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A farm business is like any other — your immediate
thoughts are about the jobs you have to do today.
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But to stay in business, you need to think beyond
tomorrow. You need to think about new ways to
make your business grow and prosper. Since most
farm businesses are run by the family, there’s
also the planning for one generation to retire
comfortably while allowing the new one to take
over and build for the future.
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BUSINESS

A CUT AHEAD

Country Guide is for farmers who are thinking
beyond today to how they can position their
farm businesses for success in the future. This
magazine is your way to connect with the farmers
of tomorrow.

With farm support, here’s
how this young couple beat
the odds to open a successful
short-line abattoir
BY MADELEINE BAERG

I

f chat starts to lag at a get-together with
strangers, Chad and Erika Maarhuis know
just how to get a conversation started: they
casually mention their day jobs. First, there’s
a few seconds of silence. Then the questions start.
“Really?” (Yup).
“Isn’t that gross?” (Nope).
“What’s it like?” (It’s a job, but one we care
incredibly passionately about).
The Maarhuises run Magnum Meats, one of B.C.’s
few small-scale, provincially inspected abattoirs and
meat cutting shops. Theirs is a thriving, growing,
almost overwhelmingly busy business in Rock Creek,
B.C., a tiny town in B.C.’s southern interior.
Both because Magnum Meats is known for topnotch product and because few abattoirs exist, smalland mid-sized producers drive long distances and
book literally months in advance to get their livestock
processed at Magnum’s facilities.
“People’s mindset is that it’s a dirty industry,
that it’s all blood and guts and gore. It’s not like that
at all. Everything is so, so clean,” says Erika.
It’s also not the huge scale operation many
assume all slaughterhouses are. On a big day, Magnum Meats’ slaughter facility can process 10 cows,
30 lambs, or 15 hogs.
They know it isn’t a business that most in their
demographic would choose for themselves. It’s been
anything but an easy road. And Erika certainly didn’t
start off if this direction (“This was Chad’s dream.
Not mine at all,” she says).
Still, catch them on a good day and they’ll both
vehemently tell you that, despite the long hours, the
regulations, the mental and physical demands, the
stress, and the near-constant struggle for employees
and space, they (usually) wouldn’t want to be anywhere else.
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FOR THE NEW GENERATION
OF FARMERS — AND THE NEXT

In each Country Guide you’ll find:
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BUSINESS

• Planning. Today’s farmers need management
skills — managing finances, managing employees,
managing their marketing and managing the
direction of the farm. Country Guide talks to
those who are managing successfully, and to the
professional advisers who can help.

• People. Whether it’s succeeding in traditional
commodity agriculture, diversifying into valueadded processing, or taking over the farm from their
parents, there’s one common element — the people
who do it. Country Guide features profiles on how
farmers young and old are changing, evolving,
envisioning and making their operation a success.
• Production. Country Guide is published in eastern
and western editions to reflect the differences in
producing crops across such a large country. In
all our production articles, we take the “Strategic.
Business. Thinking” approach of our tagline, looking
at how to apply the latest and best in production
management and technology.
If you’re thinking about tomorrow in your business,
Country Guide is your vehicle for staying in touch
with farmers who are thinking about tomorrow in
theirs. As Canada’s longest-running farm publication,
we know about maintaining a long relationship with
our readers. To be part of that relationship, be part of
Country Guide.

Staff demonstrate
how the DOT
autonomous power
platform connects
to an implement,
using the Pattison
Connect sprayer.
PHOTO CREDIT:
SCOTT GARVEY

Is your province winning market race?  8

I

In a field just outside the conference room was what
DOT Technology thinks might be the modern farming
equivalent of the first car among those horses. It’s the
DOT autonomous power platform, which is the name
marketing staff are using to describe DOT, the autonomous field robot. And it was this machine that the crowd
of about 160 people really came to see.
As the company’s winter testing program in Arizona
was starting to wind down, staff organized a public demonstration day to show off the current state of DOT’s
development to potential customers and representatives
of short-line implement manufacturers.
It was, essentially, a two-pronged strategy, i.e. to show
farmers that DOT is ready for at least limited commercial release, and to show short-line manufacturers how
they can get on board and start building implements
that are DOT-ready.
Walking through the crowd before the official events
began, it was clear many short-liners have already
bought into the concept. I saw at least a couple of reps
from different manufacturers talking to DOT marketing staff about specifications and possible implement
designs.
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New branch-rooted alfalfa
cultivar hits the market
AAC Trueman is more resilient in extreme weather and can withstand extended periods of dryness,
wetness or flooding

I

t’s been 30 years in the making, but
a new branch-rooted alfalfa cultivar
that is tolerant to both drought and
excessive moisture is now available in
Canada. It’s an important advancement given the increased occurrence
of extreme weather events including
heavy rains, flooding and drought.
The licensing right for this new
variety was awarded in 2017 to the
Ontario seed company Quality Seeds
Ltd., which can supply seed across
Canada. While limited seed may be
available for the 2019 growing season,
adequate supplies should be available
for the spring of 2020.

