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GRAINEWS DOESN’T SERVE  
THE AVERAGE PRAIRIE FARMER
Because there isn’t one

Western Canada isn’t two-crop country 
A farmer in Western Canada could be a 27-year old growing canola, yellow peas and barley on 1,500 acres. 

It could be a 43-year old growing barley, lentils, winter wheat and flax on 3,200 acres, plus looking after 150 

beef cattle. It could be a 62-year old growing durum wheat, lentils, chickpeas and canola on 5,000 acres.

But that’s just what they’re growing this year. Next year their crop mix could be partly or completely different. 

And it should be — the benefits of rotating crops have been known for many years. Today the practice is 

more important than ever. With new challenges such as weed resistance to herbicides, farmers need to 

rotate not only their crops, but the products they need to grow them. That makes deciding on the right 

combination of crops and products more challenging than ever. With our tagline of “Practical Production  

Tips for the Prairie Farmer,” Grainews helps our readers make those decisions.

Reaching 50 million-plus acres
At Grainews, we know that our readers are even more diversified than the crops they grow, and no two 

farms are the same. Whether it’s a large established farmer or a young one starting to take over from Mom 
and Dad, our job is to help them farm every acre better, no matter how many they own or operate. Though 
farms have become fewer and larger in Western Canada — the average size is now about 1,100 acres —  just 

eight per cent are larger than 3,500 acres. The average Grainews reader reports more than 2,600 acres, 

which means that your message can reach not just that eight per cent, but also the ones operating more 

than 50 million acres in Western Canada.

Farmers aren’t just our readers — they’re our writers
When Grainews started in 1975, it was an immediate success, largely due to its theme of “Written for farmers, 

by farmers.” It still applies today. Many in our stable of contributors are farmers, but that stable also includes 

not only our professional staff, but industry agronomists and specialists who work directly with farmers and 

understand what kind of practical information they need to manage their crops.

Grain farmers keep cattle too
Despite our title, we recognize that many grain farmers have beef cattle, which is why we have a 

“Cattleman’s Corner” section. Like the rest of the publication, its focus is on practical tips for the cow-calf 

producer, whether he or she has just a few cattle or a few hundred.
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By Jeff Melchior

There are a number of things 
from the 1970s few people 
wish to see return: leisure 

suits, avocado-coloured bathroom 
fixtures and platform shoes may 
come to mind. But if you’re a crop 
farmer, there’s a more serious threat 
from that era making a comeback — 
wild oats. 

Sixty-nine per cent of wild oats 
across the Canadian Prairies show 
herbicide resistance, said University 
of Saskatchewan plant scientist Eric 
Johnson, with 27 per cent resistant 
to both Groups 1 and 2 herbicides — 
the products most commonly used 
to control them.

“From the ’70s up until the mid-
’90s, the industry introduced a 
number of very effective wild oat 
herbicides,” said Johnson, speaking 
at the Lethbridge, Alberta-based 
Farming Smarter conference in 
December. 

■■ WHY IT MATTERS
Once wild oats develop resistance to 
Groups 1 and 2 herbicides, you are 
mostly limited to granular, soil-
applied, pre-emergent herbicides — 
and resistance to those have already 
been found in all three Prairie prov-
inces.

“The thought was there would be 
a never-ending pipeline of new her-
bicides available to growers to con-
trol wild oats. That didn’t material-
ize and we haven’t seen any new 
modes of action since the mid-’90s 
or early 2000s.”

Once wild oats develop resistance 
to Groups 1 and 2 herbicides, grow-
ers are mostly limited to granular, 

See WILD OATS on page 5 
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There’s a fresh focus 
on the decades-old 
problem of herbicide-
resistant wild oats

MACHINERY & SHOP 
TRACTORS
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New compact tractors  
from Massey Ferguson
Five new models range from 24 up to 57.3 horsepower

The two 2800E models, with a larger 
chassis, offer front-end loader lift capacities 
of 2,425 pounds (1,100 kilograms).

