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Initiated by the Manitoba Organic alliance and Manitoba Agriculture, Food and Rural Initiatives, 
funding for this project was provided through Growing Forward, a federal, provincial, territorial 
initiative. This document was prepared exclusively as information for MAFRI and MOA. The views and 
opinions expressed in this report are not necessarily those of Agriculture and Agri-Food Canada or 
Alberta Agriculture and Rural Development. 
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Executive Summary  

Manitoba’s organic agriculture sector has experienced significant challenges and loss of operators in 
the past few years. Consumer demand for organic products is strong, but an Action Plan is needed to 
help rebuild the sector, better meet the consumer demand with local products, and ensure that energy 
and resources are wisely invested. This report, funded by Growing Forward and developed 
collaboratively with Manitoba Organic Alliance and Manitoba Agriculture, Food and Rural Initiatives, 
identifies key challenges and opportunities and suggests a path forward for the sector. 

The current project focused on four key subsectors of the Manitoba organic industry: field crops, 
horticulture, beef, and small livestock (including chicken and egg production).  The organic community 
was consulted in three stages: via a survey, an in-person workshop, and consultation with key 
stakeholders who were unable to attend the workshop. Their input was collected and compiled into 
the following three categores: key barriers to growth, actions to overcome those barriers, and 
opportunities for growth. Some issues were subsector dependent, but many cut across subsector 
boundaries. Through a prioritization exercise and further consultations, key actions were identified to 
move the sector forward.  

The sector felt that markets were limited by population size, and by lack of consumer education.  
Access to markets and lack of distribution infrastructure were identified as barriers to growth, 
especially for small- to medium-sized growers. Financial concerns included a lack of access to capital, 
high costs of inputs such as feed, equipment and certification, and difficulty achieving organic 
premiums that covered the costs of production. Lack of networking and information sharing was also 
seen as problematic. 

The community recommended education as a means of removing barriers. This education would target 
consumers and producers, including more agronomic and marketing extension for farmers and more 
information on the health, environment, and animal welfare benefits of organics. 

Opportunities included import replacement and responding to consumer demand for local organic. The 
sector considered the organic community to be a benefit to rural development, encouraging younger 
farmers, reducing carbon footprints, and diversifying the economy. Proclamation of the Organic 
Agricultural Products Act in Manitoba was seen as a key opportunity to improve consumer confidence 
and understanding of organic, but also to attract more farmers into the fold.  

Challenges and opportunities in the subsectors include the following: 

 Field crops: challenges included agronomic factors and lack of extension on both agronomy and 
marketing. Means of working together and sharing information were encouraged. 

 Beef: lack of infrastructure for slaughter and processing was a major concern, followed by a lack 
of finishing (grass or grain) capacity. Producers were concerned that scaling up be done in step 
with the market 
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 Horticulture: market access was limited by a lack of consumer understanding and appreciation 
of the true costs of local organic production. Producers also identified transportation issues and 
lack of storage and distribution networks as limiting potential markets. 

 Small livestock: Slaughter was a primary concern, followed by the need for accessible feeds, 
especially for chickens. 

The stated goal of this project was to develop at least two action plans to move each subsector 
forward. Many action plans were of high priority to all subsectors. These include the following: 

Action 1 – Develop the organic market through consumer education 

 Link to the Canadian Organic Sector Branding Campaign “Think Before You eat” 

 Customize to Manitoba products 

Action 2 – Develop and strengthen the distribution system for organic products 

 Develop food service and on-line distribution markets for Manitoba organic products 

 Encourage groups such as Harvest Moon Society’s Local Food Initiative, Fresh Options Organic 
Delivery, and the Winnipeg Community Hub Project in their endeavours, and support their 
growth 

Action 3 – Enact the Organic Agricultural Products Act in Manitoba 

 Promote the act to increase consumer clarity and confidence in Manitoba grown organic 
products 

Action 4 – Develop access to local processing 

 Work with existing processors and abattoirs, particularly the proposed federal abattoir to 
discuss “attestation of compliance” to organic 

 Conduct a feasibility study for poultry processing including slaughter and further processing, 
and the possibility of combining with other livestock 

Action 5 – Increase knowledge sharing for organic producers 

 Develop regional farm clubs as the focal point of peer-to-peer networks to share information 
and resources 

 Develop commodity specific clubs as need, for instance for horticultural growers 

 Partner with extension providers, university, etc to increase available resources 
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Recommended actions for subsectors include the following: 

Field crops 

 Educate consumers and the farm service industry on the environmental benefits of organic 
production 

 Develop access to local processing  

Beef/Bison 

 Identify appropriate slaughter and further processing options that meet organic standards 

 Develop market campaign focusing on the Manitoba marketplace 

Small livestock (including chicken and egg production): 

 Identify appropriate slaughter and further processing options that meet organic standards 

 Find appropriate sources of feed, including chick starter 

Horticulture 

 Establish sector based farm club that would facilitate collaborative access to suppliers, inputs 
(including transplants/bedding plants), equipment, markets and extension 

 Develop access to storage and local processing to extend market access 

 

The Manitoba organic sector sees great opportunity in the market demand for local organic products, 
and in replacing organic imports. They challenges are to access this market and provide organic 
producers with a premium that covers their higher costs of production, and to find ways to build 
efficiencies where established infrastructure is difficult to access. 
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Manitoba Organic Action Plan 

Background / Introduction 

Manitoba’s organic agriculture sector experienced significant challenges and loss of operators in the 
past few years, as a result of several factors, primarily the economic recession. While sales of organic 
products continue to grow in Canada, reaching an estimated $2.8 billion in 20121, and the number of 
organic operations in Canada is at an all time high2, Manitoba production is rapidly losing ground. 
Opportunities exist for Manitoba organic producers in both domestic and export markets; however an 
Action Plan is needed to help rebuild the sector and ensure that energy and resources are wisely 
invested. The Action Plan will identify the challenges and propose solutions to promote the growth of 
the Manitoba organic sector. 

Five subsectors were identified as important in Manitoba: organic field crops, beef and bison, small 
livestock, horticulture, and dairy. A sectoral Action Plan will help existing and new organic farmers and 
processors to identify emerging opportunities, to develop effective strategies and the necessary 
business plans to help move the sector forward. This information will also help ensure that research 
and extension services are targeted to the needs of the sector.  

With funding from Growing Forward, a federal-provincial-territorial initiative, the Manitoba Organic 
Alliance hired Resilient Solutions Consulting, a team of organic industry specialists, to work with the 
provincial organic sector to develop the Manitoba Organic Action Plan. To obtain information from as 
many members of Manitoba’s organic community as possible, a survey was designed for broad 
distribution, and a face-to-face workshop was conducted to obtain more detailed responses from 
sector stakeholders. A few individuals were also consulted for their specialized knowledge of organic 
subsectors. The information was analyzed by the consultants and a draft Action Plan was prepared and 
finalized through further consultations with key industry stakeholders.   

The Manitoba Organic Sector Action Plan outlines key challenges and opportunities for the small 
livestock, beef, horticultural, and grain subsectors. Key strategies are presented for moving the entire 
sector forward since there was considerable overlap in subsector needs, possible solutions and key 
actions. Although dairy was identified as a key subsector in the original proposal, it was determined 
that issues and possible actions to move the subsector forward were beyond the scope of this project.  
Please see Appendix E for more information.    

Special thanks to Dr. Laura Telford, Business Development Specialist – Organic Marketing, of Manitoba 
Agriculture, Food & Rural Initiatives, Kate Storey, President of the Manitoba Organic Alliance, and Eric 
Rempel, retired agrologist, for their support and assistance with the entire initiative. 

                                                      

1
 Preliminary findings from the national organic market study undertaken by the Canada Organic Trade Association 

2
 ibid 
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Profile of Manitoba Organic Sector 

Manitoba has a few benefits over other provinces when it comes to organic production: 
 More unobstructed sunshine than almost any other place in the country (2400 hrs annually) 

 More precipitation than other prairie region (average 450-600 mm, vs. AB and SK which receive 285-450 

mm) and most of this precipitation comes at the right time – after spring planting and after fall harvest 

 More of the best black soils than almost anywhere else in the country 

 The best transportation connections in the country.  

 Although farm land price increases outpaced every province in 2012 except Ontario, Manitoba still has 

cheaper ($2,000 - $4,000 ac. depending on soil type) and more available farm land relative to soil 

productivity than many other provinces. 

 

Overview of Manitoba Organic Sector 

 

 Manitoba has 189 organic operators and 156 producers. The province has lost 15% of its producers in 

each of the past 3 years, but the loss seems to have bottomed out and there are now signs that new 

producers may once again enter organic. 

 Average size of a MB organic farm is 248 ha, vs. 393 in SK and 467 in AB (more livestock and extensive 

farming) 

 The smaller farm size has also meant that MB organic growers have been leveraged less than their 

counterparts in SK. With less debt to service, they have been better able to manage the recession and 

the 2011 flood. Many of the farmers with significant land debt, have likely left organic to return to 

conventional canola production. 

 Most MB organic producers have transitioned from conventional. Most are relatively new to organic 

farming. Only 16% have more than 10 years of experience. Only 20% are under the age of 40. 

 Phosphorous is a serious challenge and is often the key yield-limiting factor. One proposed solution is to 

increase the use of livestock on grain farms. Soil sulphur is also low. 

