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C F W F m e m b e r survey reveals program headed in right
direction

By Margo McCaffrey, CFWF Secretariat

The Canadian Farm Wr i t e r s ’
Federation is doing good work
according to the 119 members,

about one-third of the total, who respond-
ed to the recent on-line survey. The ques-
tionnaire asked members what they
thought about the CFWF awards program
and the organization’s activities in general,
and solicited input on the awards cate-
gories and membership fees.  

The main purpose of the survey was to
get feedback about the awards program,
specifically about the radio and television
categories.  The recurrent lack of entries in
these two categories had raised questions
about whether they should be continued.

While only 10 per cent of respondents
reported that they were involved in radio,
and only three per cent said they were
involved with television, a strong majority
of all respondents felt that the radio and
television categories should be continued,
with changes, in order to encourage more
participation (see box on page two  for fur-
ther details).

Overall satisfaction ratings were very
good (86%) for program off e r i n g s: the
awards program, the annual conference,
The Farm Journalist and the listserv. The
one sore point was with the judging and
critiquing of the awards entries, which

only registered a 45% satisfaction rating.
Half of all respondents also said that they
didn’t know enough about the bursary pro-
grams and IFAJ activities to express an
opinion.

Of the four activities respondents said
they valued most, networking opportuni-
ties topped the list, followed by profes-
sional development, exchange of agricul-

tural information and, finally, socializing
with other members. Not surprisingly
then, 80 per cent of respondents said they
had attended at least one CFWF confer-
ence - the perfect opportunity to experi-
ence all four activities. 

A solid 86 per cent of respondents
reported being satisfied with The Farm
J o u r n a l i s t , its electronic distribution

Thanks in part to a CFWF travel
b u r s a ry, Kim Waalderbos joined
agricultural journalists fro m
a round the world  for the annual
c o n g ress of the International
Federation of A g r i c u l t u r a l
Journalists from September 15-23,
2007 in Tokyo (along with
Canadian farm writers: Karli
F l i n t a - M u r p h y, Janet Kanters,
Owen Roberts, Lilian Schaer). 

Kim wrote an account of her
travels for The Farm Journalist.
Please see page 15 for Kim’s story
and photographs as she traveled to
beef and dairy farms. 

Photo by Karli Flinta-Murphy

“Black and Whites” popular in Japan 



PDF format. Only a slim three per cent
said they do not read the Farm Journalist. 

Questions about increasing member-
ship fees revealed that 81 per cent of
respondents said they would be willing to
pay a higher membership fee in order for
CFWF operations to be financially sus-
tainable; most of these respondents indi-
cated they would be willing to pay
between $40 and $50 for annual member-
ship fees (the current fee is $20 and hasn’t
changed for over a decade.)

The CFWF Executive Committee
reviewed the findings from the survey
during its March 19th conference call
meeting and will be reporting on actions
to be taken in future issues of The Farm
Journalist.
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ACTIONS TO BE TAKEN ON AWARDS PROGRAM

The Radio and Television categories will be revised as follows:

Electronic Media - Audio · The Tom Leach Award
To be awarded to the best Canadian-produced audio news story or feature fewer
than 15 minutes in length on an agricultural topic.

Electronic Media – Video · The Jack McPherson Award
To be awarded to the best single video news story or feature fewer than 15 min-
utes in length on an agricultural topic produced in Canada.

Rules associated with these new definitions will allow inclusion of not only radio 
and television broadcasts, but also webcasts, podcasts, short films and other ana-
log or digital formats accessible to a public audience. Full details will be available
in the awards entry package, which will also be divided into two documents, an
entry form and a separate document for instructions, rules and guidelines.

Other actions:
The photography categories will be open to all Canadian publications (not just
agricultural).
Winning entries will be published on the CFWF website.
Judges will be provided with  additional instructions for judging and critiquing.

Dates to remember:
May 30th, 2008 – entry package posted on CFWF website
June 30th, 2008 – awards entry deadline (post-marked)

Within the next few months
many surveys on consumer
trends as they relate to agri-

culture and food consumption will be
released nationally.

And, says Colin Siren, of Ipsos Reid,
there’s a lot of information there that agri-
cultural organizations, associations, com-
municators and farmers could access.

“An awful lot of research is being
done,” on everything from local branding
to “activism and animal welfare,” he said.

“In all cases the producer is being

viewed as highly respectable and responsi-
ble,” Siren recently told a meeting of
Durham Farm Fresh members in Ontario.

While some research is proprietary, he
said, much is not and it contains detailed
information that could form the basis for
more work.

Siren said research is already offered on
the Ipsos-Reid website and several
reports released in the coming months will
be available on the Agriculture and A g r i -
Food Canada website.

He expressed some disappointment that

producer organizations and associations
can be a challenge to contact.

Siren was the lead on the recently-
released “Young beef producers needs sur-
vey” in Ontario. 

Reports available currently on the Ipsos-
Reid website include: “Two thirds believe
green marketing is just a tactic,” “Half of
Canadians eat between meals at least once
a day,” “What ordinary Canadians are
doing to cut greenhouse gas emissions at
home,” and “Two thirds of Canadians con-
cerned about the safety of their food.”

** Winner of the CFWF Survey Draw** 
Michael Van Dusen, of Van Dusan Communications, is the winner of a free registration 

to  the CFWF annual conference in Comox, BC, October 2-4, 2008.

“Thank you” to all those who participated.

Keep your eyes peeled, says an Ipsos Reid researcher
By Suzanne Atkinson, ECFWA

Continued from page 1. 



Thanks to all who participated in
our membership survey. It was a
useful exercise with a third of

the membership answering our questions.
There was also some useful informa-

tion to come out of the survey, which you
can read about on page one.

We have an active membership with
two-thirds always or usually involved in
our main programs, the CFWF Aw a r d s
and the annual conference. However,
there’s 30 per cent of members who never
take advantage of these programs.

