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FOR THE NEW GENERATION  
OF FARMERS — AND THE NEXT
A farm business is like any other — your immediate 

thoughts are about the jobs you have to do today.

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.

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.

In each Country Guide you’ll find:

•  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 value-

added 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.
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how you turn grains into new products: 
everything from gel capsules — which have 
huge potential because they’re easier for your 
body to recognize than synthetic capsules — 
to bioplastics. That’s a big one because why 
plastic bags aren’t already made from biode-
gradable grains is beyond me,” he says.

But — and here’s the key — the high-
science road isn’t the only possibility. 

“A lot of opportunities fizzle out. Things 
have a habit of quickly becoming complex 
without a lot of return. I don’t think value-
add has to be overly complex. Go with what 
you know.”

For example, if you’re a skilled and expe-
rienced durum grower, keep growing that 
top-quality durum, then put time into figur-
ing out what differentiates your durum from 
everyone else’s. 

Farmers tend to see what they produce 
from a commodity level. That’s not good 
enough. To capture value-add opportunity, 
you need the eyes of a consumer. 

“Get an understanding of the quality of 
your grain outside of it being a number one 
of this quality and this protein. You need to 
understand what makes it unique. In most 
cases, that means looking at specific nutrient 
density because that’s what you’re going to 
sell,” Larocque says.

Maybe your soil is very high in zinc. 
Though that might be neither here nor 
there if you’re selling at a commodity level, 
specific buyers — maybe it’s a breakfast 
cereal company that fortifies with zinc, for 
example — might value and be willing to 
pay for higher zinc durum. (Note: Deter-
mining the nutritional traits of your grain 
can be as simple as sending a sample away 
for an inexpensive feed test.) 

Once you know how you might differen-
tiate your crop, it’s time to find a buyer. 

“Buy yourself a trip to Italy. Go visit 
someone who’s making pasta over there — 
or here in Canada — and help them under-
stand why they want to buy your durum 

instead of anyone else’s. Write your trip off; 
drink some wine.” 

While a trip to Italy might sound like 
fun, make no mistake about what Larocque 
is really saying: Being an expert farmer is 
not, by itself, enough of a skillset. Being 
successful in value-add is all about rela-
tionships. You have to go beyond Google. 
You need to actively seek out your potential 
buyer, truly understand their needs, con-
nect on an individual level, and get them 
enthused about why they need your specific 
product. 

“The ideal is to create a demand pull 
from customers. You need to be able to go to 
someone like Cobbs Bread, for example, and 
say: ‘Your customers want nutrient-dense 
food. I tested my flour and your flour and 
here’s how mine is better.’” 

Yes, Larocque admits, cold-calling buyers 
does leave you exposed and vulnerable. 

W
e’ve all seen them, even in this magazine. 
They’re all the headlines about the wonder-
ful world of value-add. How many headlines 
have you read? A dozen? More? They seem to 

be everywhere, offering glowing accounts of outside-the-box 
thinking and entrepreneurial success.

Often, though, the concept leaves a big question in the air. 
Is value-add only for small-scale producers, the kind who sell 
their wares at farmers markets? Or does it make operational 
and economic sense for farmers at the commodity-scale 
level?  

Country Guide sat down with one forward-thinking farmer 
and value-add consultant to explore what works and what 
doesn’t in value-add. His advice is a whole lot different than 
most… and just might change your perspective on value-add.  

“Is there opportunity in value-add? Absolutely. Who 
does value-add suit? Anyone. Anyone can do it. I really think 
whether you’re a 25-acre or a 25,000-acre farm, opportunity is 
there for both,” says Steve Larocque, who farms and consults at 
Three Hills, an hour and a half northeast of Calgary.

Before getting into what he recommends for value-add, 
though, he’s very clear to define what he doesn’t.

First, get rid of the misconceptions. For most farms, value-
add doesn’t mean setting up a folding table at your town’s 
outdoor market. Nor does it have to mean farm-gate sales. 
Larocque rarely recommends them for commodity producers.

Instead, if you seek out the right opportunity, there are ways 
to value-add that are a much better fit for larger scale production. 

Larocque also does not suggest switching away from what 
you’re good at to some niche product. In fact, he thinks those 
who jump into specialty crops often end up throwing good 
money (and time) after bad. 

“Forget it. No one wants to go there. We’ve all seen or expe-
rienced it: We think we’re going to capture a premium on a 
specialty niche crop and the yield is really poor, or the field is 
full of weeds or you’re sitting on inventory for 16 months. It’s a 
hard lesson to learn. No thanks.”