 40% of land in soil building crops at any given time, including perennial forages. About 25% are for 

building soil fertility for organic crops. Most agronomists think this percentage needs to be higher to 

improve fertility 

 Weeds are considered to be a major issue for most producers (mustard, Canada thistle, red root 

pigweed are the key problems)  

 Grain yields tend to be about 75% of conventional, pea, canola and flax yields 44-54% of conventional 

 Some people have estimated that MB producers need a 50% price premium to make organic work, but 

this number is very much determined by land and equipment debt. Many of the remaining organic 

producers in MB own their own land and have spouses with off-farm jobs – factors that provide 

significant financial buffering. 
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Consultations 

Survey 

Manitoba Organic Alliance (MOA), Laura Telford from Manitoba Agriculture, Food and Rural Initiatives 
(MAFRI) and Resilient Solutions Consulting determined the survey questions needed to gather opinions 
and information in a number of sectors: field crops, beef, chicken (meat and egg), potato, horticulture 
and value added. The survey posed questions about the barriers to growth, possible actions to 
overcome these barriers, and opportunities in each subsector. It also asked for demographic 
information (see Appendix A).  

MOA member Eric Rempel built the survey tool, using ‘Google docs’. An invitation to participate was 
sent to the wider organic community and to those on the periphery of organics in Manitoba. The 
survey was also provided in hard copy to producers who were less comfortable with the technology. 

Survey results were summarized. Some of the respondents did not answer every question. For each 
question, percentages were calculated, and summaries tabulated only for those people who provided 
an answer to the question. This number is indicated in the figures and tables as (n=). Lack of a response 
was not considered to indicate any particular answer or intent. For a summary of survey demographic 
responses, see Appendix B. 

By comparing the survey demographics with the environmental scan, it was determined that survey 
respondents were representative of the broader organic sector in Manitoba. Considering a potential 
population of 189 organic operations, and a response to the survey of 50, our survey intensity was 
50/189 or 26%. This is considered to be an excellent sampling intensity. 

A number of questions were asked in the survey, related to each subsector. Questions were posed on 
perceived barriers, actions that could be taken to reduce these barriers, and opportunities for growth. 
Summaries of the responses are found in Appendix C. Many of the items found to be barriers in one 
sector were experienced as barriers in all sectors. Commonalities were also found in actions to be 
taken, and opportunities for growth.  

 

Workshop 

An Action Planning workshop took place in Brandon on Saturday, March 2, 2013. The face-to-face 
planning session was widely advertised within the sector. The workshop facilitators presented the 
survey results, and then organized the participants into focus groups for each subsector that was 
represented at the session: field crops, horticulture, beef, and small livestock (including poultry and 
eggs). Participants were able to shift among focus groups, to assure that all had a chance to participate 
in each subsector discussion on challenges, opportunities, and key actions for growth. The discussions 
were summarized by subsector facilitators. Key actions for each subsector were prioritized by the 
entire group (see Appendix D). 
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Further Consultations 

Additional telephone consultations were conducted by the consultants and Laura Telford, to obtain 
feedback from key stakeholders who were unable to attend the face-to-face planning session (see 
Appendix E). The information obtained from these consultations was also considered in the 
development of the Action Plans.  

 

 

 Challenges and Opportunities 

Survey respondents, participants at the workshop, and stakeholders who were consulted for additional 
information, shared a number of common themes. Other themes were specific to the different 
subsectors. Commonalities across all subsectors are presented in this section, followed by the 
challenges, opportunities and actions for specific subsectors.  

 

 Common Barriers 

Lack of markets was identified in each subsector as a barrier. Population size is seen as a limitation for 
those products most commonly marketed direct to consumers in Manitoba. Lack of markets was also 
seen as a problem for field crops, which are often destined for export markets. A lack of consumer 
education contributed to the lack of markets. Respondents often felt that if consumers were fully 
aware of conventional practices, they would flock to organics, and support the premium. 

Access to markets and lack of distribution infrastructure were identified as barriers to growth, 
especially for small to medium-sized growers.  These two issues are inter-related since without strong 
distribution networks, which include consolidation points, it is difficult to access mainstream markets 
and even in some cases, to sustainably service existing markets. 

Lack of access to capital was frequently seen as a barrier. This was exacerbated by high costs of inputs 
such as feed, equipment, certification and low prices for products. Producers who cut their price below 
cost of production were identified as a problem for the beef and horticulture groups. The need for 
government funding was also mentioned.  

Government regulations were seen as a barrier in all but the field crops sector. These regulations 
include restrictions imposed by marketing boards (quota requirements, egg grading), regulations 
imposed by the Canada Organic Regime (limitation of inputs, feed regulations, etc.), and regulations 
imposed for food safety, such as those restricting farm gate beef sales. Lack of appropriate insurance 
was also seen as a factor.   
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Competing claims were also mentioned, with the suggestion that more needs to be done to 
differentiate organic products in the consumers’ minds. Enactment of the Organic Agricultural Products 
Act would support clearer messaging around the word “organic” and enable stronger consumer 
education. 

Failure to work together was repeatedly cited as a barrier. Distance was seen as a barrier in most 
categories; however, this was identified by a relatively small group (six survey respondents, 
interestingly not the most far flung). Distance problems might be seen as a failure to work together.  

Lack of information/education for organic farming was also a common response. This included lack of 
internet access and internet skills, lack of vision on the part of individual producers, lack of confidence 
in their own abilities, lack of research and extension, lack of business planning and marketing expertise 
on the part of individuals, and lack of a grower culture in our communities. 

 

Common Actions to Remove Barriers 

Increased education topped the list of common actions to reduce barriers among all subsectors. This 
included a variety of producer education options, such as extension, peer to peer training, field days, 
more accessible information sources, grower clubs, apprenticeships, etc. It also included education 
aimed at consumers on the health benefits of organics and its difference from conventional and 
stronger truth in labeling requirements for competing claims.   

Participants called for greater collaboration among producers to build a culture of entrepreneurship, to 
support supply chain connections and allow collaborative marketing and distribution, and to develop 
cooperatives to reduce distance and transportation problems.  

Supporting collaborative distribution and marketing efforts is an action that could provide 
opportunities in other regions. For example, the Harvest Moon Society’s Local Food Initiative links 
farmers and products across a broad region with consumers in Winnipeg through a buying club 
structure. Working with innovators such as Fresh Options Organic Delivery to access retail and food 
service markets is another option. Collaborating in initiatives to create community distribution and 
small scale processing centres such the Winnipeg Community Food Hub project will facilitate access to 
markets and encourage more producers to participate. 

Participants also called for more government support, in the form of funding, incentives, and tax 
breaks; and facilitating dialogue with marketing boards. Support to continue to fund Laura Telford, 
MAFRI, and the initiatives she brings forward, was specifically mentioned by three survey respondents. 

Market research and marketing of organics to develop higher value markets were suggested by several 
participants. Several participants suggested facilitating dialogue with marketing boards, to exempt 
organic from quota restrictions.   
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Common Opportunities 

In each subsector, participants suggested that there were opportunities because of the market 
demand for organic products, either unmet, or currently met by imports that could be replaced by 
local product. They felt consumers were beginning to become more informed on the health benefits of 
locally grown organic products, although more educational work needs to be done. They also 
mentioned benefits such as a more diverse economy, more rural development, support of local 
economies, encouragement for young farmers and a better carbon footprint. They saw benefits in 
educating the eater, and connecting farmer and eater. 

A common theme was that there was capacity to move forward in each sector. Economics could be a 
driver, since opportunities are strong. Presenting a strong business case for organic was seen to be an 
opportunity to encourage lending institutions to create financial programs specific for organic.   Human 
resources were also considered part of this capacity to move forward, with opportunities driving 
greater cooperation and collaboration. 

Challenges and Opportunities in the Identified Subsectors 

Field Crops 

Agronomic factors topped the list of specific concerns related to field crop production: weeds; soil 
concerns, including phosphorus fertility; sourcing seeds; attaining yields; pests; and weather. GMO 
issues were also a concern. These could be addressed through research in some cases: continuing 
research into the environmental benefits of organic production, soil phosphorus dynamics, heritage 
varieties, variety tests on organic farms and means of achieving gluten-free crops. Research would also 
be needed to support an expansion of organic crop insurance. 

Producers also called for more agronomic extension targeting organic producers including: information 
on best practices such as cover crops, transition through alfalfa, reducing fallow, soil testing. A 
partnership was suggested with the Brandon Research Station weed control program.  

Participants encouraged producers to work together, to access equipment and share information. A 
strong majority felt farm clubs would be useful to bring producers together and provide information 
and opportunities to share. Some actions the farm clubs might consider include finding ways to keep 
farmers ‘in’ when prices drop, working with farmers who are already organic before encouraging new 
entrants to organics, facilitating connections between growers and brokers, and encouraging small 
scale and higher quality. Producers with superior techniques could act as role models and mentors 
both within the organic community and beyond. Such mentors could perhaps take on apprentices, or 
connect with younger farmers. 

Participants also recommended establishing connections between farmers and students, and farmers 
and consumers. Some suggested labeling products to indicate the farm, and tell its story. The organic 
community should forge alliances with Buy Manitoba and the food processors. These alliances, and 
endorsements from environmental groups, might translate into check offs at retail or recognition in 
programs under Growing Forward 2. One producer suggested there should be carbon credits for 
planting green manures. 
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Issues related to marketing were also a concern. Survey respondents cited lack of integrity in organic 
products (non-organic labeled as organic), unscrupulous grain buyers, lack of price discovery, lack of 
contracts, lack of local mills and high conventional prices as key challenges. In the survey, a majority of 
respondents favoured an online marketing service. They also suggested investing in an elevator in 
central Manitoba, in mobile grain cleaning, and in Manitoba grain processors.   