We knew running an awards program is
always contentious. T h e r e ’s general satis-
faction with the program, but some con-
cern about the judging, which I think will
always be the case.

What spawned this survey was continual
problems with our television and radio
categories. Entry numbers are very low
compared to other categories, and judges
have also failed to even award prizes in
the past few years. Something needed to
change.

Radio and television dedicated to farm-
ing has been in a steady decline. There are
few reporting on agriculture for radio in
Ontario anymore.  CBC’s C o u n t ry Canada
has even been axed. So what to do with a
category in decline in the industry and in
our awards program?

Unfortunately there were no trends in
the survey suggesting what to do with the

category, other than to keep them. So, the
CFWF board has decided to do so, and
make the two awards a work in progress.
Keep an eye on the category, because
something you work on might slip in as
the criteria shift over the next few years.
The goal is to expand the categories
beyond radio airwaves and television pro-
grams, but maintain the category for those
who report using audio and video.

The CFWF board took several new
steps at its most recent meeting. We ’ v e
started the process of becoming an official
not-for-profit organization, registered with
Industry Canada. Such status is regularly
required these days in order to deal with
everything from banks to government. It
gives us more flexibility for the future.

The board has also made it policy to
financially support sending a representa-
tive to the International Federation of
Agriculture Journalists’ Congress each
year. The level of support will cover regis-
tration and greater support will depend on
the org a n i z a t i o n ’s finances. Seven dollars
from each CFWF $20 membership fee
goes to IFAJ. We should have an influence
on how that money provides value to our
membership.

And with Canada hosting IFAJ 2011 ,
greater connection with the world agricul-
ture journalists and communicators is a
good thing.

A word from the CFWF president . . . 
Survey success

By John Greig, ECFWA

• Hard drive: Getting home in the wintertime
• Download: Getting the firewood off the truck 
• Ram: The thing that spits firewood 

• Log off: Cooling the wood stove down 
• Windows: What to shut when it’s cold outside

Source: Agricultural Communications Documentation Center (ACDC) Newsletter
Issue 8-03; http://web.library.uiuc.edu/asp/agx/acdc/newsfeed.html#09. 

Published Date: Feb. 06, 2008

More rural talk . . . 
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Out-on-the-web computer terms about surviving those rural winter chills. 



Traveling to a foreign country to
learn about agriculture is a
hands-on professional develop-

ment opportunity that happens less often
than most farm writers and agricultural
communication specialists would like.
One challenge is financing. But, that isn’t
going to be an issue for Kelly Daynard,
the winner of this year’s CFWF interna-
tional travel bursary. In September, she’ll
attend the IFAJ congress in
Austria/Slovakia/Slovenia.

Vice president of the Eastern Canadian
Farm Wr i t e r s ’ Association and a CFWF
member  since 1998, Daynard is the
Program Manager for the Ontario Farm
Animal Council (OFAC). OFAC is the
voice for animal agriculture in Ontario,
representing over 40,000 livestock and
poultry farmers, associations and busi-
nesses on issues in animal agriculture
such as animal care, food safety, biotech-
nology and the environment.

“Canadian agriculture is constantly
affected by issues abroad. It’s crucial that
those of us working in the industry ensure
that we don’t operate in isolation or igno-
rance. The chance to learn of another
c o u n t r y ’s culture, economy, government
and agriculture will be an invaluable
experience and will enable me to
approach my career and the producers I
work for from a much broader perspec-
tive,” says Daynard.

“It was very exciting to be able to
phone Kelly to tell her she had up to
$2,500 in travel expenses to attend the
2008 congress,” says CFWF vice-presi-
dent Myrna Stark Leader from her off i c e
at Farm Credit Canada in Regina. “I am
also encouraged that the number of appli-
cants doubled from six last year to 12 this
year. While the number of applicants can

always increase further, the growth
demonstrates the value of this bursary
opportunity to our members.”

The bursary is funded through
Monsanto, Canada. Applicants complete a
written application and are evaluated by
two CFWF past-presidents and a member
at large. Special thanks to this year’s
judges: Past-presidents and senators
Claire Stanfield from Alberta and Glenn
B. Powell from Ontario, as well as mem-
b e r- a t - l a rge Glenda-Lee Allan, Provincial
Ag Specialist with Goldenwest Radio in
Saskatchewan.

When all the votes were tabulated,
K e l l y, an accomplished communicator,
was the unanimous winner.

Daynard is a regular contributor to
numerous agricultural publications in
Ontario. She’s also an active public speak-
e r, giving numerous presentations to an
average of 1,500 people annually.
Audiences include agricultural groups at
the national, provincial, regional and local
levels as well as urban audiences. 

A graduate of Class Nine of the
Advanced Agricultural Leadership
Program, she’s an avid freelance writer
and has several awards to her credit, such
as Best New Canadian A g r i c u l t u r a l
Periodical by the Canadian Farm Writers’
Federation in 2006 for The ‘Real’Dirt on
F a r m i n g publication which she project-
managed. 

To give fellow CFWF members the
real scoop on her experience travel experi-
ence in September, Daynard is committed
to publishing a blog while away. Members
can also look forward to her insights from
the congress when she presents at the next
CFWF national conference in British
Columbia in October. Congratulations
Kelly!

Kelly Daynard will travel to Austria/Slovakia/Slovenia
thanks to CFWF Bursary

Application numbers double!

Kelly Daynard, ECFWA
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Panelists Jim Algie a reporter, farm
columnist and writer with the Owen Sound
Sun Ti m e s; Tina Pittaway, a freelance
broadcast documentary producer; and Kim
P i t t a w a y, former editor in chief of
Chatelaine magazine, were joined by mod-
erator Ivor Shapiro, a journalism professor
from To r o n t o ’s Ryerson University, in
front of an audience of approximately 40
farm writers and agricultural communica-
tors in Guelph, Ontario recently.