In fact, specialty crops can carry all kinds of downside risk 
in addition to a steep learning curve. The better question to 
ask, he says, is: “What can we do with the crops we already 
grow and we already know how to grow well?”  

Rather than finding a market opportunity and trying to grow 
a crop to suit, he suggests doing what you’re great at — growing 
the crops you’re already an expert in — and then searching out a 
market to suit them. 

There are diverse options. If you have deep pockets and 
a strong stomach for risk, all kinds of opportunities exist for 
fractionating grains, pulses and oilseeds to produce products 
for food, nutraceutical, pharmaceutical and pet-food end uses. 

“I have a 150-page doc that outlines a huge lit review on 

Steve Larocque builds  
a case for value-add at 
every farm size

BUSINESS

BY MADELEINE BAERG
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The opportunity

CONTINUED ON PAGE 8
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I
t isn’t easy to make a business case for hemp. The 
crop has so much potential. But then, it has had 
such a checkered past too. Sure, there have been 
some successes, but farmers can’t be blamed for 

remembering the hemp co-operatives that bled red ink, 
or for recalling all the big talk about hemp fibre facilities 
that, in the end, never put a shovel in the ground.

So, why have a group of investors, including some 
farmers, decided to give it another try, investing in Blue 
Sky Hemp Ventures, based in Saskatoon?

What’s different this time around? And why do they 
think they will succeed in a tough marketplace where 
others have not?

For starters, of course, there’s a new revenue stream 
with the extraction of cannabidiol (CBD) from the hemp 
flower, now allowed under new cannabis laws in Canada.

But there’s more too.

WHY THE EARLY EFFORTS CHOKED 
Industrial hemp has been legal to produce in Canada 
for more than two decades, leading to early efforts to 
develop an industry focused on two main value streams; 
seed for food or cosmetics, and fibre. (Hemp contains 
both long fibre, for things like rope or textiles, and hurd, 
a cellulose-rich fraction that can be used to make prod-
ucts ranging from cat litter to fibreboard and insulation.)

Some players, like Manitoba Harvest Hemp Foods, 
did build successful markets for seed food products. But 
despite efforts their fibre plans fizzled largely because 
hemp fibre is a high-volume, low-value crop.

“Those early efforts struggled,” says Devin Dubois, 
VP of corporate affairs and counsel for Blue Sky Hemp 
Ventures. “It’s not economical for farmers.”

Manitoba found hemp can’t compete as a broad acre 
crop grown for the fibre because it would have to dis-
place relatively lucrative oilseed, legume or cereal crops 
in the rotation.

Although there has been progress worldwide in devel-
oping new products using hemp fibre — for example, in 
Europe BMW is using hemp in some of its car panels — 
there is still an issue in connecting the dots.

“Large companies that could potentially use this 
product as an input to displace others, like the auto 
industry, didn’t have a real grasp of the supply chain,” 
says Dubois. And it’s tough from the push end too. “If 
you are going to supply GM or Magna Auto with a new 
input to displace what they’re currently using, that’s a 
tricky thing to do. They are going to need 40,000 tonnes 
of a particular grade, at a specific timing every year, and 
because you’re new, they need a $20 million security 
bond or whatever to back up that performance.”

No wonder it’s been a steep hill.

LIGHTING UP 
WITH HEMP

BUSINESS

BY ANGELA LOVELL

Could the timing finally be right for a Canadian 
hemp crop? Blue Sky Hemp Ventures is betting yes, 
based on a marriage of oil-industry strategies and 
hard-nosed farm smarts

PHOTOGRAPHY: BLUE SKY HEMP VENTURES
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It’s been an exercise 
in patience and 

durability,” says Blue Sky’s 
Devin Dubois, who adds, 
“We have every intention of 
being successful.” 

CONTINUED ON PAGE 26
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There’s a new group of firefighters in British Colum-
bia, but not the usual two-legged kind. They’re cattle 
and they’re just doing what they do naturally — graz-

ing — but under the watchful eye of the B.C. Cattlemen’s 
Association. It’s leading a project to use a management 
tool called “targeted grazing” to reduce the intensity of 
wildfires.

“A lot of people confuse it with intensive grazing,” says 
Mike Pritchard, a rancher and the wildfire prevention co-
ordinator for the association. “Targeted grazing is targeting 
a certain plant or grass community to reach a certain goal,” 
says Pritchard, who has more than 30 years of fire preven-
tion and forest management experience. “In our case, 
we’re targeting grass or brush that impacts fire behaviour. 

It doesn’t have to be intensively done; we’re not grazing it 
to carpet.”