Processing was seen as a way to ride through market volatility, reduce transportation costs, increase 
employment and perhaps gain funding. Processing opportunities in field crops that were mentioned 
included: seed processing, seed cleaning, and ready-to-eat foods such as crackers. The Portage Food 
Development Centre was recognized as a valuable asset.  

Several issues were identified related to regulations. These included the time and cost of paperwork 
for certification and for other programs; the costs of transition; difficulties with crop insurance, 
including the lack of crop options, and poor market valuations; and the need to register the by-
products of hemp hulling for animal feed. 

Proclamation of the Organic Agricultural Products Act in Manitoba was seen as a potential opportunity, 
as it would eliminate organic labels that were not certified. Similarly, endorsing non-GMO labeling 
would be a market advantage. 

Specific field crops were suggested as opportunities: non-traditional crops, old crop types, buckwheat, 
lentils, sunflowers, oats, hemp, pedigreed seed, forage seed, feed, gluten free grains, non-GMO soy 
and spelt.  

 

Beef 

The primary issue in organic beef production in Manitoba is the lack of infrastructure, specifically a 
federally approved abattoir and beef processing plant (cut and wrap) licensed for organic.  Producers 
hoped that MAFRI could conduct a feasibility study on slaughter, and further processing and 
distribution. An abattoir/processing plant could be centralized or might be mobile, for multiple species. 
Another option would be to look into having several part-time small-scale options. Construction or 
renovation for an abattoir might be funded, in part, through user fees, or producers’ check-off fees.   

Secondarily, there was concern about a lack of finishing facilities for beef, paired with a concern about 
flooding the market with organic calves. A number of barriers were identified: the risk is high, with the 
costs including high priced grain and hay, pens, water, shelter. Herd health could be a concern when 
commingling cattle. Transportation was also a concern, from an animal welfare perspective, and also in 
terms of efficient use of transport space. There was concern that consumer may resist an organic 
premium as high as would be needed to cover costs of production.  

It may be possible to mitigate some of the risk, by providing incentives for feedlots, and stocker loans 
as bridge financing to people who were buying and feeding cattle that would take significant time to 
achieve slaughter quality. 
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Grass finishing was identified as a growing market with lower costs of production. Improved 
techniques are needed for producers finishing without grain.  

Opportunities for beef, shipped as frozen meat rather than live animals, included export, direct and 
online markets, and retailers in Manitoba, Toronto, Vancouver, Calgary, and Montreal. Wholesalers 
and aggregators are believed to be currently experiencing more demand than supply.  

There are greater opportunities for rapid growth in organic beef because many organic farmers have 
conventional cattle that could be certified if there was demand. However, producers urge caution in 
scaling up to rapidly to ensure sufficient markets as production grows. A side benefit to scaling up beef 
production would be added fertility for field crops.  A number of producers indicated an interest in 
backgrounding, grain finishing and pasture finishing beef (Table 1, Appendix C). 

 

Horticulture 

The largest issue impacting both large and small operators is lack of consumer recognition and demand 
for locally grown organic produce, and dealing with competing labels such as pesticide free, Local Food 
Plus, Buy Manitoba, etc. Also, with year-round competition from California and Manitoba’s short 
growing season, Manitoba growers find it difficult to obtain and maintain shelf space and retailer 
loyalty/support. Additional challenges for the small to medium sized growers include lack of storage 
capacity; transportation/logistics challenges (moving products off-farm to consolidation points and 
population centres); lack of access to key inputs such as suitable varieties, transplants; lack of 
equipment including irrigation equipment and greenhouses; lack of access to extension services and 
agronomic advice specific to organic production.  

Since potatoes are a major vegetable crop for Manitoba growers, the survey had specific questions on 
organic potato production. Survey respondents indicated that they had concerns with regard to 
insects, weeds, disease, seed source, plus a lack of available land. They were also concerned that a 
large operator had essentially cornered the market, and that production restrictions for other growers 
were too tight (5 acres maximum without quota). Other participants suggested 5 ac of potato 
production per farmer was ample for direct sales. 

Opportunities in the organic horticulture sector include increasing supply and availability of local 
products by growing shoulder season crops (early and late maturing varieties) and using season 
extension techniques and facilities for vegetables, expanding production of fruits and berries, and 
increasing processing and storage capacity. Opportunities were also identified for the food service 
market, targeting restaurants and institutions, and linking with the Local Sustainable Food 
Procurement Pilot Project and with Fresh Options Organic Delivery (FOOD). FOOD is working directly 
with small scale farmers to expand access to retail and foodservice markets.   

For organic potatoes, survey respondents saw opportunities in export markets (if washing and grading 
facilities were available), table potatoes, seed potatoes, and for farmers’ markets and institutional 
buyers such as university food services.  
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Collaboration was a key theme for horticulture operators. Survey respondents indicated an interest to 
collaborate ranging in activities from crop planning, input purchasing, and equipment sharing, to 
distribution, retail and institutional sales.    

Key actions to overcome barriers include increasing demand through consumer education and a 
marketing campaign, linking with other national (Canada Organic sector Brand Strategy) and local 
initiatives (Buy Manitoba); improving education and training for producers (production skills, business 
planning and marketing); supporting collaborative efforts to overcome storage and 
transportation/logistics challenges for small/medium producers;  supporting research and 
development for varieties and technologies suitable for Manitoba; facilitating the development of food 
service markets; and conducting a feasibility study to identify processing opportunities. 

One action that was identified during the workshop and subsequent consultations with industry 
experts was the need to increase the production and availability of organic transplants/bedding plants.   
The availability of transplants/bedding plants can to be limiting the growth of organic vegetable and 
fruit production in Manitoba, especially for new growers.  The production of vegetable transplants 
requires specialized skills and facilities (greenhouses, growth chambers, etc). 

 

Small livestock: 

The small livestock subsector includes organic chicken and eggs, turkey, pigs and sheep/lamb.  

Challenges experienced by this subsector include lack of appropriate feeds (especially for chickens and 
poults), lack of slaughter and processing facilities, quota restrictions for supply managed products, the 
need for more appropriate animal genetics (especially for chickens), lack of markets and consumer 
education. Imported organic eggs and chicken (from other provinces and countries) apparently supply 
more than half of the current demand for these products in Manitoba. There is currently no 
commercial producer of broilers in the province.  

Opportunities were identified by survey respondents and workshop participants particularly for 
increased chicken and egg production.  According to the survey findings, interest in raising meat birds 
was sufficient to potentially reach over 50,000 organic chickens per year (8% of these would be small 
operations; 92% would fall under the quota requirements), and interest in organic egg production 
could potentially reach 25,000 layers ((7% of these would be small operations; 93% would fall under 
the quota requirements; see Tables 3 & 4 in Appendix C). Other opportunities included providing 
quality and affordable eggs and chicken, and allowing farmers to connect with eaters through urban 
egg production.      

Key actions include the development of a multi-species slaughter/processing facility and/or a mobile 
abbatoir specifically for chickens; developing new feeds using locally sourced organic grains; and 
undertaking consumer education and promotion.   
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Action Plans 

Although the stated goal of this project was to develop at least two actions for each of the key 
subsectors, the key challenges and solutions that emerged from the survey and forum tended to be 
similar for most of the subsectors, with some specific differences. For this reason, we have identified 
the priority actions in two different formats below, noting the Sector Action Plans first  followed by the 
Subsector Action Plan.  

 

Sector Actions Plans: actions that cut across subsectors 

Market Development and Consumer Education   
 

1. Undertake consumer education and a promotional campaign to increase awareness of the 

Canada Organic label and demand for Manitoba organic products 

 

 Link to the Canadian Organic Sector Branding Campaign that will be launched by the Canada 
Organic Trade Association (COTA) and Canada Organic Growers (COG) during Organic Week 
2013.   

o The campaign is based on the Canada Organic Sector Brand Strategy and 
communications plan developed by the Organic Value Chain Roundtable (OVCRT)). The 
goals of the brand strategy and campaign are to differentiate Canadian organic products 
from imports and competing labels.  Key messaging of the brand concept revolves 
around the slogan and imagery of “Think Before You Eat”, plus the tagline “Think 
Canada Organic”, and provides compelling reasons to choose Canadian certified organic 
food.   

 MOA and certified organic operators can customize elements of the national campaign for the 

Manitoba organic sector and promote specific Manitoba organic products at retail, farmers 

markets, restaurants etc.  Link with the Buy Manitoba campaign wherever possible to capitalize 

on the consumer awareness and retailer loyalty to the local branding initiative. 

o For example, develop a Buy Manitoba Organic Beef campaign by combining key 

marketing elements of the national organic and Buy Manitoba provincial program.  