By Scott Garvey

Who would argue that having a 
compact loader tractor around 
the yard to help load or unload 

small but heavy equipment wouldn’t be 
useful? Those jobs like lifting an air com-
pressor into the back of a pickup to head 
out to a field repair or even unloading and 
precisely placing fluid totes in the farm 
shop can be awkward with a larger tractor. 
Then, of course, there are the multitude of 
yard maintenance tasks that require a nim-
ble little machine.

Late last fall, AGCO’s Massey Ferguson 
brand marketing staff informed Grainews 
they think they have the perfect machines 
for just those jobs with the new 1800E and 
2800E models, which span the 24 to 57.3 
horsepower range. Introduced last October, 
these updated models replace the previous 
generation of compact tractors, the 1700E 
and 2700E versions.

And don’t confuse these small 
machines with that belt-driven lawn 
tractor stuck away in the back corner of 
the farm workshop waiting for green 
grass next spring. These compact Mas-
seys are built with the same kind of drive 
trains used in their bigger brothers, 
mechanical gear drives riding on a cast-
steel rear end and sporting capable 
hydraulic systems that make them suit-
able for a front-end loader, not to men-
tion front-wheel assist and a three-point 
hitch with respectable load ratings.

“The E series tractors are powerful, easy 
to operate and offer a down-to-earth 
price that will appeal to budget-minded 
customers,” says Jeffrey Ratliff, AGCO 
tactical marketing manager. “Plus, these 
heavy-duty, no-nonsense work horses 
provide capabilities you might only expect 
from larger-horsepower utility tractors.”

FIVE MODELS

In all, the two ranges offer five models 
that fit into the compact tractor category. 
Starting at the bottom of that category, 
the 1825E, the smallest of the pack, gets 
power from a 1.49-litre, three-cylinder, 
naturally aspirated 24-horsepower die-
sel. The two bigger models in the 1800E 
series see a jump up to a turbocharged 
1.83-litre, three-cylinder diesel to hit 
34.5 and 39.4 horsepower, respectively.

The 2850E and 2860E are built on a 
larger chassis to make them capable of 

handling bigger loads and tasks, along 
with having a 2.43-litre, four-cylinder 
diesel stuffed under the hood for added 
muscle. They offer 48.8 and 57.3 horse-
power. The engines in all five models of 
the 1800E and 2800E series are liquid-
cooled Iseki diesels that comply with 
Tier IV emissions standards.

The Iseki engines provide a few advan-
tages, according to Ratliff. “They deliver 
outstanding fuel efficiency, tremendous 
power, torque and reliability. Plus, they 
are easy to service and maintain,” he says.

The Isekis route their power through a 
choice of mechanical or hydrostatic 
transmissions. Standard equipment is an 
8F x 8R synchro shuttle. This mechani-
cal-gear transmission provides a range of 
working and transport speeds from 0.8 to 
16.6 miles per hour (1.4 to 26.8 kilome-
tres per hour), depending on tire size and 
type. The three-range hydrostatic trans-
mission is an upgrade option. 

AFTERMARKET IMPLEMENT 
COMPATIBILITY

At the back, the three 1800E models offer 
a Category I rear three-point hitch, while 
the larger chassis on the 2800E models 
allows for a Category I/II hitch with up to 
2,425-pound (1,100 kilogram) lift capac-
ity, making them compatible with a lot of 
aftermarket implements. 

See MASSEY FERGUSON on page 23 

And don’t confuse these 
small machines with 
that belt-driven lawn 
tractor stuck away in 
the back corner of the 
farm work shop waiting 
for green grass next 
spring. These compact 
Masseys are built 
with the same kind of 
drive trains used in 
their big ger brothers, 
mechanical gear drives 
riding on a cast-steel 
rear end and sporting 
capa ble hydraulic 
systems that make 
them suit able for  
a front-end loader.
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ENVIRONMENTAL ISSUES

By Sean McGrath

According to the Canadian 
Mental Health Association, 
Eco-anxiety (EA) is defined as 

a “deep fear of environmental doom 
and human catastrophe.” EA can bring 
on the same symptoms as the more 
familiar types of anxiety such as panic 
attacks, sleeplessness and depression. 
So how does this matter to your farm 
or ranch?