Bred by Agriculture and Agri-Food
Canada (AAFC) plant breeder
Yousef Papadopoulos at the Nappan
Research Station in Nova Scotia, CRS1001 received national registration
in September, 2018. Its official name
is AAC Trueman, chosen to pay tribute to Brian Trueman, a retired farm
manager at Nappan Research Farm,
for his contribution of 30-plus years to
conducting forage and other crop and
livestock research trials in Nova Scotia.
“This cultivar is late flowering and
winter hardy, which will help farmers
grow a stronger, higher quality of hay,
silage and forage for animal grazing,”
says Papadopoulos. “It is a more resilient alfalfa in extreme weather conditions that can withstand extended
periods of dryness, wetness or flooding.”
In addition to having deep roots
that help it tolerate droughts, this new
cultivar has a unique rhizomatous —

below ground stems originating from
the main crown — growth habit. This
gives it the ability to develop into new
plants that spread and fill in space to
produce a dense forage stand. This
in turn helps the crop survive in wet
conditions.
“One of the major factors impacting plant death, and ultimately loss of
alfalfa-based forage stands, is the susceptibility of plants to frequent flooding especially during fall, midwinter
and high water tables in the spring,”
says Papadopoulos.

Breeding for soil class

When Papadopoulos started his current job at Nappan in 1987, livestock
producers needed to expand into
regions not commonly cropped in the
past. They were interested in planting alfalfa and alfalfa-based mixtures
because they can produce greater
yields and better herbage quality than
other legume species.
“However, alfalfa breeding efforts
in North America are targeted primarily for prime agricultural land on
Class 1 and 2 soils,” says Papadopoulos. “These lands are predominantly
used for cropping systems other than
for livestock-related production. The
majority of available land for livestock
related production is on Class 3 and
4.”
In the spring of 1988, Papadopoulos began the research that would lead
to the development and commercialization of AAC Trueman. The initial
trials were designed to investigate the
frequency of flooding periods during the growing season at the Nappan

Research Farm and to evaluate the
tolerance to flooding in available cultivars and germplasm.
“One of the factors related to
superior winter hardiness in alfalfa
in Canada is the plant’s tolerance to
waterlogging,” explains Papadopoulos. “We designed a practical approach
to evaluate and select plants for tolerance to prolonged periods of waterlogging conditions.”
They conducted the first trials on
formed-dikeland field conditions that
provided three water table levels in
the fall and the spring. The base had
the highest water table and the one
near the highest point had the lowest water table. This allowed them to
assess the growth and performance
of alfalfa cultivars with diverse belowsoil-surface-plant morphology at the
different levels.
“Even though the evaluated germplasm did not contain sufficient
flooding tolerance, a few had plants
showing some tolerance,” Papadopoulos recalls. One cultivar, Rhizoma, had
the highest persistence.
The next step of the research on
flooding tolerance was mainly focused
on developing breeding methodology to improve tolerance to extreme
flooding periods during the life of
alfalfa stands; determining selection
gain for tolerance to fall and spring
waterlogging following few selection
cycles, and developing novel flooding
germplasm and ultimately release new
and improved cultivars.
This was done in 1994 by establishing a space-planted nursery composed
of 1,125 Rhizoma plants in a field
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BY SCOTT GARVEY / CG MACHINERY EDITOR

