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Executive Summary

This study examined the potential for branding Peace agriculture commodities in an
effort to increase revenue to farmers. Many successful farm ventures were visited and/or
examined with a very positive conclusion to the viability of such an initiative in the Peace
River Region. Good models exist for Peace grower’s guidance. Markets are developing
as the world moves to a more environmentally aware population.

A great opportunity exists for a Peace “appellation of origin” system to move agriculture
products to market with an improvement of price.

Branding the Peace's Agricultural Commodities

The challenge of the Peace is to break its dependency on agricultural commodities and to
begin to promote the Peace Country as the pure food center of the world. Steven and
Associates in an initial report have recommended that we transform the economy of the
Peace from commodity-based, production-driven to an added-value market driven
economy. The plan is to broaden the economic base by capitalizing on the unique
features of the Peace. This will create jobs, not only in the agri-food sector but also in
non-agri-food industries such as tourism,

The Peace region is one of the few places in the world that could consider becoming a
regulatory region. The peace is a self-contained, geographically defined pocket of land.
The river, the mountains, the soil types, the climate, the weather and the people define it.
[t has a manageable number of people and enterprises with a relatively simple
infrastructure. The Peace Region has an opportunity to capitalize on its “points of
difference”.

The end result of this project would be that farmers would be able to market a higher
value crop with possible advantages that could be sustained indefinitely.

Why Brand Commodities

The fundamental reasons why commodity producers wish to pursue a branded approach
are in order to achieve a stronger consumer and trade franchise, better retailer support and
overall profitability. ‘Attaching an established brand name to a previously unbranded
product can add 30 per cent or 40 per cent or even 50 per cent, or more to what
consumers are willing to pay for it.’

Thus, branding of commodities has two key objectives:

e First, the creation of a ‘package’ of attributes that will appeal to the consumer
more than other similar products, therefore able to achieve a price premium

s Second, the creation of a customer franchise within the market that will be a
catalyst for increased consumer preference and loyalty




Companies who successfully brand commodity products can hope to gain many of the
advantages afforded by any strong brand. These include:

Greater consumer recognition
Greater focus for differentiation
Increased competitiveness
Increased consumer loyalty

These advantages over time lead to:

Higher and more consistent pricing
Maintained or improved market share

A more focused marketing program

A brand value, which is a realizable asset

Although the benefits of a well-thought-out brand development are clear, the lack of
differentiation inherent in the commeodity products means that it can be extremely
difficult for such brands to achieve success. For example, an attempt to brand New
Zealand lamb in British supermarkets failed because consumers could not see enough
branded benefit. Equally, the dominance of own-label branding by retailers in some
commodity sectors represents a further barrier to entry for commodity producers.

Commodity Branding

In marketing the term commodity is synonymous with primary products and raw
materials. A commodity undergoes minor processing before being sold or traded in the
marketplace. A commodity can either be a primary product that is used in the
manufacture of processed products, such as oil, which is used to make plastic, or it can be

sold as a sourced product, such as drinking water, which is packaged and marketed in
bottles.

In a commodity market, nearly identical products can be bought from different producers.
Traditionally, there tends to be limited customer loyalty to any producer as customers
readily purchase entirely on the basis of comparative pricing. This leads to cut-throat
competition for customers and hence to a relatively low profit margin. Thus, companies

competing in a commodity market have minimum advantages in terms of differentiation
and cost.

In more conventional packaged-goods markets it is relatively easy to differentiate
products by adding value to the packaging, in terms of convenience by means of a better
delivery system. However, for some commodity products, such as metals, crude
petroleum products and agricultural like grain, this is not always possible. Moreover, the
commodity mindset is so powerful that, even when companies do have products that can
be differentiated, many of them do very little to distinguish their products effectively
from those of competitors.
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Commodities differ from manufactured products in that their perceived value reflects the
fundamental attributes of the product, while the perceived value of manufactured

products reflects the costs incurred and the benefits contributed via the processing of the
original raw materials.

Often, in commodity markets, the brand name and the enterprise name are the same: this
provides an umbrella for developing and promoting other products under a specific
brand. Well-known international examples include Dole, Del Monte and ENZA.