Firstly, you may be affected directly. 
This is totally an OK response and it 
certainly helps to talk about it and take 
positive action. If you think that this is 
all a bunch of bunk, a 2018 study con-
ducted in the U.S. by Yale (Climate 
Change in the American Mind, Dec 
2018) found that 73 per cent of Ameri-
cans think global warming is happen-
ing and 69 per cent say they are some-
what worried about it. Around three 
in 10 are “very worried.” The popula-
tion is split nearly 50/50 on whether 
they feel helpless or hopeful about it. I 
suspect the numbers in Canada are 
quite similar.

You might ask, “What does this 
have to do with me and my ranch?” I 
think that recent press and govern-
ment policy provide fairly obvious 

evidence of why it is important. While 
we may agree or disagree with the 
direction of government policy and 
public opinion, we still live in the sys-
tem and marketplace that it creates. 
We in agriculture need to be careful 
how we guide these policies and how 
we provide positive alternatives. It is 
difficult to take the climate-denier 
position as an industry and think we 
can make progress against the seven in 
10 people in the larger population who 
know climate change is happening 
and think we need to do something 
about it.

To this point, it would be fair to 
argue that a lot of the action and pol-
icy have come from a place of help-
lessness and fear. These are natural 
and very human reactions when we 
are in a position of uncertainty and 
anxiousness, and these reactions 
often lead to reactionary and often 

angry approaches, including blaming 
others. The type of responses gener-
ated from this approach often result in 
taxation and regulatory burden. 
Examples of this manifesting itself in 
Canada and abroad include carbon 
and meat taxes.

We also need to appreciate that we 
are genuinely blessed in agriculture to 
be able to live and work on large 
swaths of the landscape. Many Cana-
dians and beyond are extremely lim-
ited in their interactions with the nat-
ural world, often through no fault of 
their own. This is a real challenge, as 
this demographic is susceptible to a 
type of messaging which may or may 
not be flattering to agriculture, and 
they may have no framework to estab-
lish context around the message. This 
population also represents a much 
larger portion of voters than farmers 
and ranchers. It is difficult to compete 
with professional messaging and big 
budgets that may be diametrically 
opposed to agriculture, but it is 
important to keep providing the mes-
sage about who we are in agriculture 
and what we do.

SMALL STEPS 

One of the interesting coping mecha-
nisms suggested by mental health 

professionals to help sufferers move 
from a position of hopelessness to 
hope is to take small concrete steps to 
improve the environment. This could 
include things as simple as recycling, 
picking up garbage in a city park or 
making specific informed purchasing 
decisions. This is a huge market-
driver as these consumers are driving 
businesses, including major corpora-
tions like McDonalds to seriously 
invest in sustainability, carbon offsets 
and other environmental goods and 
services.

Some of the hopelessness 
expressed by those impacted by EA is 
because they are not in a position to 
plant a tree or have access to a land-
scape. I believe this represents a 
potentially powerful path forward in 
agriculture. There is a tremendous 
opportunity that lies with providing 
opportunities to shifting the mix from 
helpless to hopeful.

Many programs are currently 
engaged in providing environmental 
opportunities and they continue to 
gain traction. In the interest of full 
disclosure, our ranch has been 
involved with a program called ALUS 
for the last decade and are actively 
selling environmental goods and ser-
vices (EG&S) as part of our operation. 

Over the last several years, we have 
seen this program and others grow 
momentum and becoming more 
empowered at connecting consumers 
and farmers. Farms are uniquely posi-
tioned to make positive environmen-
tal contributions across the landscape 
and connecting these contributions 
through information and storytelling, 
but funding also provides an opportu-
nity for hope. Hope provides an 
opportunity for communication and 
leads to different outcomes than a 
more traditional approach. This 
includes funding for EG&S, recogni-
tion of the contribution of farms/
ranches to the overall environmental 
good, and inclusion into agriculture 
policy.