Customize the ‘Think Before You Eat’, ‘Think Canada Organic’ posters with images of 

Manitoba organic beef and the bold statement ‘Buy Manitoba Organic Beef’.  Focus the 

Buy Manitoba Organic Beef campaign on the benefits of livestock in organic systems, 

the animal welfare aspects, and emphasizing ‘local’.    

o For organic fruit and vegetables, create similar customized posters with the bold 

statement ‘Buy Manitoba Organic Fruit and Veggies’ or a generic statement such as ‘Buy 



 

Manitoba Organic Action Plan                    Page 20 of 64 

 

Manitoba Organic Products’ or ‘Buy Manitoba Organic Goodness’.   Focus on educating 

consumers about the seasonality of local produce and the benefits of supporting local 

organic.   

o Create similar customized marketing materials for the other organic subsectors and 

participate in the Buy Manitoba campaign at the retailer level with shelf talkers, etc.   

 In key messaging, link organic agriculture with environmental benefits and services. Data are 
now available to confirm that organic systems do have significant environmental benefits, and 
this may help promote organics to consumers. It may also give organics an edge in developing a 
checkoff at the retail level (eg. Retail customers would donate $1 or $2 at the till to support 
Manitoba organic producers and an environmental partner (or group of partners))  

 Develop consumer focused websites and/or link to COTA/COG consumer education sites so that 
consumers can easily access credible and sound information on the benefits of organic and 
supporting Canadian/local organic; utilize social media to promote events and key messaging; 
create webpages that are accessible to mobile app users.  

 Work closely with teachers to develop organic specific educational modules, organize speaking 
engagements and events, to generate excitement for organic amongst youth; utilize multimedia 
technologies and social media  

 Link with like minded organizations such as Food Matters Manitoba and Harvest Moon Society 
to deliver organic specific programs and outreach activities for youth, families and young 
children.  
 

 

2. Develop and strengthen distribution systems for organic products  

 

 Develop the food service market by targeting restaurants and institutions (universities, day 

cares, hospitals, crown corporations, etc) and linking with the Local Sustainable Food 

Procurement Pilot Project. Members of the organic subsectors meet with  

o Local Food Plus / the coordinator of the Local Sustainable Food Procurement Pilot 

Project to discuss collaboration/participation 

o Large institutional buyers such as the University of Winnipeg to discuss supplier-buyer 

relationships 

 

 Conduct a study to assess the feasibility of on-line distribution for Manitoba organic products.  

This initiative may expand into further processing, distribution and marketing, possibly with 

farmer co-ops. 

 Encourage groups/projects such as Harvest Moon Society’s Local Food Initiative, Fresh Options 

Organic Delivery, and the Winnipeg Community Hub Project in their endeavours to expand 

markets and improve market access for local producers, and support their growth. 
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Regulatory 

1. Enact the Organic Agricultural Products Act in Manitoba 

The proclamation of the Organic Agricultural Products Act in Manitoba is pending, and is eagerly 
awaited by the Manitoba organic community.  The regulation will increase consumer confidence, 
strengthen the credibility of the organic brand and the profile of the sector, and attract more 
producers to organic agriculture, benefitting the province as a whole.  

 Ensure that the Act is passed in Spring 2013.  Mobilize the community to lobby government in 
case there is a delay. Once the Act is passed, MOA will disseminate a news release celebrating 
the enactment of the regulation, and thanking government for their support. MOA to send a 
letter to the Minister of Agriculture. 

 MAFRI and MOA to educate stakeholders and consumers on the implications of the Act through 
media, newsletters, social media  

 

Knowledge Development and Sharing 

1. Knowledge sharing 
 Develop peer-to-peer networks to share information, services, supplies, market information, 

etc. The survey suggested a farm club approach, and a large majority of respondents liked this 
idea. Sharing could include the following: 

o Farm tours, locally and to important destinations in the bioregion (eg. Minnesota) 
o Production information and best practices 
o Specific production skills such as use of irrigation equipment, greenhouses, storage, 

appropriate scale technology 
o Marketing information 
o Transportation 
o Processing 
o Feed information, availability, suppliers 
o Lists of buyers, suppliers, products 
o Storage 
o Predator control methods 
o Telling the farm stories, and finding appreciation 

 Partner with extension providers: 
o Invite the GO teams of MAFRI to deliver extension services to the organic community. 

MOA as a group, local farm clubs mentioned above, or individual farmers could call and 
ask for this collaboration. If extension providers have limited organic experience, MOA 
could suggest they talk with Martin Entz at University of Manitoba for projects to test or 
demonstrate; they could also be involved in promoting his field days at Carman. 
Encourage MAFRI to hire an organic production specialist. Provide 

 Extension to farmers in the field 
 Demonstration and promotion of best practices 
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 Crop diversification  
 Business management 
 Internet use 

o Conduct certification education events to counteract misconceptions about the Canada 
Organic standards. Workshops could help people with issues in paperwork, helping to 
see its usefulness and to streamline the data collection.   

o Encourage banks, credit unions and crop insurance agents to participate in farm club  
and extension events to raise the profile of organics with these groups. Invite them to 
work with the organic community to improve the acceptability of their products in the 
organic community. 

o Support apprenticeship programs 

 

2. Research and information development 
 Share research needs with potential research partners, eg. Martin Entz, University of Manitoba; 

Andy Hammermeister, Organic Agriculture Centre of Canada; Canada Organic Trade 
Association, Portage Food Development Centre; Brandon Research Station. Some of these 
research needs include the following: 

o Environmental benefits of organics 
o Consumer and market information 
o Need for organic test plots 
o Heritage plant varieties; variety trials, develop suitable varieties, ensure seed diversity 
o Gluten free varieties, production 
o Phosphorus fertility 
o Feed options (including hemp by-products) 
o Appropriate equipment/tools/infrastructure such as greenhouse design for low cost 

winter maintenance or storage facilities 
o Potato beetle, lygus bug, flea beetle controls 

 

Local Processing  

1. Develop local processing 
 Encourage local processors to run organic lines 
 Encourage success, by linking local small scale processors with producers; educate the 

processors on organic requirements 
o Give small organic business awards to promote success 
o Encourage cooperatives to share risk 

 Partner with the Portage Food Development Centre to bring products to market 
o Preserving vegetables, especially carrots 
o Utilizing seconds 

 Meet with abattoirs, particularly the proposed federal abattoir to discuss “attestation of 
compliance” to organic 
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 Feasibility study for poultry processing 
o Slaughter options 
o Further processing options 
o Possibility of combining with other small livestock 

 Develop appropriate post harvest handling and winter hothouse capacity to ensure more 
consistent access to high quality product 

o Washing and grading 
o Storage 

 Energy efficient greenhouses/hothouses 
   

 

 

Specific Subsector Actions 

Field crops 

 Educate consumers and the farm service industry on the environmental benefits of organic 
production 

 Develop access to local processing  

Beef/Bison 

 Identify appropriate slaughter and further processing options that meet organic standards 

 Develop market campaign focusing on the Manitoba marketplace 

Small livestock (including chicken and egg production): 

 Identify appropriate slaughter and further processing options that meet organic standards 

 Find appropriate sources of feed, including chick starter 

Horticulture 

 Establish sector based farm club that would facilitate collaborative access to suppliers, inputs 
(including transplants/bedding plants), equipment, markets and extension 

 Develop access to storage and local processing to extend market access 

 

 

 



 

Manitoba Organic Action Plan                    Page 24 of 64 

 

 
Conclusion 

The Manitoba organic sector is well positioned to implement the key action items identified in this 
report.  The organic community is fortunate to have leaders and champions in both the public and 
private domains that are committed to work together to move the sector forward – the Manitoba 
Organic Alliance, Manitoba Agriculture, Food & Rural Initiatives, farmers, farmer collectives, and 
private businesses.  With the enactment of the Organic Agricultural Products Act in Manitoba, 
Manitoba will provide leadership in Canada. Manitoba will benefit from increased consumer awareness 
of local organic products and producers. This will build demand for local organic products which can be 
met by a corresponding increase in local production and processing. 
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Appendix A – Survey Instrument 

 The demand for organic products is booming and the organic sector in Manitoba needs an Action Plan 
to capitalize on these emerging opportunities. The Manitoba Organic Alliance is working with the 
organic sector, MAFRI and a team of organic industry specialists to identify key priorities for action for 
each of the primary organic crop and livestock types grown in Manitoba.  

Funding for this project is provided by Growing Forward, a federal-provincial initiative. 

Your thoughtful responses to this survey will identify those practical actions which have strong support 
from the sector. In turn, this knowledge will allow us to target resources to build our organic sector. 

The information you share will be used for aggregation only. Comments will not be attributed to 
individuals and all responses will be treated as confidential. 