There are two ways of approaching the issue of branding commodity products. The first
18 to develop a brand for the commodity itself, the second is to develop a brand to

embrace not only an appropriate commodity specification and quality but also the add-
ons.

In the first instance, a commodity brand will focus upon the following:

» Product form

e Product quality marks and/or standards (including consistency)
e Performance relative to customer expectations

e Texture, flavor (in the case of foodstuffs)

e Distinctive origin, for example California grapes

In the second instance, when branding embraces not only the products themselves but
also the add-ons level, key elements of the branded offering might include:

Packaging

Mon-product appeals

Security and continuity of delivery

Technical support

e Value perception of right product, right place, right time

In order effectively to brand a commodity a producer must therefore ensure that as many
as possible of the following principles are used as a guide:

= Establishment of a unique consumer benefit

Immediate visual recognition of the brand by all target consumers
Quality consistency

Good distribution coverage to ensure accessibility to all target consumers

Sufficient promotional support to create awareness of brand benefits and builds
loyalty

e Appropriate commodity bundling
e R & D to achieve innovative processes and products

The emphasis on the different elements presented above will differ from commodity to
commodity and may differ from context to context.




Successful Brands

The following groups, farmers, companies have benefited in varying degrees to
BRANDING:

1]
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Ontario Wine Growers

Probably the most successful so far with their V.Q.A labels. The growers have
adapted new varieties and enjoyed annual expansion, farm wineries (estate
wineries) are successful, land for growing grapes is being reclaimed from rural
industrial zoning and sells for $30,000/acre and up. There are wine tours, a wine
route, a University faculty for wine research and teaching.

H.G. Thompson and son- Blenhem, ON.
The oldest and most integrated of the survey, The company’s head office is in the

country not far from the original farm—and still a part of the operation. The
company markets seed in Canada (Hy land), LP. crops in Japan, cleans and stores
commodities in Canada (three sites) and in the U.S. (one site). In business for
forty years, the company has its own plant breeding facilities, and a unique
Japanese boardroom for Japanese business people. John Cowan is the general
manager and a very supportive person to the Peace initiative.

Palmerston Elevators-wheat, soybean, canola, corn, barley, oats.

A major farmer who expanded into clean, storage, market a lines of soybeans in
Japan (see Figure 3).

Mike Snobelan farms Ltd.- all grains, beans, corn, and canola

Mike farms 3500 acres in the Puckrow area. He has elevator facilities in three
small centers to store and clean to export standards. He specializes in LP,
soybeans to a market in Europe. He will ship from his facilities directly into ships
on Lake Huron- paying a terminal to receive and load.

Oregon Country Beef
Consists of a group of independent cattlemen selling beef in a unique way. They
have parlayed grassland ranching into a multi-million dollar branded beef

program based on an economy friendly philosophy. They are the “Labatt Blue” of
the beef world (NB-selling an “experience”),

Sharks Seeds-Wheatley, ON

A family seed company (father and sons) with twenty years experience in the
Pettigreed seed business. It has been an easy move for them from the seed
business to the identity preserved market,

Tri Forage Horse Hay- Hans Brunner, ON.

A dairy farmer who puts up 20,000 small bales of dust-free, compacted, sealed,
and packaged hay. His market is the U.S. horse market brand- HORSEHAY, and
sells into the high-end market.




8. Pesticide Free Production (or P.F.P)

This is an organization in Manitoba, which has initiated a crop production system
that includes fertilizers and pesticides; however no pesticides can be applied
directly to the crop. With the flexible use of inputs, this group hopes to be the
middle ground between organic and traditional systems.

How to Convert a Commodity into a Brand name

Since the mid 1970s Robinson Brick Co., founded by George Robinson’s grandfather in
1880, had been tooling along as the largest maker of residential brick in Colorado. ‘We
were sitting on top of the world” Robinson recalls, until a series of recessions hit
Colorado starting in 1984.

George's challenge was to make Robinson bricks more than just a commodity. Here's
his strategy:

You need a better product

The people who buy what you’re selling may be many things, but they’re not stupid. Tf
your product is not good, advertising won’t help.