According to Jim Algie, a reporter’s job
generally is to find the story in the assign-
ment and not necessarily to worry about
what the good story is. Agriculture, he
says, is full of great stories that everyone
is interested in these days, which makes it
great to be a farm writer.

“There are many great stories about the
people who farm, weather, policies and
government issues - these are the stories
those of us in the farm press deal with all
the time,” says Algie. “Now, issues like the

100 mile diet, ethanol and the ethics of
agriculture makes all the stuff we’ve
always written about front page news to
everyone.”

That sentiment was shared by former
C h a t e l a i n e editor Kim Pittaway, who
began her remarks with encouraging
words to all farm writers - every editor
suddenly now wants agriculture stories.
Along with that, editors are clamouring for
new writers who can bring voices other
than those of downtown Toronto to the
table.

The traditional belief from an editor’s
perspective was that the audience was peo-
ple in the city, characters in stories had to
be like the target market, and city people
don’t want or “get” agriculture. Now, says
P i t t a w a y, editors are recognizing that
Canadians are worried about the food on
their plate, and along with that concern
comes a growing curiosity about what life
is like for the people producing that food.

“There is greater interest now in food
and farm-related stories,” says Pittaway.
“For editors, this means a demand for
voices from outside of the central Toronto
core. The publications are supposed to be
national, so they’re looking for people
with contacts and stories in the agricultural
world.”

Telling a global story through a local
person is Tina Pittaway’s secret to free-
lancing success. The freelance broadcaster
used the story of a seed vault in Norway
dedicated to preserving genetic diversity
as the basis for developing a local angle.
She set out trying to find local farmers
who are advocates for saving seed, and
found a couple in Kingston who have pre-
served over 100 types of tomatoes and 45
varieties of potatoes. Not only did this
give her a great human interest story, she
was able to connect it to the broader issue
of the value of genetic diversity and why
it’s important to have control over seed at
the local level.

“A good story has characters, timeliness
and raises questions in people’s minds,”
she says. “You also need good talkers in
radio - they need to be able to communi-
cate their passion.”

She cautioned farm writers not to get
too mired in what their idea of “new” is,
especially since many stories about agri-
cultural advances are ones the trade press
writes about regularly. That attitude could 

What makes a good story? 
By Lilian Schaer, ECFWA

It ’s all about connecting. T h a t ’s the key behind
telling a good story, according to panelists at the
latest Eastern Canada Farm Writers’ Association

(ECFWA) professional development seminar: the best
stories connect with their audience and the best writers
know the needs and wants of their audience.

New source of grammar hints
More than two dozen grammar hints are now available online from the Writing Special Interest Group of ACE 
(Association for Communication Excellence in Agriculture, Natural Resources, and Life and Human Sciences).
Topics range from informal spelling and “the forgotten semicolon” to accuracy of online language translation services.
These hints, generated during the past three years, were posted online in December.

Source: http://www.aceweb.org/sigs/writing/grammar.php 
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Along-time member of the Alberta Farm Writers’
Association and one of the original members of the
AFWA and CFWF, has - along with family and friends -

donated over $1 million to the University of Alberta's Faculty of
Medicine & Dentistry for the establishment of an endowed chair in
breast cancer surgery.

Ron McCullough made the donation in honour of his late wife,
Lilian.

“I feel fortunate that we live in a society where together we can
mount an initiative like an endowed chair to search for answers to
the scourge of breast cancer,” said McCullough, a retired cattle
farmer who graduated with a degree in agriculture from the U of A in
1954.

The faculty will seek to match donation with money from the gov-
ernment of Alberta’s Access to the Future Fund, an endowment
used to launch innovative post-secondary projects.
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AFWA member gives 
generously

leave many great stories untold. “Your idea of what new is might be too far ahead of
curve for a general audience,” she says. “What you may think is stale is probably just
coming up in the general interest world.”

The session ended with the panelists offering some advice to farm journalists looking
to bring agricultural stories into the urban media:

• Be passionate about the story you’re telling. If the writer or broadcaster is 
bored, it won’t be good for the reader or editor either.
• When pitching a story, the two opening paragraphs of the pitch should be the 
opening paragraphs of the story. Put energy into layering the first few paragraphs with
smart, specific, telling details. Connect the editor to the character and allow him/her
to hear the character. Follow up the first two paragraphs with tight, pointed theme-
graphs  about what this story is about and why it is important.
• Controversy is a device for attracting people to a story. But don’t let it become the
story or you’ll lose sight of the issue.
• If you don’t like a story, don’t try to get the media to tell it again from your side.
They’ve already “done” the story so aren’t likely to do it again. Instead, look for dif-
ferent angles to get the “real” story out. How can I engage that broader audience on
my story? Is there another venue? Why does their story resonate with audience?
• Editors know that the job of PR people is to sell a story. But to editors/reporters, PR
people represent access that they can’t otherwise get. Don’t be a source of barriers.

For more articles, hints and tips from the recent ECFWA professional development 
s e m i n a r, visit www.agrifoodprojects.ca. 

The “c” words that
bring life to a story
There are five key “c” words that 
will bring life  to any story,
Ryerson journalism professor Ivor
Shapiro told a gathering of
Eastern Canada Farm Writers
Association members in Guelph in
February.

CONTROVERSY: can always 
bring a  story to life

CHANGE: shifts in the state of 
things

CONFLICT: two sides against 
each   other or internal  conflict

COMPLICATION: most good  
stories  have  a complication
where a person is faced with one
that needs to be resolved

CONTRASTS: counterpoint is 
way  more interesting  than har-
mony, so always look for contrasts
in a story.