In Canada, we are still a long way 
from having the environmental mes-
sage of agriculture being represented 
fairly in the discussions, but there is a 
path forward. Understanding Eco-
anxiety and working to provide posi-
tive solutions is very important to the 
future of our farms and ranches.   GN

Sean McGrath is a rancher and consultant 
from Vermilion, Alta. He can be reached at 
sean@ranchingsystems.com or 
(780)853-9673. For additional information 
visit www.ranchingsystems.com

Eco-anxiety and why it matters on the farm
Working toward positive solutions is important to the future of our farms and ranches

 THE MARKETS

Over the past month I’ve 
received many inquiries 
about the market outlook for 

feed grains, especially barley. Earlier 
in winter, I provided an overview of 
the fundamentals. Canadian barley 
stocks at the end of the 2020/21 crop 
year bhave potential to drop to his-
torical lows due to the increase in 
export and domestic demand.

China has been contending with a 
food shortage after three typhoons 
damaged a large portion of its crops 
in late August and September. This 
shortage comes on the heels of feed 
needs for expanding hog herd. The 
additional demand resulted in a 
sharp year-over-year increase in 
demand for Canadian barley.

Stronger feed grain prices in Can-
ada and the U.S. had tempered the 
upside in the feeder cattle market. 
Farmers are now wondering if barley 
prices will remain at historical highs 
into new-crop positions. At the 
same time, cattle producers are 
wondering if the barley prices will 
ease to bring down the cost-per-
pound gain. So it's a good time to 
discuss factors affecting the barley 

market over the coming the summer 
and fall.

STRONG DEMAND AT $320 MT

As of early March, barley was trading 
in the range of $300/mt to $320/mt 
across Alberta. Traditional truck 
freight spreads between southern 
Alberta and the non-major feeding 
areas of Western Canada had eroded. 
Prices were relatively flat across the 
Prairies due to the increase in offshore 
movement. Export prices off the West 
Coast have been equivalent to Leth-
bridge feed barley bids. The domestic 
feed market has been functioning to 
ration demand through higher prices. 
The market needs to trade high enough 
to slow offshore movement or encour-
age the use of alternative feed grains in 
feedlot rations. At this stage of the 
crop year, we haven’t seen any demand 
rationing.

Domestic and export demand 
continue to exceed year-ago levels. 
Canadian exports for the week end-
ing February 21 were 2.3 million mt, 
up from 1.2 million at the same time 
last year. Statistics Canada reported 
domestic feed usage for barley from 
Aug. t 1 to Dec. 31 2020 at 4.2 million 
mt, up from 3.9 million mt during the 
same period of 2019. The latest data 
along with current demand projec-
tions confirm Canadian barley stocks 

will be historically tight at the end of 
the 2020/21 crop year.

What about alternative feed 
sources? U.S. corn is offered into the 
Lethbridge area in the range of $340/
mt to $350/mt. Wheat for feed usage 
has been trading in the range of $290/
mt to $315/mt, which is similar to 
barley. Canadian non-durum wheat 
exports for the week ending Feb. 21 
were 11.0 million mt, up from 8.6 
million mt last year. Statistics Can-
ada also showed that non-durum 
wheat used for domestic feeding was 
2.9 million mt from Aug. 1 to Dec. 31 
2020, up from 2.4 million mt for the 
same period of 2019. Canadian non-
durum wheat stocks will also be his-
torically tight at the end of the 
2020/21 crop year.

MY OUTLOOK UNTIL FALL

These are my predictions for now to 
the new crop year.

The Argentine corn harvest will 
move into full swing in April and the 
Brazilian harvest will begin in June. 
This may result in lower export val-
ues for corn but I don’t see significant 
imports of U.S. corn into southern 
Alberta. The U.S. corn situation is too 
tight. The most burdensome grain in 
North America is hard red spring 
wheat in North Dakota. We need to 
see milling wheat from North Dakota 

trade into the southern Alberta feed 
market later in spring and summer.