Tell people why they are better

Advertising types refer to this as the ‘unique selling proposition.” With every
communication you make- letters, brochures, advertisements- you must get the message
across. Does your product last longer or work faster, or is it simply a better buy? Tell
people why they should pick you.

Word of mouth

Try to influence the people who influence others. Robinson Brick tries to spread the
word through distributors, since they interact with builders, architects and consumers.

Endorsements

Forget high priced pitch-men. Better to find an independent, objective authority who will
say you really do have a better product.

Taken from:

Gilmore, James H.; Pine, B. Joseph The Experience Economy Harvard Business School
Press, ©1999.




Strategy to Coordinate Global Marketing

1. Contract with Agri-business marketing consultant.

a) Identify markets

b) Develop market plans

c) Investigate potential
-partners (financial, trading, angels)

-co-packers

d) I. List of buyers with contracts
2. Coordinate buyer tour of Peace
3. Coordinate meetings with Peace producers
4. Initiate buyer/seller deals

5. Organize/coordinate Peace producer tours of markets

e) Develop transportation options costs, regulations, etc.

Bulk, container, package goods

f) Develop inventory of package information

g) Develop advertising, public relations, website and exhibit material

h) Develop and register trademark and brand

i) Network the governments (Provincial, Federal Trade
Commissions)

1) Bring Export Development Commission to area to develop

programs for farmers




Criteria to Allow Branding as Pure
A setting of the standards

Standards must be consistent with the vision and objectives. They must be
flexible enough to accommodate a wide variety of goods and services. The
standards must be valuable to the user, i.e. create value and to the end user.

Examples:

l. Canadian Seed Growers Association (identity preserved procedures)
John Cowan, President

2. Ontario Wine Industry (V.Q.A brand)
3 Identity Preserved Procedures: A brand for private companies:

a) Palmerston Elevators (identity preserved agreement)

b) Mike Snobelen Farms Ltd (identity preserved agreement)
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PROPOSAL Ebedeeat,

INDUSTRY ACCEPTED IP PROCEDURES

Each IP markat situation is unique. The first step in the development of IP procedures
Is to determine the requirements of the grain customer or the end user

All of the following identified procedures require resources, time. and attention to detail.

Potential IP procedures /,’(/J/ﬁ,_ao

1. Seed Purchase
+ Certified seed purchase to assure variety purity
¢ Hybnd / Variety specific contracts

2 Farm and/or Field History
+ Past Crops
¢ Number of years of history required

3. Isolation requirements
+ General Recommendations
Corn — up to 200 meters
Soy - 2 meters
Wheat — 2 meters

4. Planter or Seed Drill
+ Thoroughly clean prior to planting

5 In-Season Monitoring
¢ Attention to volunteer crop
¢ Potential foreign pollen concerns
+ Rouge when necessary

6. Harvest
+ Thoroughly clean combine
¢+ Re-check field boundaries
* Check contract for specific harvest requirements

7. Transportation and Storage

¢+ Thoroughly clean all trucks, wagons, bins, augers, efc. used to transport or
store crop

+ Wagons or trucks used to haul treated seed should not be used to deliver
harvested grain




Members of the C.S.T.A. continue to develop more sophisticated seed purity, standards
and tests for those markets that require same.

The Canadian Seed Institute is currently developing a Market Delivery Value Assuranca
Program.

John Cowan =2 -~ =575
Tim Welbanks




A
L

i

L

Hil'e
U )

_VOA

LAl L il T N TR AT AN
i 11t Waes e b b L STRNH TR
Al

wvale e R il i il LR villi
T (R TR T ke ___:____m__.:.