The targeted grazing project came about after the 2017 
and 2018 wildfire seasons in British Columbia’s interior 
destroyed many houses and caused severe damage to 
rangeland, costing the province millions of dollars. B.C. 
Wildlife Services approached Pritchard because of his 
experience and offered the cattlemen’s association funding 
to come up with some strategies to reduce fires. 

Fires were natural 
Their eyes turned to highly flammable grass areas in and 
near the communities, and how they could manage them 
with cattle.

Pritchard says that historically, the area had been all 
rangeland.

“Cattle came to the interior of British Columbia because 
there was lots of grass, and the grass was there because of 
the fire history in most of the country, with the interior 
burning once every seven years on the lowlands, which 
kept the conifer encroachment back and grew grass.” 

The fires in the 1800s and early 1900s didn’t cause 
much damage because there weren’t many houses. How-
ever, as the area became popular for recreation, people 
moved in, developing subdivisions and resort communities. 
This created conflict with the ranchers, who eventually 
moved their cattle away.

“The cows are still out on those tenured rangelands,” 
Pritchard says. “They’re just farther away.”

For the past decade, there has also been significant 
investment in conifer harvesting and thinning the forest 
canopy to make the area more appealing for recreation. 
Because the grass seed bank was still there, as more water 
and light got in, the grass grew and without the cattle to 
graze it, it became susceptible to intense and damaging fires.

Pritchard says fires in the area can never be eliminated. 
“That’s the ecosystem that we’re in… all we can do is 

manage it and try to keep it lower-intensity, so if we can 
change the dynamic so it’s not so intense, then crews can 
go in and fight these fires instead of having to deal with 
them with air tankers, helicopters and heavy equipment, or 
extreme burnout operations with the prescribed ignitions.”

Good neighbours
That’s where the targeted grazing project comes in. With 
the goal to reduce fire intensity adjacent to subdivisions, 
the B.C. Cattlemen’s Association began moving cattle back 
to the area to remove the grass hazard naturally.

“They are just a tool, no different than mowing or burn-
ing the grass,” Pritchard says. “If the cattle can do it, why 

Continued on page 40

‘Targeted grazing’ keeps the risk down  
around B.C. interior communities

BY TRUDY KELLY FORSYTHE

F O R AG E  & G R A S S L A N D  G U I D E    2021

Before settlement in the B.C. interior, fires were a normal part of keeping 
grass from building up in the forest understory.  Photo: BCCA

Fighting fire  
with cattle

THE KEY TO UNLOCK THOSE 
EXTRA BUSHELS PG.  3 

IT ISN’T JUST CHINA. OUR 
EXPORTS GO GLOBAL  PG. 6

WESTERN GROWERS  
GET VARIETY HELP PG. 10

NEW SCN GENETICS  
ON THEIR WAY  PG. 22

IS THERE 
STAYING POWER 
IN MARKET‘S 
RALLY?  PG. 14

February 2021

SOY 

TABLE 1. HERBICIDE WEED CONTROL RATINGS FOR GRASSY WEEDS IN CEREAL CROPS
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SOIL APPLIED GRASS HERBICIDES

FIERCE, FIERCE EZ 14, 15 x x √ x x √ x x 9 – 7 6 8 9 8 – 9 9 9 9 – 0 7 G
FOCUS 15 x x √ x x √ x x 9 – 7 6 8 9 8 – 9 9 9 9 – 0 7 G
TREFLAN, RIVAL, BONANZA or TRIFLUREX 3 x x x x √ √ x x 9 8 – – 9 – 9 – 9 9 9 9 7 2 8 F

POSTEMERGENCE GRASS HERBICIDES
ACHIEVE LIQUID or BISON 400 L 1 x √ √ x √ √ √ √ 8 – – – – – – 8 – 9 9 – – 0 9 G
AXIAL BIA 1 x √ √ √ x √ x x 9 – – – – – – – – 9 9 – 9 0 9 G
BENGAL or VIGIL 1 x x √ x x x x x 9 – – – – – – – – 9 9 – – 0 9 G
PUMA ADVANCE 1 x √ √ x x x x x 9 – – – – – – – – 9 9 – – 0 9 G
SIMPLICITY GODRI 2 x x √ x x √4 x x – 8 7 8 – 8 – – 8 8 8 – – – 9 G
VARRO 2 x x √ x x √4 x x – – – – – – – – 8 8 8 – – – 9 G

TABLE 1. HERBICIDE WEED CONTROL RATINGS FOR  
GRASSY WEEDS IN CEREAL CROPS

√ Can be used on this crop. 
x Not indicated for use on this crop.
- Insufficient information available to make a rating.
1 Various formulations are available, see herbicides used in Ontario. 
2 Indicates product sold as a co-pack under this trade name.
3 The rate of MCPA Ester included in REFINE M may not provide this level of control.
4 This herbicide can be applied to emerged winter wheat in the fall.