Source: www.agrifoodprojects.ca

Develop your skills:
on-line seminars
Sep. 8 - Oct. 3. 2008: Writing 
better print headlines
Provider: Poynter Institute

Nov. 10 - Dec. 5: Telling untold 
stories: reporting across cultures
Provider: Poynter Institute

Source: IFAJ Web Feature, March 
2008. The feature includes a list -
ing of  journalism seminars and
workshops relevant to IFAJ mem -
bers,  and is  provided through a
partnership of IFAJ and the
Agricultural Communications
Documentation Center, University
of Illinois.

http://www.ifaj.org



Every few years the European
U n i o n ’s Ottawa office hosts a
group of journalists and electron-

ic media reporters from Canada on a media
tour of the EU and its operations in
Brussels, Belgium. It’s part education and
part promotion designed to give foreign
media an insight into the role of the EU.
This tour also included discussions with
European journalists, resident lobbyists
and Canadian trade officials. In addition
the tour visited NATO headquarters where

o fficials provided the Canadian partici-
pants with an overview of their operations.

The Canadian media delegation includ-
ed representatives from across Canada and
from various media including major urban
newspapers, CBC, Global and Quebec
media. Two CFWF members were part of
the media tour group; Andrew Campbell,
the Farm Editor of CKNX Radio from
Wingham, Ontario and Will Ve r b o v e n ,
Editor of the Alberta Farmer newspaper in
C a l g a r y. Another farm journaliste on the
tour was Julie Mercier of La Terre de Chez
Nous, the principal agricultural publication
in Quebec. Of the twelve Canadian media
participants three were from the agricultur-
al media. 

Clearly one can’t help but be impressed
with the overwhelming presence and
power of the EU institution in Europe. But
to those outside of the EU, and perhaps to
many inside, the structure can appear baf-
fling, bureaucratic and Byzantine. It has
three interlocking decision making struc-
tures; the European Parliament (a directly
elected citizens group), the council of the
European Union (representing EU member
countries) and the European Commission
that is seen as the central power both pro-
posing new laws and enforcing them
through a powerful bureaucracy. There is
also an EU court, which adjudicates EU
decisions.

It appears that the roles of the three
governing EU bodies can change and
evolve. One does sense that there are polit-
ical and bureaucratic dynamics at work    
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L to R: Will Verboven, Editor Alberta Farmer newspaper; Michael Mann;  A n d re w
Campbell, Farm Editor, CKNX Radio; Julie Mercier, La Terre de Chez Nous, Quebec. 

Media tour a rare educational opportunity
By Will Verboven, Editor Alberta Farmer, AFWA

“But to those outside of the EU, and perhaps to many inside, the

structure can appear baffling, bureaucratic and Byzantine.

”
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as the institutions constantly jockey f o r
power  and con t ro l .  I t  does  appear
from the outside to be less democratic as
member states have given up some sover-
eign powers to a determined bureaucracy.
But then the members have imposed the
EU institution on themselves and it works
well, as other European countries are lin-
ing up to join the Union.

Canada holds the distinction of having
the oldest formal relationship with the EU
having established an agreement in 1976.
H o w e v e r, it wasn’t until the last decade
that the Canadian government set up a
diplomatic trade office in Brussels to deal
directly with the EU.

The ag media participants noted a lack
of understanding by Canadian trade off i-
cials of EU/Canada ag trade issues.
Curiously they are the most prominent
trade irritants between the trade partners.
A private meeting was arranged between
the tour ag representatives and Michael
Mann, the official EU spokesman for
Agriculture and Rural Development. It
was an enlightening exercise where views
on various ag trade issues were enthusias-

tically exchanged. Clearly the EU knows
its powers and exercises them in any nego-
tiations with Canada.

A tour of NATO headquarters proved to
be both enlightening and somewhat hum-
bling. NATO officials provided incisive
o ff the record views on Kosovo and
Afghanistan, both areas are of particular
interest to Canada.

A side benefit of the tour was meeting
prominent media folks from across the
c o u n t r y. As expected, their understanding
of agriculture was both limited and naïve.
Your humble writer couldn’t help but
notice that those on the tour representing
the so called national media in Ottawa had
an obvious political bias on national
issues. When advised that such views were
not always shared by those in other parts
of the country, they appeared both aston-
ished and chastised. It confirmed all the
suspicions that those of us have in the
opinion business.

This was an outstanding media tour
and the EU communication people, the
European Journalism Centre and NATO
PR are to be commended for a truly
p r o f e s s i o n a l event.    

“ The ag media
participants noted a
lack of understand-

ing by Canadian
trade officials of

EU/Canada ag trade
issues. Curiously
they are the most
prominent trade 
irritants between

the trade partners. 

”

Farm Business Communications
(FBC) has announced acquisition
o f Horses A l l, an A l b e r t a - b a s e d

monthly newspaper which covers all facets
of the horse industry in Alberta and
Western Canada.

“Since so many of our readers ride
horses for work and for pleasure, we saw
this publication as an ideal fit,” said FBC
publisher Bob Willcox. 

“ We’re pleased to be able to build on
the reputation that has been established for
Horses All.”

Willcox said that FBC is committed to
maintaining the editorial quality of the
publication, which will continue to cover
all disciplines. 

Sherry Butt, a Calgary-based writer and

e d i t o r, has been appointed new editor
effective immediately. Two new sales rep-
resentatives have also been appointed.
Calgary resident Karen Wilson will look
after Display Advertising. She can be
reached at 403-803-0143 or
karen@fbcpublishing.com .  Maureen
Heon, based in Red Deer, will handle clas-
sified advertising. She can be reached at 1-
888-413-3325 or maureen@fbcpublish-
ing.com. 

The purchase became effective in early
March. 

FBC is Canada's largest farm publisher,
publishing over 10 separate titles, includ-
ing: Manitoba Co-operator,  A l b e rt a
Farmer Expre s s, Canadian Cattlemen,
Country Guide, and Grainews.