T TR E TH T R AR VRRAS A b fogn ol

teag il " leg P | | m..m_. Lyvrem
1l . SRR Hopdaarg i Wi Cratrr
AR | | (N] It (1R il i .____._. .___. _._._.
S ] oats ek arenie ol ENIGR € RIETEINEN
livsigan i P L Laerranss Eduaiehabs o
faed Privfe ol saslinn wads TRIRL L N T T I A [ il [ i Fats shiossen Hial v erlarm vares,in ot el - the prosancye v anel e =i
e s s w1 e Ve i thietn wecomeen ] sl ey eesripe C il

P 0 deylaenen e S0 ot valby starteed i 10 ool e Bieraaides gaeeelin e e |yl oy apbess- % el L T L i B T M e K b 6 dtarne thaee |
[Jyee € htarng NERN Hnen prenpiesten ]l Hiat it Pt G B et i ;_____.__._:___... vl bl | Teseairpnalial Vit nigegl e TSN MNagara
Cobirbi tandlertakas sirnlar systen, which it dpr e Dol i inees e e e comsninne Iersinsibas Peless Isbaned [ akic b Seath _
eliel i P Lach region mhatlains severd| e dsts o f e bl e eseeenn sl TR A TR Shiarre Iy Briishy Colombsgg, e W ree ognnzes
LI rithes el rogulations 1hat ..._?.;__,._..._ﬁ..__: lewit gt e nlar )y fne dereae in e B s e grenen o DI e CXRanagan e e St thamesn
just s Burguneh anel Bordeaus doc Al sine S T e er el s e ol e Vallon, the Fraser Vatloy ape Ve onver Islanie
geowwing resions in Prances une tion under ihe o O lviant relineiments e e esashing il Pl NWOERA in Ondaro s an infopenddien
Fronch Appell ___________:.r__m:A..q._p:.._.__.._._.:....__.,..E_n_,.".. s sl The WELA an coalinually T Allianee. with representatives ot £ntarios
the Institute National [es Appellations DY Origine e wineries, prape growers  the Linuos Conol
IALD [laiee L anee s ElsHebay e L we g Hesion: Boered on Coatarios, aned ae e P spaatal it enel




e
| ":—'r_\—_.

G
Cunlrac r.'!: 21

PATRIOT “IDENTITY PRESERVED"”
ELEVATOF. AGREEMENT

Colaivd1 Wwaa® [Tasias

Mame of Elevator: - {the "Dperator”)

Address of Elavalor: _

Phane NoJFax No.;

Terms and Condilions of Purchase

I C&M Seads” Righls,

i} C&M Seecshas the exclusive fight to'the Patriol vaniely of wheal m Gnlana,

) CEM Seszs would not permit cerilied Patriohb sood (o ho fecaved, storod, sluppod andinr sold to or
through the Cperalor unless the Operalor signs Hus Auresment,

it} The Ogerztor by purchasing, taking gossession o, storng or oinerwise dealing with Patriol becames bound
by all the terms awf condilions af his Agresmont,

i) ne Operator has recoived good and valuable consweration from CAM Seeds wilh raspeact 1o ihe anilenng
inla and conduct of this Agreemient,

¥)  CA&M Saccs or ils designates shall have tho right to inspecl, during rogutar Susiness hours:

(2] for the curpeses of auditing all tecords of the Operatar mainlained with rospect Lo Patriat: and
(9] for the purpeses of ensuing compliance with this Agrecment as Lo lhe handiing and storage of Patnol,
and tg antes inle of onlo the Operator's premises for such FUTPOSES:

vt destinaticns of all outturns of the Patriot wheat wil be at the directron of C&M Seaeds;

vie) - in the gve=: Operalor breaches this Agroement, all remedios at law ar in eguily (incliding the granting of an
nunction &, 2 courl) shall be available lo CAM Seeds as against the Cperator; and

will) ks Agreemant shdll ba binding on the Operator ol enforceabio by CARY Socds notwiths g CEM
Soods haz ol exccuted this Agreement

2 Operator's Obligations.

The Operalot agrees that!

i} accepts it responstilily for Quaranieeing varietal identiy of alk Parriol recevod oy ihe Operator;

It gnor g ez ang mny cedified Patriol seed, the Operalor sgrees 1o confirm vanetal identity by requiring the
Grower o Seliver a copy of the signed Patriot “ldertity Presoreod” Growar Agreement an the appraved
CAM Seecs form ("Grower Agracment”),