1. Name  

2. Where is your operation 
located? 

 

3. Describe your role in the organic sector (check all that apply) 

Farmer, export or bulk sales  

Farmer, direct sales  

Potential new farmer  

Processor  

Broker/buyer  

Retailer]  

Restauranteur  

Researcher  

Association  

Other (Describe if it is not listed)  
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5. What do you produce, process or sell? (check all that apply) 

Field Crops  

Horticulture  

Potatoes  

Chickens and eggs  

Dairy  

Beef  

Other Livestock (including bees)  

Other (describe if not listed)  

 

7. Where do you sell your products? (check all that apply) 

Farmgate  

Farmer's Market  

CSA or in-town delivery  

Restaurant or institution  

Broker/buyer  

Retailer  

Export  

Processor  

Wholesaler/aggregator  

Other (describe if not listed)  

 



 

Manitoba Organic Action Plan                    Page 27 of 64 

 

9. Where, geographically, do you sell your product? (check all that apply) 

In the local community  

Province wide  

Other provinces  

Internationally  

 

10.  Is your operation certified organic? Check yes ﴾  ﴿ 

11. If not, why not? 

12. What percentage of your revenue comes from the sale of organic products? 

13. If you are a farmer, what percentage of your household income is generated from the farm? 
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Organic Production 

14. Which are your agronomic challenges? 

(Check 1 if it is a big challenge, 5 if it is not an issue 

1 2 3 4 5 

Developing a suitable crop rotation 
     

Maintaining soil fertility 
     

Building soil structure 
     

Pest & disease management 
     

Seed sourcing 
     

Animal housing 
     

Animal disease control 
     

Animal genetics 
     

Animal nutrition 
     

Feed sourcing 
     

Other (Detail this if not listed above) 
     

      

 

16. Is lack of extension services a barrier to growth?  Check yes ﴾  ﴿ 

17. Would you participate in an Organic Farm Production Club?  Check yes ﴾  ﴿ 

18. If yes, how should it be organized? (Check the one you prefer.) 

Geographically  

Around a commodity  
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Organic Processing 

19. What are the barriers to growing the organic processing sector? 

20. What actions could/should the organic industry take to overcome the biggest challenges to the 
organic processing sector? 

21. What are the opportunities in growing the organic processing sector in Manitoba? 
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Organic Chicken 

22. What are the barriers to growing the organic chicken sector? 

23. What actions could/should the organic industry take to overcome the biggest challenges to the 
organic chicken sector? 

24. What are the opportunities in growing the organic chicken sector in Manitoba? 

25. Would you be interested in producing chickens for meat if the infrastructure, transportation and 
marketing were in place?  Check yes ﴾  ﴿ 

26. How many chickens would you want to raise annually? 

27. Describe the chicken production system you have in mind. (Small scale outdoor, large scale 
indoor, seasonal/year round, etc.) 
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Organic Layers/eggs 

28. What are the barriers to growing the organic egg sector? 

29. What actions could/should the organic industry take to overcome the biggest challenges to the 
organic egg sector? 

30. What are the opportunities in growing the organic egg sector in Manitoba? 

31. Would you be interested in keeping layers/producing organic eggs if the infrastructure, 
transportation and marketing were in place?  Check yes ﴾  ﴿ 

32. How many layers would you want to keep? 

33. Describe the egg production system you have in mind. 
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Organic Field Crops 

34. What are the barriers to growing the organic field crop sector? 

35. What actions could/should the organic industry take to overcome the biggest challenges to the 
organic field crop sector? 

36. What are the opportunities in growing the organic field crop sector in Manitoba? 

37. If it were available, would you use an on-line marketing system to help sell your grains, pulses 
and oilseeds?  Check yes ﴾  ﴿ 

38. If no, why not? 

39. If yes, what features would you like to see in an on-line sales system? 
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Organic Beef 

40. What are the barriers to growing the organic beef sector? 

41. What actions could/should the organic industry take to overcome the biggest challenges to the 
organic beef sector? 

42. What are the opportunities in growing the organic beef sector in Manitoba? 

 

43. If there were a market for organic beef, would you be interested in raising beef? 

(Check if interested) 

Cow-calf  

Background to 700 - 900 lb.  

Finish on pasture and hay  

Finish on grain  

If it is not listed above, describe a beef 
raising system of interest to you. 
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Organic Potatoes 

45. What are the barriers to growing the organic potato sector? 

46. What actions could/should the organic industry take to overcome the biggest challenges to the 
organic potato sector? 

47. What are the opportunities in growing the organic potato sector in Manitoba? 
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Organic Horticulture 

48. What are the barriers to growing the organic horticultural sector? 

49. What actions could/should the organic industry take to overcome the biggest challenges to the organic 
horticultural sector? 

50. What are the opportunities in growing the organic horticultural sector in Manitoba? 

 

51. As a horticultural operation, are you interested in: 

(Check all that apply) 

Collaborative distribution  

Collaborative crop planning  

Collaborative purchasing of inputs  

Equipment sharing  

Institutional sales (corporate and government cafeterias, etc.)  

Retail  
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Organic Value Added 

53. What are the barriers to growing the organic value added sector? 

54. What actions could/should the organic industry take to overcome the biggest challenges to the organic 
value added sector? 

55. What are the opportunities in growing the organic value added sector in Manitoba? 
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The Manitoba Organic Alliance 

56. What, in your opinion, should the Manitoba Organic Alliance be doing to build the sector? 

57. If MOA were funded by member fees, what would you consider a reasonable annual fee. 

 

58. Is there anything else you would like to tell us? 

 

Thank you for your thoughtful response 

The collection of this information is the first step in the preparation of a strategic plan for the 
Manitoba Organic Sector. The information collected through this survey will be aggregated and 
presented at a strategic planning meeting on March 2 in Brandon. You will receive more information 
through the Organic Bytes e-newsletter. Please plan to attend that meeting. 

 



 

Manitoba Organic Action Plan                    Page 38 of 64 

 

Appendix B – Survey results 

Survey intensity 

50 participants completed the survey between 30 January and 4 March, 2013Of the 50 respondents, 
two chose to remain anonymous.  

 

Demographics 

Location of respondents 

Participants were primarily from the southern portion of Manitoba, from the lakes to the US border, 
and from the Saskatchewan border to Steinbach (Figure 1).  

 

  

Figure 1 – Locations of survey participants (based on google map, www.maps.google.ca; n=47). Pink 
dots indicate respondents that were ‘off the map’ (Denare Beach, SK; Swan River, MB; Essex Co, ON).  

 

http://www.maps.google.ca/
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Role in the organic community 

Asked to identify their role(s) in the organic community, 39 respondents indicated they were farmers. 
Of these, 10 were export only, 14 were direct sales only, and 14 did both export and direct sales. One 
identified himself as a subsistence farmer. Six indicated they were potential new farmers; 5 of these 
were included with the other farmers.  

Only 9 of the respondents to this role question did not identify themselves as farmers.  Both farmers 
and non farmers identified themselves as researchers, association members, or as processors, buyers 
and/or retailers.   

 

0

5

10

15

20

25

30

Fa
rm

er, 
exp

ort

Fa
rm

er, 
dire

ct

Pote
ntia

l f
arm

er

pro
ce

ss
or

Bro
ke

r/
buye

r

Reta
ile

r

Rese
arc

her

Ass
ocia

tio
n

N
u

m
b

er
 o

f 
re

sp
o

n
d

en
ts

 

Figure 2 – Role of respondents in the organic community (n=48) 
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Products and Markets 

Products produced, processed or sold 

Field crop production was the largest subsector represented by producers, processors and sellers 
participating in the survey. About half as many respondents identified beef as one of their products. 
Surprisingly, horticulture production was almost as common as beef. Chicken and egg production  
came a close fourth (Figure 3).  

Often producers, processors and sellers dealt with more than one product. For instance, more people 
dealt with field crops and beef (12 respondents) than field crops alone (9 respondents) or beef alone (2 
respondents). Those dealing with horticulture products were fairly evenly divided between those who 
also grew field crops (6 respondents) and those who did not (7 respondents). Those who dealt with 
chickens or eggs frequently dealt with other products. Only 1 respondent dealt with chicken/eggs 
alone. None of the people dealing with potatoes were dealing only with potatoes. 

Respondents were given the opportunity to write in additional things they produce, process, or sell. 
These included:  

o Consulting services, greater knowledge 

o Straw 

o Forage seed for sprouting 

o Farm seed 

o Organic Compost 

o Bison meat and hides 

o Pigs 

o Grass, hay 

o Honey, honey bees 

o Herbal teas 

o Granola 

o Value added groceries 

o Wild rice 

o Pasta  

o Wine 

o Baking 

o Fruit preserves and syrups 
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 Figure 3 – Farm products produced, processed or sold by respondents (n=44) 

 

Market channels 

Producers were also asked to identify their markets. The information provided here reflected the 
balance of producers who identified export and/or direct sales (Figure 4). 

Other market channels were identified as follows: 

o On-line 

o Through pre-orders at the farm stand 

o EU 

o Developing markets 

o Seed companies 

o Give it away 
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o To certifiers and conferences 

o Western Provinces, Ontario, NWT 

o Winnipeg 
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Figure 4 – Markets (n=44) 

 

Geographic markets 

The substantial overlap of products and producers made it impossible to use this data to determine 
which products moved in which market channels. For instance, people who deal with field crops are 
likely to use broker/buyers (68%) but also to sell at farm gate (48%). Although it is possible to sell 
grains from the farm gate, it is likely to be other products that are sold through this market channel.  

As with other questions, most producers selected several categories when asked where they marketed 
geographically. Local marketers were the most likely to choose only that venue: 10 respondents 
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market only locally, 2 market only provincially, 2 market only nationally, and 1 markets only 
internationally. Eight respondents selected all four categories (Figure 5). 
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 Figure 5 – Where producers market, geographically (n=44) 

 

Certification, Income 

Of the 38 respondents who identified themselves as farmers, 79% had certified organic operations. Of 
the 11 respondents who did not identify as farmers, 6% had certified organic operations. 

Sixteen participants gave reasons why they did not certify (4 more than indicated they were not 
certified). The most common reason (50%) was that the respondent did not feel they needed 
certification for the market they served. Difficulties with paperwork (38%) and the cost of certification 
(31%) were also frequent concerns. Further comments include concerns about not having an organic 
market, or being in transition to organic.  

