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Agronomist Martin Entz works with a dedicated team of researchers at the

University of Manitoba and runs Canada’s longest-running field laboratory
dedicated to organic crops. PHOTOS: SHANNON VANRAES

Product awareness

Priscilla Reimer heads the
Manitoba Organic Alliance,
an umbrella organization for
organic associations and pro-
ducers. The organic inspector
said sound scientific research is
an important aspect of promot-
ing organic production meth-
ods, but added current findings
are not unexpected.

“To me it’s a non-argument ...
yes, we can feed the world using
organic systems,” she said. And
National Organic Week, taking
place now, is a way to get the
public engaged.

“If people are encouraged
to take a closer look at what
organics are out there, have an
organic meal, maybe a glass of
organic wine, and think about
the food we eat, I would be
delighted,” said Reimer.

Organics week is also an
opportunity for organic retailers
such as Vita Health in Winnipeg.

“We're using it for a lot of good
product awareness, and it’s a
good way to get people inter-

ested,” said Mathew Holtmann,
vice-president of Vita Health
Fresh Market. “Our sales have
been growing every year, and
the industry still has a lot of
room for potential growth.”

He said interest in organics is
growing among major retailers
as well, with stores like Safeway,
Loblaws and others now carry-
ing organic products.

“We see that as really positive,
we don’t look at it as compe-
tition because we all benefit,”
said Holtmann.

He added Manitoba doesn’t
always have access to the same
spectrum of products that
Ontario or British Columbia
might because its popula-
tion is smaller and less dense,
but said recent changes to
certification standards have
increased the availability of
organic products.

According to Manitoba
Agriculture, Food and Rural
Initiatives, the world market for
organic food has grown signif-
icantly over the last 15 years.

Danielle Caners stocks the shelves at Vita Health Fresh Market’s Osborne St. location with organic produce.

Growth of retail sales in North
America is predicted to con-
tinue at 10 to 20 per cent per
year during the next few years.
In 2008, the retail organic food
market in Canada was esti-
mated at over $1.5 billion and
$22.9 billion in the U.S.

But Reimer and Gibson say
more could be done to support
organic practices in Manitoba.

Currently there are no pro-
vincial programs in place for
organic producers, although
the three-year-long Manitoba
Organic Transition Program
wrapped up in 2010, after pay-
ing out $70,400 toward annual

More beans per pod means more bushels per acre.

The next generation of the Roundup Ready® trait you already trust.

Advanced trait insertion delivers more yield opportunity.
Farmers across Canada are seeing more 3, 4 and 5 bean pods.

certification costs for 90 pro-
ducers and 10 processors.

Gibson also noted organic
farms are inspected yearly, while
only one or two per cent of con-
ventional farms are inspected in
any given year.

“We have been under attack
by this government policy for a
long time,” she said.

Hopeful about the future of
organic agriculture, Entz doesn’t
see the growing interest in
organics as just a passing fad.

“I think herbicides are
the fad,” he emphasized.
“Monoculture, the amount
we spend on herbicides; these

methods are not sustainable.
But I'm confident in organics,
we have 9,000 years of agricul-
tural history on our side.”

He noted current trends in
advertising for pesticides and
herbicides point the discussion
in the wrong direction by using
militant language, portraying
weed control as a fight and the
farm as a battleground.

“But this isn’t a war, and it’s
not a matter of who is right or
wrong, it’s a matter of creating
resilience and building sustain-
ability,” Entz said.
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VISIT YOUR SEED REP OR GENUITYTRAITS.CA

EVERY BEAN MATTERS TO US, BECAUSE EVERY BUSHEL MATTERS TO YOU.

Monsanto Company is a member of Excellence Through Stewardships™ (ETS). Monsanto products are commercialized in accordance with ETS Product Launch Stewardship Guidance, and in compliance with Monsanto’s Policy for Commercialization of Biotechnology-Derived Plant Products in
Commaodity Crops. This product has been approved for import into key export markets with functioning regulatory systems. Any crop or material produced from this product can only be exported to, or used, processed or sold in countries where all necessary regulatory approvals have been granted. It
is a violation of national and international law to move material containing biotech traits across boundaries into nations where import is not permitted. Growers should talk to their grain handler or product purchaser to confirm their buying position for this product. Excellence Through Stewardship™ is a
service mark of Excellence Through Stewardship. ALWAYS READ AND FOLLOW PESTICIDE LABEL DIRECTIONS. Individual results may vary, and performance may vary from location to location and from year to year. This result may not be an indicator of results you may obtain as local growing, soil and
weather conditions may vary. Growers should evaluate data from multiple locations and years whenever possible. Roundup Ready® crops contain genes that confer tolerance to glyphosate, the active ingredient in Roundup® brand agricultural herbicides. Roundup® brand agricultural herbicides will kill
crops that are not tolerant to glyphosate. Genuity and Design®, Genuity Icons, Genuity®, Roundup Ready 2 Yield®, Roundup Ready®, and Roundup® are trademarks of Monsanto Technology. All other trademarks are the property of their respective owners. ©2011 Monsanto Canada, Inc. (TR2072-08/11)
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