WEED CONTROL RATINGS: Numbers (0–9) = weed control ratings
Weed control ratings are given as 0–9 where 0 indicates no control and 9 indicates 
90%–100% control under ideal conditions. Ratings are subjective values based on best 
available information and give general comparisons based on use as described in this guide. 
Under unfavourable conditions (e.g., too dry, too wet, too cold, or poor application) the 
herbicides may not be as effective as indicated. Ratings may vary with weed and crop stage 
and with the timing and rates of the product(s) being used. Always refer to the product 
label for more information on registered weed species, product uses and precautions.

CROP TOLERANCE RATINGS: E = Excellent, G = Good, F = Fair, P = Poor

CEREALS | CORN | SOYBEANS

Mike Cowbrough 
Provincial Weed Specialist, Field Crops 

(519)-820-2336
The following tables are taken from the 2021 Guide to Weed Control — Field Crops, 

Publication 75A. As always, if you have suggestions for how we can make the information 
in the guide of more value to you, then I would welcome that feedback.

WEED MANAGEMENT GUIDE 2021 3
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LOCAL VOICES
At Country Guide, we build on teamwork, with the result that all across Canada’s varied and diversified farm sector, our award-winning nework 

of farm and business contributors search out great stories, connect with cutting-edge farmers and report on innovative new business and 

management thinking. We find the local stories that have national relevance. It’s what differentiates Guide, making has a valued source of insight 

and information for commercial  farmers of every size and description, and at every stage of their careers.

TOM BUTTON  Editor

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.
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READERSHIP
Here’s what our readers say in the East:

78%
78% of readers thoroughly 
read over ½ of each issue

6
Readers keep an issue for 

6 months as future reference

93% 
Readers said they read 
93% of the last 4 issues

Ipsos Survey:

52%
Discussed items  

with others  

47%
Went online to learn more

69% 
Picked up useful ideas

Stats: March 2021 Prepared by Readex

Farm Print media is the #1 source of  
information about new farm products, new 
input options and new product information 

Readers rated the information provided in 
Country Guide East as 3.9* in being useful 

and valuable

*5 = very useful ; 1 = not useful at all

Stats: March 2021 Prepared by Bramm Research Inc. 

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

•  Gives me excellent business 
management information

•  Brings me opinions and perspectives 
that help me think about my farm 
from a business perspective

•  Contains credible information

•  Contains independent and  
unbiased information

•  Journalists writing for this  
publication are extremely qualified

•    Articles in this publication are  
timely and up-to-date

#1 Rankings:
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Top farm magazine  
in Canada for  

Farm Management  
and Finance1

 RANKS



CONTENT CALENDAR / DEADLINES
Deadline is noon central time on the dates indicated.

ISSUE DATE DEADLINE 2021  EDITORIAL CROPS GUIDE WEST CROPS GUIDE EAST SUPPLEMENTS/FEATURES

March 2 January 22 The Next Generation  Weed Control  Weed Management  Forage & Grassland Guide (ROP)

March 16 February5 Gearing Up/Machinery  Disease Management  Machinery Innovations  Seed Treatment Guide

March 30 February 19 New Partnerships  New Seeding Technology  Diseases 

April 13 March 12 Summer Business Insect Management  Insects 

May/June  April 23 Cross-Canada Road Trip  Sustainability  Cover Crops  Truck & ATV's

July/August  June 18 Annual Insight Issue  On-Farm Storage  Cereals/Wheat 

September 7 July 30 Annual Marketing Issue Soil Fertility  Soil Health Corn Guide - Marketing Feature

      GPS/Precision Ag Feature

October 5 September 3 Money Management Issue  Cereals  Seed & Plant Breeding Forage & Grassland Guide (ROP)

      Soybean Guide

      Money Management

      Truck & ATV's

November 2 October 1 Education  Canola  Alternate Crops Education - AgDatapalooza

December 7 October 29 Opportunities Issue  2020 Review  Research  Equipapalooza

ISSUE DATE DEADLINE 2022  EDITORIAL CROPS GUIDE WEST CROPS GUIDE EAST SUPPLEMENTS/FEATURES

January 4 November 26 Thrive in 2022 Precision Ag  Precision Ag/Big Data  Corn Guide