Horses All joins Farm Business
Communications stable



How to use photographs to boost your rural readership
Advice from IFAJ members

This IFAJ Web Feature, February 2008,  is #5 in a series on Building Rural Readership. This professional development feature is pro
vided through a partnership of IFAJ and the Agricultural Communications Documentation Center, University of Illinois. The full docu-
ment can be found at http://www.ifaj.org/pd/index.htm. The document is reprinted here without the German text of  Friederike Krick. 
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Thanks  to this IFAJ response panel:

Donovan Harris, Director, Design and Production, The 
Progressive Farmer

Friederike Krick, Agrar-press/Agrar-portal (translated by 
Katharina Seuser)

Greg Lamp, Editor, Corn and Soybean Digest

Jack Odle, Editor-in-Chief, The Progressive Farmer

John Vogel, Editor, American Agriculturist

We appreciate getting some international perspectives on these 
guidelines, as well as perspectives about changes and similarities
over the past half century.

Guidelines  and responses
• The photograph usually wins over the cartoon and drawing. 
Whenever possible, it is better to use photographs  rather
than sketches to illustrate an article.

Responses:

Greg Lamp: “I’d still agree with this.”

Friederike Krick: “Photos are mostly the best alternative. 
Agricultural journalists develop new strategies of photography to
illustrate complex and theoretical topics, for example by using
photomontage.”

Donovan Harris: “Sometimes an illustration will actually do a 
better job than a photo in relaying certain information to the read-
ership. If it’s a technical illustration, or one that would be
extremely hard to photograph, I would go the illustrative route.”

John Vogel: “Still true today, as long as the reader can identify 
with the person photographed.”

***

• Have the person doing something that makes sense in terms 
of the region where the copy is read.

Friederike Krick: “The regional aspect is important. Readers must 
recognize the region, especially on front covers. Landscape,
license plates, ear tags and similar things are carefully observed.
To illustrate other topics or to explain details, other photos can be
used.”

***

• Use pictures of farm men and farm women in working 
clothes occupied in farm and household chores.

Responses:

John Vogel: “Clothing must first and foremost be clean. One hun-
dred years ago, a good farmer preferred being photographed in
suit and tie. We won’t regress quite that far. But a clean, colorful
shirt will reflect better on the farmer and agriculture - especially
when a third-generation descendent searches the archives for that
special story in the family tree.”

Greg Lamp: “Agreed, but I'd add something to the effect that they 
don't need to be dirty clothes. Plus, farming is a business so busi-
ness attire is often suitable.”

Friederike Krick: “In working situations, the photographic model 
should wear authentic working clothes. To d a y, working clothes
are more attractive than in former times, especially for young
people. In private life, there are no more differences between
farmers and other people. There are no more farmers who go to a
bank with rubber boots or visit the doctor with farming overalls.”

• A big picture is worth three small  ones.

Friederike Krick: “The best would be one big and three small 
photos.”

Recently we invited IFAJ members to respond to some editing guidelines that Donald R. Murphy and Associates iden-
tified 45 years ago through two decades of readership studies among U.S. farm men and women.

Here are reactions from five award-winning agricultural journalists, photographers, editors and designers about some of
those guidelines (in bold type) that involve using photographs and other illustrations to boost  readership.
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Donovan Harr i s: “Contrast of photograph sizes can be a real
p o s itive. One very large image juxtaposed against a smaller detail
can be quite effective.”

Greg Lamp: “I’d agree in most cases.”

John Vogel: “Yes, it has more impact. But three varied-sized pixs 
in a group will have equal or greater draw - unless one is postage-
stamp sized.”

***

• Farmers aren’t always farming. Human interest pictures of 
farm families at play, on vacation, at the fair, give variety.

Responses:

Donovan Harris: “I agree. Anything to bring emotion and family 
into most stories should result in better readership.”

Friederike Krick: “This is only true, if there is something interest
ing to report, for example a special honorary activity, several gen-
erations living in one house etc.”

Greg Lamp: “Yes, if it’s appropriate to the story. If a story is on 
3X milking, showing a farmer water skiing wouldn’t make
sense.”

***

• Never line up the officers of an organization in a row and 
take their pictures.

Responses:

John Vo g e l: “Only as a last resort, and not for a news pub
l i c ati o n . ”

Greg Lamp: “Agreed. Stagger them and make them look comfort
able.”

Friederike Krick: “From all subjects this is the most difficult one. 
Vigorous action is necessary to achieve an attractive composition
of the photo.”

Donovan Harris: “Very true, unless this picture will be displayed 
in the post office.”

***

• Every picture used should be identified.

Responses:

Greg Lamp: “Agree.”

John Vogel: “Grouped event images may be the only exception.”

Donovan Harris: “I think generally this is a very good rule.”

Friederike Krick: “Absolutely, without exception.”

For some online resources check out the IFAJ web feature at 
http://www.ifaj.org/pd/index.htm

Do you have any tips? Send them to Jim Evans at 
evansj@uiuc.edu. Thank you.

It could pay to keep your camera at the ready! 

In honour of the Ye a r of the Potato, launched October 2007, the United
Nations is hosting a World Photography Contest. 
Enter photos of the “hidden treasures” in a professional or amateur category.   Professional photographers are defined as “people 
whose main activity is photography and who, consequently, have already sold, published and exhibited their work”. 

Entry to the contest is free of charge. 

Photos should  depict one or more of the following  activities: Biodiversity; Cultivation; Post-harvest and processing; Trade; 
Marketing; Consumption and utilization. 

First prize - professional  category: $4 000  U.S. and a Nikon D300 kit  
Conditions and procedures for entering the contest are posted on the website 

Deadline: September 1, 2008. 

http://www.potato2008.org/en/photocontest/rules.html
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It was a carrot, pulled from the rich
soil of a simple farm in Nova
S c o t i a ’s Annapolis Valley that got

M a rgaret Webb thinking. Thinking about
the food on her plate and how it got there.
Intrigued, inspired and a little bit hungry
she set out on a journey to explore the
bounty of Canada’s artisanal farms.
Traveling from British Columbia to
Newfoundland, the 49th Parallel to the
Arctic, Webb found a secret society of
resilient, impassioned farmers fighting to
do what's right for animals, the earth and
Canada's cooks and diners. Apples to
O y s t e r s is an inspiring and poignant look
at twelve quintessential Canadian foods
and the outstanding farmers who produce
them. 