) atwill i wel cgczivie as Palriaf, any wheat which s no propoily wenliing by the agpropnate Grower
Agreemer: or otherwise verified in wriling by CEM Seads,

el prior Lo recaing any Patrigl, the Cperata GGries |0 onsure all Conveyn ) egupgment and slorage facilies
designales 1o transter andfor hold Patriot are free Iram other san-Balngl wheat or other crops o prevent
cantamincion with alher non-Paing! whieat andior other crops;

¥l wpen rece. og Patriol, the Operatar agrees 10 taka a fair saimple of each load as its conveyad ilo
slorage. E=zn sample shall,

(8} e aczegtad by the Operalar and the Grower 85 a far sampla af the lozd fram which it has been taken;
(o) weigh ~otless Lhan 1000 grams;
lc} be places 1 a sealed, maisture-proof conlainer with a label hetagn irdicatng a weianl tckel number [to
ienufy 92 oad), grade, protein content, dockage. moistute, Srower's names and Operalor's rame, and
(d) be retzicen for not fess than one (1) year faflowirg tho dulivery of same to a Terminal Elevatar or and-
Liser;

il o ensure ina variely name is recarded an aill praducer tickels as well as.on the Form 3 summary report that
is sent to tne OWPMB;

wil)  to stora il Palrigl in tharoughly clean storage facililies and o take zll reasanable sieps o prevent
conlamingtian (rom other non-Palhiol wheat or ather crops in order fa mainlain varialal purnty;

wiii] o take recresentalive samples and perform protem analysis of “oulturns” The samples shall be placed ina
sealed. mosture-preol containgr with a label (oresn ngdicating pralein test resulls, dates shipped, fonnane
shipped ar2 dustination, Samples shall be retained for nol less than sre (1) year following shipment,

) atlhe coms 2lan of harvesl and once every bwo (2] menths therpafter, (he Cperalor agrees 1a provida g
regart to the Ditasio Wheal Producers Marketing Board and CAM Seecs advising of all tennages. grades
and pratess =i reoulls of stored Patrot

3 General.

This Agreemert 55l be governed by the taws of the Province of Onlano and imarpreted with relarencea (o
agricultisral industre practice in Ontaro al such time =nd from time to tima: This Aorecment shall bo binding o
thir Grenwer ang =i, lor or ils successors a2nd A5G s the casg may b

Legal Mame of Coerator Signalure af Cperaior or person having authanity
o.pind the Dperalar

11
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MIKE SNOBELEN FARMS LIMITED

N0.99- 1397
CONFIRMATION OF VARIETY '

NON GENETICALLY MODIFIED SOYBEAN PRODUCER L.D. FORM

Whereas Mike Snobelen Farms Limited has a customer who desires to
purchase soybeans which are not genetically modified and

has acres planted to the following Varieties and grown from certified seed.

LOT _CONC, TWE, ACRES VARIETY CROP CERTIFICATE # LOT#

I will abide and agree to the following:

I~ The map on the reverse side of this document accurately shows the variety location and acreage of above listed soybean
fields.
That L'we are not growing genetically modified soybeans at other locations.
That L'we will ensure that the combines, mucks and wagons used to harvest these soybeans have been
thoroughly cleaned orior to harvesting these soybeans and that the prior crop harvested and hauled by this
equipment was not cenetically modified.
4. That should Liwe desire :0 temporarily store these beans on our own premuses, that all storage bins and
conveying equipment will be thoroughly cleaned prior to storing these beans and that the prior soybeans
handled by this equipment were not genetically modified.

That Uwe will make available the seed sales invoice(s) and seed tags for these soybeans to an independent
auditor if requested

Ll el

Lr

DATE: FARMER'S NAME;:

MSFL CUSTOMER # FARMER'S SIGNATURE:

ADDRESS: TELEPHONE #:___

EQR OFFICE USE ONLY
DATE RECEIFT # NET WT. INITIALS SAMELED TESTED RESULTS




Figure 2:
Mike Snobelen
Storage and Cleaning

Figure 4:
Cook’s Country elevator
Division of P & H

Figure 1:

Mike Snobelen
Office and Scale

(( Figure 3:

Palmerston Elevators
Farm Building in
Background