When asked what percentage of their revenue came from the sale of organic products, 42 people 
responded. Nearly half of these indicated 95% or more of their revenue came from organic sales 
(Figure 6). 
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 Figure 6 – The percentage of revenue derived from the sale of organic products (n=42) 

 

 

Full-time vs. Part-time 

Approximately a quarter of the farmers who responded are full time farmers, making all their income 
from farming. 66% make more than half of their income from farming (Figure 7). 
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 Figure 7 – Percentage of income derived from farming (n=39) 

 

Challenges 

Producers were asked about their agronomic challenges. Plant based issues were of greater concern 
than animal based issues. By far the largest concern was weed control, followed by soil fertility, soil 
structure, pest and disease (Figure 8).  

The major concern identified in the animal sections was feed sourcing, presumably because of the 
recent high feed prices. Respondents were asked about their other production challenges. Some 
emphasized and expanded the categories provided to them. In addition they mentioned: 

o Lack of information, lack information providers, lack of sharing (123) 

o Accessing proper equipment, tools (4) 

o Dealing with excess moisture and other weather related issues (3) 

                                                      

3
 Numbers following bullet points indicate the number of respondents who indicated this was a concern 
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o Producing enough hay or bedding for the livestock (2) 

o GMO contamination 

o Lygus bug and flea beetle control 

o Predator control 

o Keeping the PSL up-to-date 

o Chicken genetics suitable for organic production 

o Retaining quality in storage 

o The difficulty finding food-appropriate landscape materials 

o The cost of fuel, manual labour 

Some producers listed concerns that went beyond production, such as the need to develop markets 
and sell grain, the need for kill capacity for chickens, the cost of certification, the cost of shipping, 
competing claims (eg natural or local) and the need for consumer education.  

The survey asked if lack of extension services was a barrier to growth. Approximately 2/3 of 
respondents (29/44) felt that it was.  

Asked if they would participate in an organic farm club, 89% of respondents said yes (n=46). Of these 
people, 37% favoured a commodity based organization, and 59% favoured geographic organization 
(n=39).  Asked if they would use an on-line marketing service, if it were available, 62% of respondents 
indicated they would (n=39).  



 

Manitoba Organic Action Plan                    Page 47 of 64 

 

 
(n=39).

 

0

5

10

15

20

25

C
ro

p 
R
ot

at
io
n

W
ee

d 
C
on

tro
l

Soi
l F

er
til
ity

Soi
l S

tru
ct
ur

e

Pes
t &

 D
is
ea

se

See
d 

Sou
rc

in
g

Ani
m

al
 H

ou
si
ng

Ani
m

al
 D

is
ea

se

Ani
m

al
 G

en
et

ic
s

Ani
m

al
 N

ut
rit

io
n

Fee
d 

so
ur

ci
ng

N
u

m
b

e
r 

o
f 

re
s
p

o
n

d
e

n
ts

 

 Figure 8 – The urgency of various agronomic challenges (ranked on a 5 point scale, where red is 
of highest concern, green of lowest concern; n=47) 
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Appendix C – Barriers, Actions & 
Opportunities in each Subsector 

Field crops (38) 

Barriers to Field crops: 
 Financial concerns (7) either the cost of certification, inputs, or low prices 

 Lack of research, knowledge, farmer education, extension (6) 

 Lack of markets (5) 

 Soil concerns (5) 

 Weeds (5) 

 Seed sourcing (3) 

 Crop yields, weather, small scale options, cooperation among farmers, better crop insurance options, GMOs, pests, 
lack of equipment, lack of integrity among buyers and brokers, high conventional prices, distance to market, price 
discovery, lack of contracts, certification requirements, lack of local mills, lack of consumer awareness 

 

Actions for Field crops: 
 Better options for education, including extension (7), peer to peer opportunities such as field days (4), and 

consumer education (3) 

 Better plant genetics (2) 

 Better cooperation among farmers (2) 

 More government support (2) 

 Support for Laura Telford specifically (3) 

 Agronomy, better prices for crop, soil testing, support of Brandon research station weed control program, forbid 
fallow, stop subsidizing conventional agriculture, invest in many small Manitoba processors, continue basic price 
discovery, crop buyers list, promote cover crops as in France, build marketing capacity, remove costs associated 
with distance, farmers shouldn’t get out when prices drop, identify new markets, facilitate connections between 
growers and brokers, encourage smaller scale and higher quality 

 Increase the input options (including “all government-legal fertilizers with the exception of nitrogen”, 
biodegradable herbicides, GMOs) 

 

Opportunities for Field crops: 
 Sustaining current markets, more general support 

 Proclaim the Organic Product Act, eliminate organic label use by non certified 

 Non traditional crops, old crop types; buckwheat, lentils, sunflowers (2), oats, hemp, forage seed, feed, gluten 
intolerance increases demand for other grains; spelt 

 Price premium makes it more profitable than chemical farming, good prices, good markets (4) 

 More local grown and consumed (4), better carbon footprint 

 More: capacity, farms, rural communities 

 Shared ownership/long term sub-lease agreements or associations for specialized equipment  

 More demand, educate consumers  
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 Work with existing farmers 

 Improve production practices, be an example 

 Need to increase capacity for handling, processing, cleaning (2) 

 Careful! Avoid oversupply (2) 

 Govt needs to deal with GMO or opportunities won’t be there 

 

Online Marketing 
When asked if they would you participate in an on-line marketing system to sell grains, pulses and oilseeds, 77% of 
respondents said yes (n=31).  They pictured with the following: 

o Connect buyer and seller (12) 
o Lists of products and prices (8) 
o Online forum (4)  
o Easy to use for those with limited access to /experience with the internet, including real person support (4) 
o should have security features but be open to all legitimate buyers (2) 
o Stories of farmers past and present 

 

Beef (25) 

 

Barriers to Beef: 
 Lack of processing, especially a federally approved abattoir (10) 

 Distance and transportation costs (3) 

 Lack of feedlots (2) 

 Requirement for organic breeding stock 

 Regulations limiting farm gate sales 

 Regulations on feed, shelter and housing 

 If US border closed 

 Ease of flooding market with organic calves 

 Lack of knowledge/confidence 

 Profitability, price cutting 

 High grain price 

 Lack of markets for feeders 

 Demand, persuading conventional producers to switch 

 Burdensome record keeping 

 Consumer awareness 

  

Actions for Beef: 
 Federally inspected processor (6), centralized, multispecies, small-scale, part time or mobile 

 Educate consumers (2) 

 Better methods of finishing without grain 

 Market the difference  

 Work with accreditors to have consistent, meaningful recordkeeping with less burden 

 Incentives for feedlots 

 Collective marketing 

 Ship frozen meat, not live animals 
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 Remove distance barriers 

 

Opportunities for Beef: 
 Good -  healthier cattle, healthier people (5) 

 Cow-calf operators that also fatten 

 Many organic farmers have conventional cattle that could be converted if there were demand 

 Fertility for field crops 

 Locally grown 

 Import replacement 

 Capacity 

 If there is money, people will grow it 

 

Other: bison; backgrounding on cover crop, start to finish 

  

Interest in production 

There was interest in beef production among respondents, particularly cow-calf operators and pasture finishers (Table 1). 
Respondents also indicated an interest in backgrounding specifically on cover crops, in bison, and in raising animals start to 
finish. 

 
Table 1. Would you be interested in the following? 
Type of operation Number of respondents 
Cow-calf 15 
Back grounding 9 
Pasture finishing 14 
 Grain finishing 7 
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Potato (19) 

 

Barriers to Potatoes: 
 Insects (6) 

 Stones, land suitability (2) 

 Capital costs (2) 

 Quota (2) 

 Demand (2)  

 Weeds, disease, seed source 

 Competition from large operator (2) 

 Market barriers (2) 

 Age of farmer 

 Storage 

 Educating public 

 

Actions for Potatoes: 
 Marketing first; concern about Vegetable marketing Board, 5 acre exemption is good but would like more;  remove 

organic from quota (4) 

 Education on organic production, conventional inputs (3) 

 Overcome potato beetle 

 Info on sources 

 Allow faster registration of inputs 

 Encourage organic with incentives/tax breaks 

 

Opportunities for Potatoes: 
 Good market (3) 

 Export, but need washing/ grading facility 

 Table, seed potato 

 Farmers’ markets 

 Capacity 

 Economics determine 

 Institutional, university food services 

 Storage 
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Horticulture (17) 

 
Barriers to Horticulture: 

 Costs of certification (2) 

 Lack of consumer education (2) 

 Short growing season (2), including cost effective greenhouse 

 Lack of culture for small or mid scale horticulture 

 Distance to market 

 Capital needed for scale up 

 Limited population base 

 Grower knowledge and education 

 Equipment, including irrigation (2) 

 ‘Pocket money sellers’ erode prices 

 Lack of insurance 

  

Actions for Horticulture: 
 Extension: apprenticeship/education/grower club (2) 

 Consumer education campaign  (2) 

 Programs directing producers to market 

 Organic test plots 

 Year round availability 

 Reduced certification costs 

 Crop Insurance 

 Assistance in design/building energy efficient greenhouses 

 More respect for ’pesticide-free’ 

 Collaboration 

 

Opportunities for Horticulture: 
 Demand; popularity of organic, local, small farmer (3) 

 Capacity; it can be done here if there is demand (2) 

 Consumer education (2) 

 Processing facilities 

 Winter hothouse veggies, fruit, berries 

 Safe food 

 

 

 

 

 

 



 

Manitoba Organic Action Plan                    Page 53 of 64 

 

Collaboration  

Respondents were interested in a range of collaborative activities (Table 2). 