Margaret Webb grew up on a farm just
outside Barrie, Ontario. She held senior
editorial positions at several national and
city magazines before embarking on a

adventuresome freelance career that has
taken her to Montreal to write poetry and
fiction; Los Angeles where she worked on
two screenplays for Walt Disney Studios;
and back to Toronto where her magazine
articles have appeared in The Globe and
Mail, Saturday Night, Chatelaine, Toronto
L i f e and Canadian Geographic. She also
teaches magazine writing at Ry e r s o n
University.

M a rgaret Webb is traveling across the
country on V I A Rail this spring. She is
available for interviews from a variety of
one, two and three horse whistle stops. 

For more information or to book an 
interview please contact: Stephen Myers
at  416.928.2420 or
Stephen.Myers@ca.PenguinGroup.com 

978-0-670-06624-7 / 288 pages/ $34
Publication Date: April 12, 2008
A Viking Hardcover from Penguin 
Group (Canada) 

In a world crowded with informa-
tion, it’s a bonus when someone
sifts through and summarizes it for

you. A new publication from Farm Credit
Canada does just that.

Knowledge is an easy-to-read compila-
tion of information on timely agriculture
topics.

Created to help industry players plan
ahead and better manage their operations,
the information may also be useful to
reporters and communication specialists
crafting stories and documents about agri-
culture. 

The first issue of Knowledge looked at
globalization and trade and contains
quotable facts such as: In 2006, Canada’s
agri-food exports accounted for $27.9 bil -

lion U.S. , making us the world’s fifth
largest exporter of such products. For the
first time in history, the export of value-
added products exceeded the export of
bulk commodities, a trend expected to con -
tinue.

T h e r e ’s also well-informed theories
about the future of agriculture and a “tips
and tools” section that lists information
sources on everything from pursuing
value-added opportunities to social net-
working and innovation.

The second issue, to be published in
June, focuses on transportation.

K n o w l e d g e is available for free on the
Farm Credit Canada websi te at
h t t p : / / w w w. f c c f a c . c a / e n / l e a r n i n g c e n t r e / k

New Books 
Increase your ag knowledge

Apples to Oysters
A Food Lover’s Tour of Canadian Farms
By Margaret Webb



Dining on Japanese beef is best com-
pared to enjoying the foie gras of cattle
production – a rich, buttery and delicately
flavoured meat experience. The meat from
special Japanese breeds of cattle called
Wagyu is known worldwide for its mar-
bling characteristics, tenderness and juic-
ness and fetches prices of more than $100
per kilogram. 

Wagyu – which is derived from “Wa ”
meaning Japanese and “gyu” meaning cat-
tle – refers to several breeds of cattle
genetically predisposed to deposit abun-
dant amounts of intramuscular fat giving a
marble-like or ‘frosty’appearance to meat.
Minoru Suzuki of the National Livestock
Breeding Centre said the two secrets to
high quality Wagyu beef production are an
excellent breeding system built on artifi-
cial insemination and a fattening technique
that manages cattle under long-term grain
feeding. 

Suzuki said Japanese beef cattle are
raised under a two-part system: a cow-calf
component and then a fattening compo-
nent. Many small farmers (about 73,400
with an average herd size of 8.5 cows per
farm) comprise cow-calf farms in Japan.
They are responsible for getting the
Japanese cattle production off to a good
start by raising strong Wagyu calves. 

Four breeds make up Japan’s domestic
Wagyu production: Japanese black

(654,000 head), Japanese red (23,000
head), Japanese shorthorn (5,000 head)
and Japanese polled black (100 head).
Crossbred cattle are rarely found in Japan,
as are other non-domestic breeds such as
Angus. Japanese black are horned cattle
with browny-black hair, are of medium
size and have moderate growth. 

Farmers breed their Wagyu cattle using
artificial insemination (AI). Suzuki said
the utilization of bulls for AI has tradition-
ally been regionally limited, with the local
government in each prefecture (Japanese
equivalent to Canadian provinces) playing
an important role by helping produce and
select bulls to improve the genetics in their
region. Now the organization Suzuki
works for, called the National Livestock

Breeding Centre, has evolved to build
links between the prefectures to select A I
bulls that can be shared all over Japan. By
doing this, Suzuki said more ‘super bulls’
or elite genetics can be developed with the
latest research and selection techniques to
boost the country’s beef industry.     

Once calves in cow-calf operations
reach 8-10 months of age they are sold
through the local cattle markets to fatten-
ing farms, such as Yamaguchi Chikusan
cattle farm a few hours north of To k y o .
The cattle farm’s president Noboru
Yamaguchi said they purchase as many
local calves  as possible to sustain their
herd size of 1,500 Wagyu cattle. Once pur-
chased the calves are put into small lots
and individual pens for close management
during the fattening period. For the next
19-20 months the cattle will be fed grain-
based diets to slowly build up intramuscu-
lar fat stores in the bodies. During this
time the Vitamin A content of the diets is
continuously cut back. 

Suzuki said research has found that
while Vitamin A has initial benefits for
growth young Japanese calves, as the cat-
tle age, Vitamin A begins to inhibit fat
deposition in the middle and finishing
stages. That’s why it’s now common prac-
tice to reduce the Vitamin A content in
feeds at fattening farms to improve final 

Japan 2007: the International Federation of Agricultural
Journalists Congress

By Kim Waalderbos, ECFWA

E ach year agricultural journalists from around the world gather for the annual congress of the International Federation of
Agricultural Journalists. This year was the first occasion that the congress was held in Asia, with Japan playing host. Among
the delegates that gathered September 15-23, 2007 in Tokyo were five Canadian farm writers: Karli Flinta-Murphy, Janet

Kanters, Owen Roberts, Lilian Schaer and me, Kim Waalderbos. The week-long activities enabled delegates to get a taste of the
vibrant cultural and agricultural roots that exist in Japan. From meetings and professional development sessions in the heart of Tokyo,
to farm tours in the countryside, the congress was truly an opportunity to experience the diversity of Japan first hand. 