t’s obvious that Norbert Beaujot invests a lot of
time thinking about the coming transformation of
ag machinery, and about how to explain it to the
farmers who are going to be at the very centre of
the action.
Beaujot is founder of DOT Technology Corp. and the
inventor of the DOT autonomous power platform, and
as he recently stood at the front of a conference room
at the University of Arizona’s farm research station in
Maricopa, he showed the assembled group of U.S. and
Canadian farmers, along with several ag industry insiders, two images.
The photos were taken on a busy street in New York;
one in 1900, and the second in 1913.
“If you look closely there is one car,” he said, pointing
to the 1900 image. “The rest are horses.”
Then he turned to the same street photographed in
1913. It was crowded with cars.
“Just 13 years later, if you look very hard, there’s one
horse left.”
That’s how quickly change can take place. Are we in
this position today with DOT? What will agriculture
look like in 13 years?
Beaujot is a believer. “I think we’re much more apt to
change quickly now than the population was in 1900.”
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Autonomous on parade
DOT Technology Corp. holds an impressive demo day in the desert
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Country Guide editor Tom Button leads
our editorial team producing Canada’s
national business magazine for
farmers with its insightful coverage of
management and cropping issues. Tom
has an extensive background in
agricultural publications and has also
had a successful career in marketing
and corporate relations roles with
leading Canadian agricultural agencies.
Now based in Ridgetown, Ont., Tom has
also advised numerous agri-industry,
farm organization and government
groups, and speaks and writes
frequently on the future of agriculture.

RALPH PEARCE Production Editor

Ralph Pearce is a 30-year media
veteran with credits in radio and
community newspapers, and a national
reputation for his reporting and editorial
work on agricultural cropping and
production issues in Eastern
and Western Canada. Based at St.
Marys, Ontario, Ralph joined the staff at
Country Guide as a contributing editor
and is now production editor, where
he uses his in-depth knowledge of
crop issues and his extensive network
of farm, company and government
contacts to produce award-winning
coverage.

LORRAINE STEVENSON Associate Editor

Based in Carmen, MB, associate editor
Lorraine Stevenson is known nationally for
her expertise in agricultural and rural business
issues and for her exceptional feature and
news writing skills. Prior to joining Country
Guide, where she is our lead writer on farm
business and rural community issues, Lorraine
developed her ag connections at Manitoba
Co-operator, where she also wrote on food,
health and conservation. Lorraine previously
wrote for newspapers in Manitoba’s Interlake
and in Winnipeg, and she has degrees from
University of Winnipeg and University of King’s
College in Halifax.
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READERSHIP
Here’s what our readers say in the West:

98 87 46
%

Find the content very/
somewhat useful

90

%

Pick up useful ideas
from articles

%

Are farm owners
or managers

70%
67%
59%

%

Go online to learn more after
reading Country Guide

grow soybeans
grow corn
grow wheat

#1 Rankings:
When compared to four other Ontario farm publications and four other western
publications, Country Guide receives the highest ratings for the following statements:

•G
 ives me excellent business

•C
 ontains independent and

•

•

•

management information
B
 rings me opinions and perspectives
that help me think about my farm
from a business perspective
C
 ontains credible information

•

unbiased information
J ournalists writing for this
publication are extremely qualified
Articles in this publication are
timely and up-to-date

97 81
%

Find the content very/
somewhat useful

91

%

Pick up useful ideas
from articles

%

Are farm owners
or managers

73%
67%

grow canola
grow wheat

Ipsos Survey:
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1

Top farm magazine
in Canada for
Farm Management
and Finance
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Here’s what our readers say in the East:
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AD UNIT

NATIONAL

EAST

WEST

B&W RATE

FULL COLOUR

B&W RATE

FULL COLOUR

B&W RATE

FULL COLOUR

Double Page Spread

16,783.20

23,123.20

6,745.20

9,525.20

10,248.00

13,808.00

Full Page

8,391.60

11,561.60

3,372.60

4,762.60

5,124.00

6,904.00

2/3 Page

5,594.40

8,764.40

2,248.40

3,638.40

3,416.00

5,196.00

1/2 Page Spread

8,391.60

14,731.60

3,372.60

6,152.60

5,124.00

8,684.00

1/2 Page Island

5,034.96

8,204.96

2,023.56

3,413.56

3,074.40

4,854.40

1/2 Page

4,195.80

7,365.80

1,686.30

3,076.30

2,562.00

4,342.00

1/3 Page

2,797.20

5,967.20

1,124.20

2,514.20

1,708.00

3,488.00

1/4 Page

2,097.90

5,267.90

843.15

2,233.15

1,281.00

3,061.00

1/6 Page

1,398.60

4,568.60

562.10

1,952.10

854.00

2,634.00

Earlug

5,267.90

2,233.15

3,061.00

Front Banner

7,365.80

3,076.30

4,342.00

Outside Back Cover

13,295.84

5,476.99

7,939.60

Inside Back Cover

12,717.76

5,238.86

7,594.40

Inside Front Cover

12,948.99

5,334.11

7,732.48

19.98/agate B&1 1,060
B&3 3,170

8.03/agate B&1 530
B&3 1,390

12.20/agate B&1 1,060
B&3 1,780

SUPPLIED INSERTS /
POST-IT NOTES / POLYBAGGING

Rate, issue availability, production requirements,
closing dates, and other detailed information available
on request. Rates for special space units (gatefolds,
etc.) are available on request.