 
Table 2. Would you be interested in collaboration in these activities? 
 Distribution 10 
Crop Planning 8 
Input Purchasing 9 
Equipment sharing 10 
Institutional Sales 11 
Retail 11 

 

 

 

Chickens (n=27):   

Barriers to chickens: 
 Feed (10) and especially chick starter (4) 

 Processing/slaughter (8) 

 Marketing boards (5) 

 Costs (3) 

 Consumer education 

 Markets 

 Medications 

 

Actions for chickens: 
 Build a processing plant (6), perhaps have it mobile (3) 

 Quota, including remove organic or outdoor from quota system (4) 

 Get better genetics, improve access to organic chicks  

 Allow alternative feeds and develop new feeds,  support grain growers,  

 Develop cooperatives, provide a list of suppliers 

 Science based education (2) 

 Government funding 

 

Opportunities for chickens: 
 Demand (13) 

 Capacity (2) 

 More cooperation, needs right people 

 High quality consistent product, must be affordable (eg. $3/lb)  

 Storage, timely delivery 

 Educate the consumer on confinement vs pasture raised 
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Production 

Interest in raising meat birds was sufficient to potentially reach over 50,000 organic meat chickens per year (Table 3). 

 

Table 3. Would you be willing to raise broilers? 
  Producer Chickens 
Small outdoor 8 2,100 
Medium outdoor 3 2,100 
Large outdoor 5 25,000 
      
Large indoor 3 24,000 
      
Total 19 53,200 

 

Eggs (23) 

 

Barriers to Eggs: 
 Marketing boards (9) 

 Feed (5) 

 Competing products such as free run, free range, pastured (2) 

 Vertical integration (2) 

 Grading, transportation 

 Market size 

 Information for producers 

 

Actions for Eggs: 
 Cooperatives for marketing (3) 

 Remove barriers including quota (4) 

 Marketing, truth in labelling 

 Feed processing,  grow more pulses,  

 Retrofit facilities and grazing carriages 

 Do away with stamping each egg 

 

Opportunities for Eggs: 
 Demand (6) 

 Healthier (2) 

 Quality, capacity/supply, affordability, connect farmer to consumer, urban egg production, educate eater 

  

Interest in organic egg production could potentially reach 25,000 layers (Table 4). 
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Table 4. Would you be willing to raise layers? 
  Producer Chickens 
Outdoor 7 1,700 
Indoor 3 24,000 
      
Total 10 25,700 

 

Processing and Value Added (n=38):  

Barriers to Processing: 

 Access to capital (11) 

 Lack of govt funding (3) 

 Markets (11) 

 Government/regulation (6) 

 Consistent supply (4) 

 Distance  (3) 

 Farmers not working together (2) 

 Risk (2) 

 Lack of consumer understanding (2) 

 Lack of knowledge, lack of internet access and internet skills,  lack of regional organization, vision 

 Failure to modernize input lists, time it takes to transition farm 

 Certification 

 Skilled labour  

Actions for Processing 
 Consumer education (6) 

 Greater government involvement, dialogue with regulators, offer funding (4) 

 Farmer training, value chains, Small scale processing (4) 

 Sharing (cooperatives) to overcome risk and distance (3) 

 Portage Food Development Centre (2) 

 Fund transition 

 Better prices, increased market  

 Facilitate a culture of entrepreneurship 

 Allow more inputs  

 Market research 

Opportunities for Processing : 
 Import replacement (6) 

 Diverse economy, more rural development, support local economy (2) 

 Willing market, evolving consumer preference 

 Funding 

 Lower prices to entice eaters  

 Get expertise: scientists, management, efficiency 

 PFDC 

 Employment, Labour intensive 

 Cooperation; speak as one voice; brand Canada 

 Be more accessible to young farmers, mentorship, funding for apprenticeships 
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 Reduce transportation costs 

 Ride through market volatility, storage  

 Poultry slaughter, beef slaughter, condiments, ready-to-eat, crackers, jams, snacks, oils, meat processing, seed 
processing, seed cleaning, livestock feed, forage seed, preserving vegetables and fruit, vegetables, especially 
carrots, pulses, utilizing seconds; fertilizers, pest control, cover crops, compost 

 

MOA  
Asked about the role of MOA, most respondents pictured the organization as facilitating communications: bringing the 
community together; providing networking opportunities; facilitating farmer interactions, such as field tours and 
workshops; sharing lists of buyers and sellers, of inputs and perhaps facilitating communal processing. Respondents also felt 
that MOA should be active in public education, media campaigns and marketing and serve as a single desk for information 
about organics in Manitoba and to working with government. Responses were as follows:  

o Communication (20) 
o Public education (9) 
o Single desk contact (9) 
o Seek and administer funding (3) 
o Promote research (3) 
o Lobby for an organic extension agronomist (2) 
o Embrace certified and non-certified organic members  

One respondent specifically mentioned positive interactions with Laura Telford, MAFRI. One asked for shorter, less 
redundant surveys. 
 
Finally, the survey asked about people’s willingness to pay fees for MOA. The median figure suggested was $100; the 
average was $113 (Table 1). 

 

Table 1. How much would you be willing to pay in annual fees to MOA? 
Annual fee Number of respondents 

$50 8 
$100 7 

$150 - $250 5 
$500 1 

 

Other comments  
Participants were invited to leave any further comments. These included the following. 

o Thank you, continue the great work (8) 
About the future of organics: 

o I see a bright future in organics, but it takes people of strong character, commitment and ingenuity 
o We are fearful for the future of organics because of a lack of the right people 

About relationships with the government: 
o The government is not interested in funding organics (3) 
o MAFRI has ears to hear alternative views such as diversity, low impact, sustainable food production. We need to 

bend those ears to the ground. 
o Organic should be exempt from supply management and processing regulations 

About the survey: 
o The survey was too long (2), and too focused on barriers 
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o Pork was not dealt with; it is less developed; is there less demand? 
o Dairy was not dealt with 

And specifically about MOA: 
o MOA’s time has passed, unless it can prove itself to the young and progressive 
o MOA is a great organization with some really talented people who have worked extremely hard 
o We must use volunteers and very limited funding (2) 
o All organic farmers should be active members of MOA 
o We respect those who certify so we don’t claim to be organic; can we co-exist peacefully? 
o Email is cheap 
o Too many struggles with no appreciation 
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Appendix D – Action Plans Developed at 
Workshop 

Field crops 

The field crop focus group developed six action items. Four of them were highly ranked in the ‘voting’ 
procedure. The four are as follows: 

1) Link organic with environmental benefits. Data are now available to confirm that organic systems do 
have significant environmental benefits, and this may help promote organics to consumers, and widen 
the consumer base for organic. It may also give organics an edge in developing a checkoff at the retail 
level. 

A variety of potential partners were identified. The group thought Laura Telford may be able to identify 
more potential partners. By marketing to these partners, organics may be able to develop strategic 
alliances that help create further consumer buy-in. Potential partners include: 

o Friends of Lake Winnipeg 

o Ducks Unlimited 

o Suzuki Foundation 

o Nature Conservancy 

o Alternative Land Use Services 

o National Farmers Union 

o Young Farmers organizations 

o Retailers, both large and small 

o Corporations interested in greening their image. 

2) Consumer education. This initiative is targeted at increasing the market by helping eaters 
understand why they need to pay more for organic food. An initial focus would be on parents of young 
children, as it was felt that these people are most likely to value healthy food. 

A number of actions were suggested. These include the following: 

o Participate in Organic Week 

o Invite eaters to ‘Open Farm Days’ 

o Target students by developing resources such as curricula (including that available on the SOD 
website), speaking points, lists of websites, guest speakers for career days, and being 
aggressively available, particularly to provide balance in programs such as Ag in the Classroom. 
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3) Develop Local Processing. This would allow import replacement of processed cereals, etc and 
provide a product to display when promoting organics.  

Local processing could be encouraged by connecting processors with producers, encouraging local 
processors to run organic lines, focusing on small scale processors, and educating them as to the 
benefits and necessary regulations. Recognize small organic businesses with awards. 

 

4) Work with the local GO teams. Participants felt that the local GO offer a range of services to non-
organic producers that they would like extended to organic producers. These included agronomic 
extension, in the field; demonstration of best practices, and crop diversification. Again participants 
mentioned specific appreciation of Laura Telford’s services.  

Participants specifically mentioned Westman Agricultural Diversification Organzation, Parkland Crop 
Diversification Foundation, Prairies East Sustainable Agriculture Initiative, and the GO office in Carman. 
They suggested a grassroot approach, where MOA called and asked for their support. University of 
Manitoba could suggest ideas for tests and demonstrations. 

Participants also wanted MAFRI to hire an organic production specialist.  

 

5) Approach banks/credit unions to have organic programs. This might be approached through the 
Organic Value Chain Round Table, and in collaborations with young farmers groups, as succession is a 
significant problem when financing is not available.  

 

6) Work with crop insurance to expand the number of crops, increase the price of payouts and expand 
coverage.  

 

Beef and Bison 

The beef group developed three actions. 