In the articles that follow I,  hope to share some of my observations and learnings from participating in this year’s conference. I’m
grateful to Monsanto Canada Inc. and the Canadian Farm Writers’ Federation for providing the CFWF International Travel Bursary,
which made it possible for me to attend this year’s congress. Thank you! It was an experience of a lifetime!

Providing great tasting Japanese beef

Meat from Japanese beef breeds
called Wagyu is world famous for  
its unique marbling, tenderness and
juiciness.
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marbling. 
Cattle in Japan are typically slaughtered

at 28-30 months at a finished weight of
700-800 kg live weight (steers). When the
meat from these animals is graded, pro-
ducers strive to achieve the best quality
rating of Japanese Grade A5, which repre-
sents marbling with 20-25 per cent fat. In
contrast, Canada prime cuts have 6-8 per
cent fat within the ribeye muscle. T h i s
meat is then marketed, often being brand-
ed with the name of the local prefecture.
Among the most common Wagyu meat
known world-wide is “Kobe beef” which
is raised in the Kobe prefecture in Japan. 

Wagyu beef steaks can’t be grilled like
typical North American steaks because the
high degree of marbled fat will melt and
flare-up. Instead, the meat should be
quickly seared, like tuna or foie gras, so
t h a t ’s it is crisp and darkened on the sur-
face but rare inside. Consumers love the

melt-in-your mouth taste of well prepared
Wagyu beef. 

Suzuki said those in the Japanese beef
industry aren’t content to stay still.
They’re now focusing attention on further
refining the palatability of Wagyu meat.
New research is working to identify the
specific genes responsible for fat deposi-
tion in hopes of giving farmers the tools to
select for these genes in future breeding
programs. 

As an industry, Japanese beef producers
are also working hard to build consumer
confidence in their product. Beef con-
sumption, which made great leaps in the
1980s has since stagnated at 11.8 kg beef
per person per year. The greatest pressures
on domestic beef consumption have been
fears of livestock diseases spreading to
humans and the health conscious attitude
of Japanese consumers who have strong
misgivings about high caloric intakes. 

To protect the Japanese cattle industries
and build consumer confidence in domes-
tic products, the Japanese government
introduced two policies in 2003. First it
restructured the organization and created
the Food Safety Committee as a watchdog
o rganization independent of all its other
ministries including the Ministry of
Agriculture, Forestry and Fisheries.
Second, the Japanese government intro-
duced the beef traceability law which
ensures that all cattle in Japan are ear
tagged with a 10-digit identification num-
ber. This number can be entered by anyone
into an Internet site to trace the animal
from farm of origin through to slaughter
and onto the plates of consumers. 

One step at a time the Japanese are
building consumer trust, government sup-
port and honing genetic knowledge to
ensure that consumers can keep tasting the
tenderness and juiciness of Wagyu beef. 

Japanese milk products are getting a
makeover so they can better compete with
beverages such as green tea that are popu-
lar with the health conscious consumers. 

The makeover requires a multi-
pronged approach said Hiroumi Morita,
communications division manager for
Nippon Milk Community Company Ltd,
the second largest milk processing com-
pany in Japan. His company has adjusted
the approach they take with their
Megmilk brand to put more emphasis on
improving product quality and building
consumer awareness of milk’s benefits. 

Morita said among the top priorities in
the makeover was for Nippon Milk to
develop a process of pasteurization that
improves how milk tastes. Currently milk
in Japan is pasteurized using ‘ultra high
t e m p e r a t u r e ’ where it is held at 130ºC for
mere seconds. In doing this though the
milk takes on a cooked flavour when the
oxygen in it overheats and this is unpleas-
ant to consumers. Nippon Milk has found
a way to remove the oxygen from the
milk before pasteurizing so it doesn’t end
up ‘cooked’ and is now patenting the
process. 

Nippon Milk has also changed how it
packages milk products so the contents
d o n ’t become affected by the fluorescent
lights in grocery store display cases. T h e
company has moved to paper containers
that block out more than 96 per cent of
the light to prevent degradation of the
product. 

With just these two changes, already
Morita said demand has increased for
milk products, which has allowed the
company to diversify their product off e r-
ing to more than 100 items from fluid milk
to butter, creams and puddings. Among the 

Milking it for its full worth

Right: Puddings are a popular
product in the lineup for
Nippon Milk  Community
Company Ltd.

Left: Nippon Milk Community
Company Ltd. offers more than
100  different dairy products
including this assortment of
fluid milk.
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products are lactose-free products for those with intolerance. 
From a marketing perspective, Nippon Milk is spreading the message that milk is

healthy, easy to drink and contains lots of functional ingredients such as calcium. Morita
said they’ve distributed recipe cards with these messages to consumers in grocery stores
to show how easy milk is to incorporate into each day. Nippon Milk also distributes
more than 100,000 cartons of milk (200 mL) each school day to children in the local
area. Nippon Milk also provides short lectures in the schools to teach the children of
milk’s importance and encouraging them to ask their parents for more milk. 

All these efforts are working as sales for Nippon Milk keep climbing year-over-year
to $2.2 billion in 2007. 

Behind these milk product sales are the dairy farmers that produce the raw product,
including Kiyoshi Suzuki, who milks 40 cows in partnership with his wife and son.
S u z u k i ’s farm, while smaller than the national average of 59 cows, looks typical of
Japanese operations with his cows housed inside year-round in a tie stall operation
(cows get some exercise each day with a turn-out). A total mixed ration is fed and
includes rice straw as well as byproducts from the beer and soybean processing indus-
tries. Heat is a major challenge in the summer months for Japanese farmers as tempera-
tures reach +35ºC and milk production dips. Suzuki is quick to rely on his electric fans
and mister sprinklers to cool the animals down. 

