dortmans Bros 
1-800-265-3435

Tara Partner Ag Services
519-934-2343  877-349-3276 

Belle Vallee
Optimum Agri
705-647-5040
 
Blumenort 
Penner Farm Services 
800-461-9333  204-326-3781

Brinston 
Dundas Agri-Systems  
613-652-4844 

Lindsay 
Ron’s Bearings Equipment Sales
705.878.4515

Wellesley 
Advanced Dairy Systems 
519-656-2379
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Benner  BARDO
+3416 GLPI
2296 Pro$

www.eastgen.ca

Canada’s #2 
LPI Sire!

Newly Proven!

L-R Athlone Bardo Molasses VG-85-2YR-CAN, Athlone Bardo Limburger VG-85-2YR-CAN

GEBV 19*APR

+491 Milk

+116 Fat           .86 Fat%

+53 Protein    .30 Prot%

+11 Conformation

+8 Mammary System

+11 Feet & Legs

+9 Rump

+103 Calving Ability

+104 Dau. Fertility

+60 Semen Fertility
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