SPECIAL POSITIONS

Guaranteed and preferred positions when available
and requested, add 25% exclusive of colour and
mechanical charges. Not held from year to year
without specific written booking insertions from
advertisers.

SPLIT COPY

Regional advertisers may make copy substitutions
in any combination of regions or provincial editions.
Additional cost for each substitution is $1000 net.
Minimum quantity for splits is 1,000 pieces and must
be at least 350 lines.
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AD RATES

FILE SPECIFICATIONS

NON BLEED
DIMENSIONS

AD UNIT
*All sizes W x D

BLEED AD DIMENSIONS

LIVE AREA

TRIM

BLEED*

SAFETY MARGINS (measured from
trim size): Keep text, logos, etc. 0.375”
away from gutter on spreads. Full page
& spreads allow 0.625” sides, 0.375” top
and bottom. To avoid trimming into type,
and to assure uniform margins on bleed
ads, keep dimensions of type area to 15”
x 10” maximum for double-page spreads,
and 7” x 10” maximum for full page ads.
Bleed ads must have a minimum of .25”
bleed allowance on head, foot, and fore
edge. Crop/registration marks should
have an offset of .25”.

Dbl. Page Spread

15.125" x 10"

16.25" x 10.75"

16.75" x 11.25"

Full Page

7" x 10"

8.125" x 10.75"

8.625" x 11.25"

2/3 Page

H: 7" x 6.5"
V: 4.58" x 10"

H: 8.125" x 6.9"
V: 5.142" x 10.75"

H: 8.625" x 7.4"
V: 5.642" x 11.25"

1/2 Page Spread

15.125" x 5"

16.25" x 5.4"

16.75" x 5.9"

1/2 Page Island

4.58" x 7.5"

1/2 Page

H: 7" x 5"
V: 3.333" x 10"

H: 8.125" x 5.4"
V: 3.9" x 10.75"

H: 8.625" x 5.9"
V: 4.4" x 11.25"

1/3 Page

H: 7" x 3.357" V: 2.167" x 10"
S: 4.58" x 5"

H: 8.125" x 3.75"
V: 2.73" x 10.75"

H: 8.625" x 4.25"
V: 3.23" x 11.25"

1/4 Page

H: 7" x 2.5" S: 3.333" x 5"

H: 8.125" x 2.9"

H: 8.625" x 3.4"

1/6 Page

H: 4.58" x 2.5" V: 2.167" x 5"

Minimum depth of advertisement:
One col.: 1” Two col.: 1.5”
Three col.: 2.5”

Ear Lug

2" x 2"

Front Banner

3.875" x 2.25"

4.125" x 2.5"

4.625" x 3"

Outside Back Cover

7" x 10"

8.125" x 10.75"

8.625" x 11.25"

Inside Back Cover

One-column and two-column ads more
than 9” deep and three column ads
more than 7” deep run as full column
depth and are charged as such.

7" x 10"

8.125" x 10.75"

8.625" x 11.25"

Inside Front Cover

7" x 10"

8.125" x 10.75"

8.625" x 11.25"

* Bleed ad size dimensions include .25” bleed on all sides

PUBLICATION SPECS
Trim Size

8.125” X 10.75”

BLEED

Binding

Saddle-stitched

8.625"x11.25"

Column Depth

10”

Standard Column Width
Two Columns
Three Columns
Halftone line screen

2.167”
4.58”

FULL PAGE
8.125"x10.75"

7”
150

Dot gain

20% on SWOP coated

Printing

Heat-set web offset

LIVE AREA
7"x10"

ELECTRONIC MATERIAL Electronic
files (including inserts) must arrive in
press-ready (high res X1A file) Acrobat
PDF format (8.0 compatible). When
saving a file in PDF format ensure all
fonts are embeded and limit photo
resolution to 300 dpi. Colour ads
must be CMYK, RGB images are
not acceptable. Files must be sent
electronically by e-mail to
ads@fbcpublishing.com OR uploaded
by ftp to vip.fbcpublishing.com