Similar to Canada, in Japan over the last 20 years the number of farms has decreased
while the average farm size has increased. As farms get larger, free stall barns and par-
lours are gaining popularity, especially in the largest dairy region of Hokkaido in the
north part of Japan.

Dairy demand in Japan really started in the 1940s after the Pacific War. At that time
the U.S. distributed surplus skimmed milk in Japanese schools as part of a lunch pro-
gram and this move made milk better accepted as an easy-to-drink beverage. Milk
gained further popularity as the Japanese took on more Westernized diets. To keep up
with demand, the Japanese government aggressively worked to develop dairy farms in
the north in the Hokkaido region in the 1950s.  From these beginnings, the industry has
grown to comprise 27,700 farms with 1.6 million cows in 2005. For comparison,
Canada’s industry has 19,363 farms with 1.1 million cows. 

On Suzuki’s farm, milk production is over 10,000 litres at 3.5 per cent butterfat per
cow per year (365 days), this is above the national average of 8,292 litres. Suzuki is paid
$0.90 per litre by the local dairy processor for the milk he produces, 70 per cent goes to
cover his production costs. In the store, this milk retails for $1.74 per litre. 

Of the milk produced in Japan, 60 per cent is used for fluid milk and 40 per cent for
other products such as cheese and butter. As a nation, Japan consumes 80 per cent of its
domestic production (28.5 kg of dairy products per person annually), exporting the rest. 

Suzuki would like to increase his herd size but says he can’t because of strict govern-
ment regulations requiring enough land base to distribute nutrients and manure.
Currently, Suzuki combines his own land with rented plots to total 15.2 ha where he can
distribute manure. He also trades manure with local rice farmers for rice straw that can
be used as bedding and in cow feed. 

In addition to environmental challenges, Japanese dairy production is trying to sur-
vive among the rapid urban growth which encroaches on farm land, and dwindling num-
bers of young farmers interested in becoming the next generation. Ironically, these chal-
lenges are similar to those faced by Canadian farmers half a world away… 

The Suzuki Farm is typical of
Japanese dairy operations with  
their 40-cow tie stall operation.

Kiyoshi Susuki said it's difficult to
expand his farm because of strict
government regulations for nutrient
management.

Nippon Milk Communication Company Ltd. is giving its dairy products a
makeover to keep up with competition from popular beverages such as green
tea.
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Agriculture in Japan is shaped by the strength of the Japan Agricultural Co-opera
tives (JA). This co-operative system touches every corner of the nation and is based on
the principle of mutual co-operation amongst its members both farmers and non-farmers
(affiliates). It’s through JA that farming and the lives of farmers in Japan are protected
and supported. 

JA is organized on three levels: the local municipal level, the prefectural level, the
national level. Together these levels function to serve as a food production system and
ensure food security. They also play other multi-functional roles including land preser-
vation, environmental protection, sustained vitality and development of rural
economies, and preservation of landscapes and cultural diversity. 

Almost all farmers in Japan join their local municipal JA. Through their membership
they can access farm guidance and extension assistance – one of the key membership
benefits –  to learn how to better incorporate production and management techniques to
improve their farms. Marketing and market development is also a priority of JAs. Most
JAs are equipped with marketing facilities such as temperature-controlled warehouses,
product grading centres for fresh produce and grain elevators to support co-operative
farmer members. 

Farmers can obtain farm input supplies through JAs. Whether it’s seed and fertilizer
or fuel and groceries, the local JAs will have supply networks in place to benefit their
members. Credit options in the form of loans, savings accounts and foreign exchange
transactions are also facilitated through JAs for members, as are mutual insurance bene-
fits. 

JAs also offer ‘better living guidance’ for the farm families to teach health manage-
ment, give household budgeting advise, offer reading sessions, provide recreational
activities and assist with funeral arrangements.

Nationally and internationally the JA organization is committed to engaging in pro-
grams such as trade negotiation and environmental protection to ensure it both protects
and supports the viability of Japanese agriculture. 

JAs really take their multi-functional role to heart, and the success of this network
has truly shaped the face of agriculture in Japan. 

Japan Agricultural Co-operatives
are keen to help members  market
their products locally, often using
personalized labels such as these to
put a face to a product.

Produce grading centres and tem -
perature-controlled temperature
facilities are just one benefit of JA
co-operative membership.

Japan Agricultural Co-operatives often assist members with  product marketing
by establishing local farmers markets.

Japan Agricultural Co-operatives – shaping the nation
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SURVEY RESULTS. GOOD STORIES. GRAMMAR HINTS.

NEW BOOKS. PHOTO CONTESTS. DONATIONS. NEWS.   

This is an on-going opportunity! Please send your contributions
and suggestions for the next issue of The Farm Journalist, to:
Connie Duivenvoorden: agrofare@telus.net; Tel: 604-541-3964. 

The west is calling!  

CFWF 2008
Conference 

October 2-4, 2008
Comox Valley, British Columbia

From the sea bottom to the mountain top, expe-
rience the people, places, and products that
make British Columbia world famous. 

A dedicated crew of B.C. Farm Writers are 
busy putting together a conference that is
“beyond the ordinary”! How does an oyster
farm tour sound? 

Mark your calendars and stay tuned for the 
registration  details. 

And don’t let the Island location fool you. The 
Comox Valley is “wildly sophisticated”!
It has an an international airport (serviced by

WestJet) and is the 2007 Cultural Capital of
Canada, a designation awarded through the
Department of Canadian Heritage. You may
want to stay a while.

The conference hotel is a relaxing  five minute
drive from the airport.  

Photo courtesy of the Comox Valley Economic
Development Society
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