1) Development of a federal slaughter capability, with organic certification, and able to cut and wrap. 
Potential partners were identified as MAFRI, Gaston Boulanger, and Wayne and Collette Williment.  

2) Market development, looking Manitoba, at food services, and on-line distribution. This may expand 
into further processing, distribution and marketing, possibly with a farmer co-op, and to development 
of a Buy Manitoba Organic Beef campaign, discussing the benefits of livestock in organic systems, the 
animal welfare aspects, and emphasizing ‘local’. 

 

Small livestock 
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The small livestock group developed the following four action items:  

1) Conduct a consumer market study.   

The purpose of the study is to quantify consumer demand for organic chicken, eggs, and turkey. 
Information sought includes consumer demographics, where they buy, trends, consumer behavior, etc.   
The information from the research will be used to inform the Manitoba organic sector, government, 
and supply management boards to help improve the supply and demand situation for organic 
products.  

The study will involve the public, academia, provincial government, and members of the value chain 
from producers, processors, to distributors, retailers.  

The action is a high priority and is expected to be completed within 6 months.  

The project will be funded by government with industry cash contribution.  Total cost is estimated at 
$50,000.  

 

Develop regional slaughter/processing establishments.   

There is a lack of slaughter and processing facilities for organic poultry and other small livestock.  
Smaller scale facilities will be needed for organic due to the lower volumes of production & processing; 
consider a multi-species mobile slaughter and processing unit. Such a facility can respond to 
local/regional niche market needs and consumer demand.   

Consider on-site waste management, composting, nutrient retention programs for the mobile 
abbatoir.  

Consider a co-op structure for the abbatoir. 

Will need significant resources and support – regulatory and financial.  Involve regulators, researchers, 
producer, distributor, hatchery, feed suppliers, government. 

Conduct a case study and policy analysis on how other countries support regional processing (eg. US) 

 

Improve animal genetics.  

Create a taskforce under the national Organic Value Chain Roundtable to work on issues specific to 
animal genetics for organic production. In the case of poultry, the commercial breeds are not intended 
to grown beyond 2kg weights and 7 weeks of age.  Organic consumers prefer larger birds (2.27 – 3.36 
kg roasters; 14 weeks) but it is challenging to produce commercial volumes of roasters with current 
breeds that have high mortality after the birds are 7 weeks old.   The issue of animal genetics is of 
national concern; thus warranting the involvement of the OVCRT.  

The OVCRT task force will focus on the following:  

Research into breeds; consider heritage stock genetics 
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Animal welfare/disease  

Issue of consolidated suppliers (monopoly) 

Marketing 

The task force will address long term sustainability of organic small livestock production (particularly 
poultry), improvements in the supply situation, and consumer demand. 

Leading researchers, government, regulators, producer groups, members of the value chain including 
retailers will be involved in task force projects.   

This initiative is high priority 

The outcomes of the research will be integrated into the Canada Organic Standards, as appropriate 

 

4) Grow the Manitoba organic supply managed sector 

- Industry stakeholders will collaborate with marketing boards to create organic programs 

- Investigate options to support organic production within supply management 

- Work with MAFRI, marketing boards, organic value chain 

 

Horticulture 

The horticulture focus group developed the following four action items:  
1) Increase consumer demand through consumer education and a promotional program.   

Program components would include the following: 
- Link to the Canadian Organic Sector Branding Campaign that will be launched by national 

organic organizations during Organic Week 2013.  (The campaign is based on the Canada 

Organic Sector Brand Strategy and communications plan developed by the Organic Value Chain 

Roundtable (OVCRT))  

- Customize elements of the national campaign for the Manitoba organic sector;  promote 

unique provincial crops (potatoes, saskatoon berries, etc);  

- Focus on educating youth through:  

o Ag in the Classroom – organic specific modules 

o  Farm Days 

o School Tours 

o School Gardens 

o 4H in urban areas 
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2) Increase production of organic transplants/bedding plants.   The availability of transplants/bedding 

plants appears to be limiting the growth of organic vegetable and fruit production in Manitoba, 

especially for small and medium scale operators.  The production of transplants/bedding plants 

requires specialized skills and facilities (greenhouses, cold frames etc)  

 

Actions to address the shortage of transplants/bedding plants include:  

o Develop production skills amongst growers 

o Support collaborative arrangements between producers (production of transplants, 

collective purchasing, etc) 

o Investigate feasibility of retrofitting abandoned barns and installing growth chambers 

o Support development of business opportunity for enterprising grower or co-op of 

growers 

 
3) Improve knowledge, extension services.  Provide services, programs, information to help improve 

farmers’ knowledge and understanding of organic production practices, specific production skills, 

use of scale appropriate technology including tools, equipment, irrigation systems etc.  

 

Actions to support knowledge transfer, extension include:  
o Expand government and university extension services 

o Support apprenticeship programs 

o Conduct farm tours (Minnesota etc)  

o Organize forums, farm clubs etc.  

  

4) Support Research –  to develop plant varieties suited to Manitoba growing conditions, ensure seed 

diversity, develop scale appropriate equipment, tools etc. 
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Appendix E - Additional Consultations 

Dairy 

All Manitoba organic milk is sold to Organic Meadow who markets it under their name. Currently only 
about 20% of the fluid milk is being utilized. The rest is sold as conventional. One producer does not 
even have the organic milk picked up as it's not needed. Organic Meadow does not believe there is 
enough market in Manitoba to further expand the organic fluid milk distribution. Recently Organic 
Meadow did switch distributors in an effort to grow the demand. Some of the fluid milk is sold in 
Loblaws in Manitoba, but Organic Meadows cannot get into Sobey's and Safeway because these 
contracts are given to Saputo and Lucerne, respectively using BC and AB milk.  

The fluid milk in Manitoba is processed in Notre Dame by Notre Dame Creamery which is certified 
organic. It goes into Keffir which is primarily for export to BC and AB, though some is sold in Manitoba. 
There is room to grow western sales of Keffir, but probably not in Manitoba. Organic Meadow is not 
doing much to improve sales of Keffir in BC and Alberta, where demand would be stronger. 

Recently, Organic Meadow committed to looking at moving their cheese processing out of QC to the 
new Mantioba cheese processor as a co-packer but so far the process was not interested. Without a 
reasonable chance of expanding the Manitoba market, Organic Meadow may be tempted to abandon 
Manitoba entirely.  

Possible actions, such as exploring expanded marketing may be too late. There is little reason for the 
processor to continue to process butter fat products if there is no market for fluid milk. 

   

Horticulture 

The largest issue impacting both large and small operators is lack of consumer recognition and demand 
for locally grown organic produce, and dealing with competing labels such as pesticide free, Local Food 
Plus, etc. Also, with year-round competition from California, Manitoba growers find it difficult to obtain 
and maintain shelf space and retailer loyalty/support. Additional challenges for the small to medium 
sized growers include lack of storage capacity; transportation/logistics (moving products off-farm to 
population centres); access to key inputs such as suitable varieties, transplants, scale appropriate 
equipment, etc; business and marketing expertise; access to extension services and agronomic advice 
specific to organic production. 

Opportunities include developing the food service market by targeting restaurants and institutions 
(universities, day cares, hospitals, crown corporations, etc) and linking with the Local Sustainable Food 
Procurement Pilot Project ; increasing supply and availability of local products by growing shoulder 
season crops (early and late maturing varieties), and increasing processing and storage capacity.  

Their priority actions were the following:  



 

Manitoba Organic Action Plan                    Page 64 of 64 

 

o increase demand through consumer education and a marketing campaign, link with other 
national and local initiatives (Canada Organic sector Brand Strategy, etc) 

o invest in infrastructure -  greenhouses, storage, scale appropriate technology;  

o improve education and training for producers (production skills, business and marketing)  

o support collaborative efforts to overcome transportation/logistics challenges for small/medium 
producers;  

o support research and development for varieties and technologies suitable for Manitoba, 
conduct a feasibility study to identify processing opportunities. 

 

Buy Manitoba program 
 

The Buy Manitoba program, administered by the Manitoba Food Processors Association, was officially 
launched in April 2012. Objectives of the program include: increasing awareness of food products 
produced and processed in Manitoba; making these foods easily identifiable to consumers on store 
shelves and in restaurants; helping to increase sales of locally produced foods which will in turn 
support the business incomes of local producers and processors; and  providing ongoing support to 
Manitoba’s rural and urban agriculture communities.  

The program offers Point of Sale (POS) display material to program participants. This can either be the 
generic materials generated by the Buy Manitoba program or company’s can co-brand with Buy 
Manitoba on marketing/advertising initiatives and the Buy Manitoba program will pay for its portion of 
brand space. Using the brand mark on product packaging is not permitted. The Program’s intent is not 
to physically label participating products, rather create a marketplace brand awareness of Manitoba 
products.  

As of March 2013 according to Gemma Manangan, Buy Manitoba’s PR/Communications Officer, they 
are always accepting more participants to the program. They are also considering launching a 2013 
“thank you for buying Manitoba” campaign at Manitoban Farmers’ Markets as a way of celebrating and 
positively encouraging consumers to choose Manitoba made foods. An extra summer-term staff 
person is being brought on board who will focus on maintaining and building relationships with retail 
stores, and to assist in merchandising Buy Manitoba POS materials. The program is increasing 
attendance at relevant farmer/processor and consumer events. Buy Manitoba is funded by the 
Provincial Government and industry contributions.   
  
  

 