February 1 December 10 Leadership  Pulses and Special Crops  Fertility & Nutrients  National Potato Guide & Eastern

      Weed Management Guide -

      Corn, Soybeans, Wheat

February 15 January 7 Business Innovation  Plant Breeding/Innovation Innovation  Soybean Guide

March 1 January 21 The Next Generation  Weed Control  Weed Management  Forage & Grassland Guide (ROP)

March 15 February 4 Gearing Up/Machinery  Disease Management  Machinery Innovations  Seed Treatment Guide

March 29 February 18 New Partnerships  New Seeding Technology  Diseases 

April 12 March 11 Summer Business Insect Management  Insects 

May/June  April 22 Cross-Canada Road Trip  Sustainability  Cover Crops  Truck & ATV's

July/August  June 17 Annual Insight Issue  On-Farm Storage  Cereals/Wheat 

September 6 July 29 Annual Marketing Issue Soil Fertility  Soil Health Corn Guide - Marketing Feature

      GPS/Precision Ag Feature

October 4 September 2 Money Management Issue  Cereals  Seed & Plant Breeding Forage & Grassland Guide (ROP)

      Soybean Guide

      Money Management

      Truck & ATV's

November 1 September 30 Education  Canola  Alternate Crops Education - AgDatapalooza

December 6 October 28 Opportunities Issue  2021 Review  Research  Equipapalooza

 Guide         
 - Money Management Feature 
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AD RATES

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.

ADVERTISING
OPTIONSRates effective as of March 1, 2021

AD UNIT
NATIONAL EAST WEST

B&W RATE FULL COLOUR B&W RATE FULL COLOUR B&W RATE FULL COLOUR

Double Page Spread 17,035.20 23,375.20 6,846.00 9,626.00 10,399.20 13,959.20

Full Page 8,517.60 11,687.60 3,423.00 4,813.00 5,199.60 6,979.60

2/3 Page 5,678.40 8,848.40 2,282.00 3,672.00 3,466.40 5,246.40

1/2 Page Spread 8,517.60 14,857.60 3,423.00 6,203.00 5,199.60 8,759.60

1/2 Page Island 5,110.56 8,280.56 2,053.80 3,443.80 3,119.76 4,899.76

1/2 Page 4,258.80 7,428.80 1,711.50 3,101.50 2,599.80 4,379.80

1/3 Page 2,839.20 6,009.20 1,141.00 2,531.00 1,733.20 3,513.20

1/4 Page 2,129.40 5,299.40 855.75 2,245.75 1,299.90 3,079.90

1/6 Page 1,419.60 4,589.60 570.50 1,960.50 866.60 2,646.60

Earlug 5,346.92 2,266.65 3,106.92

Front Banner 7,476.29 3,122.44 4,407.13

Outside Back Cover 13,495.28 5,559.14 8,058.69

Inside Back Cover 12,908.53 5,317.44 7,708.32

Inside Front Cover 13,143.22 5,414.12 7,848.47

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

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

12.38/agate   B&1 1,060 
B&3 1,780 2
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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”.

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

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.

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.

FILE SPECIFICATIONS

 Trim Size 8.125” X 10.75”

 Binding Saddle-stitched

 Column Depth 10”

 Standard Column Width 2.167”

 Two Columns  4.58”

 Three Columns 7”

 Halftone line screen 150

 Dot gain 20% on SWOP coated

 Printing Heat-set web offset

AD SIZES
AD UNIT

*All sizes W x D

NON BLEED  
DIMENSIONS

BLEED AD DIMENSIONS

LIVE AREA TRIM BLEED*

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 6.64" 
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"

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 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"

PUBLICATION SPECS

FULL PAGE

8.125"x10.75"

LIVE AREA
7"x10"

BLEED

8.625"x11.25"

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

2
0

2
1/

2
0

2
2

 M
E

D
IA

 K
IT



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.

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.

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.

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  Discount

20,001 - 50,000 2% 
50,001 - 150,000 3.5% 
150,001 - 250,000 5% 
250,001 - 300,000 7.5% 
300,001 - 400,000 9% 
400,001 +  10.5%

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

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.

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

AD SERVICES CO-ORDINATOR 

Country Guide – East 
1666 Dublin Avenue,  
Winnipeg, MB  R3H 0H1

Phone: 204 944 5765 

Fax: 204 954 1422 

Email: ads@fbcpublishing.com 

FTP: vip.fbcpublishing.com 

ADVERTISING CONTACT

Lillie Ann Morris 

SALES REPRESENTATIVE

Phone:  519 605 0139  

Email:  lmorris@farmmedia.com
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