PLEASE NOTE We DO NOT ACCEPT
ads in Microsoft Word, Publisher or
InDesign format. All files will be reviewed
to ensure they meet Glacier FarmMedia
pre-press standards. Clients will be
contacted regarding any modifications
required. Publisher will not be held
responsible for any errors made when
original deadlines are missed.
COLOUR GUIDANCE An accurate
colour proof must accompany all
advertising materials. In the absence of
a colour proof, publisher will not be held
responsible for unsatisfactory colour
reproduction.
INK DENSITY Adjust ink limit in photos
and rich blacks so that total coverage
does not exceed 240%.
FINE LINE WORK AND LETTERING
Fine serifs, small lettering, and thin line
work should be restricted to one colour
and preferably not smaller than 7 point.
The use of small letter (under 7 points)
and fine serifs should be avoided.
Publisher can not accept responsibility
for reproduction and/or legibility of any
type under 7 point.
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TERMS & CONDITIONS
New Accounts
Transient and new accounts, cash with order. Credit applications are required on
all new accounts that have not authorized credit card payments.

Cancellations
No cancellations accepted after closing date. Cancellation of advertisements that
have been set will be subject to production charge.

Terms
Accounts payable in Canadian funds. Net 30 days. Publisher reserves the
right to charge 1.5% interest per month (18% per year) on overdue accounts.

Liability
Advertiser and advertising agency assume liability for content (including text,
representations, and illustrations in advertisements printed) and also assume
responsibility for any claims arising therefrom made against the publisher.

Commission
15% will be paid to recognized agencies on the gross charges for space, colour,
and position, when ad copy is forwarded via FTP or e-mail.
Advertising Content
All copy subject to the approval of the publisher, who reserves the right to reject,
discontinue, or omit any advertisement or cancel any advertising contract without
penalty to either party.
Publisher reserves the right to place the word “Advertisement” centered in 8pt
Helvetica over any paid announcement.
Dollar Volume Discount
Glacier FarmMedia offers the following dollar volume discounts. These apply to
gross advertising dollars spent within a 12-month period in any Glacier FarmMedia
print publication with the exception of the Western Producer, Seed Manitoba,
Yield Manitoba, Yield Alberta, Prairie Ag Catalogue, Ag in Motion Show Guides,
Canada’s Outdoor Farm Show Show Guide, AgDealer and Agricole Idéal.
Gross Dollars Spent
20,001 - 50,000
50,001 - 150,000
150,001 - 250,000
250,001 - 300,000
300,001 - 400,000
400,001 +

Discount
2%
3.5%
5%
7.5%
9%
10.5%

Colour Reproduction
Publisher will not be responsible for unsatisfactory reproduction of colour
advertisements unless accurate colour proofs are supplied.
Make-good insertion will not be granted on minor errors which do not affect the
value of the whole advertisement. Publisher’s liability will not exceed the cost
of the area of the space occupied by the error, whether the error is due to the
negligence of its servants or otherwise. There shall be no liability for non-insertion
beyond the amount paid for such advertisement. No allowance for errors in key
numbers.
Exclusivity
We do not offer exclusivity for front page banners, ear lugs, banner wraps, outside
back pages, inserts, etc.
Special Services
When publisher must provide artwork, advertiser will be billed at cost. Publisher
reserves the right to charge for changes required to customer supplied material.

CONTACT INFO
SUBMITTING AD MATERIALS

ADVERTISING CONTACT

AD SERVICES CO-ORDINATOR
Country Guide – East
1666 Dublin Avenue,
Winnipeg, MB R3H 0H1

Lillie Ann Morris

Phone: 204 944 5765
Fax: 204 954 1422
Email: ads@fbcpublishing.com
FTP: vip.fbcpublishing.com

SALES REPRESENTATIVE

Phone: 905 838 2826
Fax: 905 838 3169
Email: lamorris@xplornet.com
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Contracts & Schedules
Contracts are based on volume committed in advance for a 12-month period.
Advertising not scheduled and contracted for will be immediately subject to any
rate change. Contracted advertising will be rate protected for 3 months.
The publisher is not bound by any conditions, printed or otherwise, appearing on
contracts or copy instructions when such conflict with the provisions of this
rate card.
Contracts for advertising at other than published rates will not be accepted.
The publisher reserves the right to hold any advertiser and its advertising
agency jointly and severally liable for such monies as are due and payable
to the publisher.