This spring, Canadian non-durum 
spring wheat area is expected to be 
down two million acres from 2020; at 
the same time, Canadian farmers are 
expected to see another million acres 
of barley. U.S. farmers are expected to 
increase corn acres by one to two mil-
lion as well. I don’t think we’ll see 
much U.S. corn trade into southern 
Alberta until new-crop positions. 
China has been buying Canadian 
barley for September through Janux-
ary 2020 at an equivalent prices of 
$5.50/bushel to $6.00/bushel at the 
Alberta elevator. Canada may pro-
duce another 1.5 million mt of barley 
but this will have little influence on 
barley prices for new crop.

In China, corn prices and supplies 
are heavily regulated — barley trades 
in more of “free market” environ-
ment. The Chinese tariffs on Austra-
lian barley are expected to be in place 
until May 2025. The caveat is that 
Ukraine, France and Canada are the 
main suppliers to China due to phy-
tosanitary agreements. Ukraine ship-
ments are uncertain due to export 
quotas. French barley production is 
also expected to be up eight to 10 per 
cent over a year ago. Remember, food 
security has a different meaning 
when the population is 1.5 billion as 

in China or a meagre 36 million as in 
Canada. China can easily absorb the 
year-over-year increase in barley 
production from Canada and France.

Barley prices are expected to 
remain firm into new-crop positions. 
We need to see U.S. spring wheat 
trade into southern Alberta this sum-
mer. U.S. corn will likely trade into 
southern Alberta next winter; 
however, China could also be a 
major buyer of U.S corn, similar to 
the fall of 2020. It takes more than 
one crop year to rebuild stocks 
when a country such as China has 
a food shortage. If adverse weather 
materializes in the Midwest or 
Western Canada, there will be fur-
ther upside in the in coarse grain 
prices in the upcoming crop year. 
There may be some harvest pres-
sure for barley during September 
and October but there is little rea-
son to justify significant downside 
in Canadian barley prices for new 
crop.   GN

Jerry Klassen is manager of the Canadian 
office for Swiss-based grain trader GAP SA 
Grains and Products Ltd. and also 
president and founder of Resilient Capital, 
a specialist in commodity futures trading 
and commodity market analysis. He can 
be reached at (204) 504-8339 or visit his 
website: www.resilcapital.com

A few more thoughts on the barley market
Price good for barley growers, feeders aren't so thrilled

MARKET UPDATE 
Jerry Klassen

Even small changes in production 
practices is doing your part toward 
environmental sustainability.
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KARI BELANGER  Editor

Kari Belanger has been a writer and editor since 
graduating from the University of Calgary with a B.Sc. 
in Biology and a BA in English Literature in 1996. 
For more than 20 years, she has worked in many 
different industries and media, including newspapers 
and trade publications. Since 2010, she has worked 
exclusively in the agriculture industry, leading a 
number of publications as editor. Kari has a particular 
passion for farmer-focused publications and a deep 
respect for Canadian farmers and the work they do. 
Kari’s keen interest in agronomy and love of writing 
have led to her long-term commitment to support, 
strengthen and participate in the industry.

MARK HALSALL  Associate Editor

Mark Halsall is an accomplished newspaper, 
magazine and television journalist who 
shifted his focus to agricultural reporting 12 
years ago. Mark developed a keen interest 
in crafting stories specifically for farmers 
as the editor of a national publication for 
potato producers, and he’s grateful for the 
opportunity to remain farmer focused as 
associate editor for Grainews.

LEE HART  Editor

Lee Hart is editor of the popular 
Cattleman’s Corner section of Grainews, 
but he’s also a regular contributor to the 
crops pages. Brought up on an Ontario 
dairy farm, Lee is a career farm journalist 
now based in Calgary, where he has 
also written for Canadian Cattlemen and 
Country Guide. Lee is well known for 
looking at the lighter side of agriculture 
through his popular “Hart Attacks” 
column in print and online.

2
0

2
1/

2
0

2
2

 M
E

D
IA

 K
IT

LOCAL VOICES

Publications Mail Agreement #40069240

CONTENTS  3   |   COLUMNS  17   |   CATTLEMAN’S CORNER  24

Health benefits of  

celery and parsley

And, some best times to plant seeds in 2021   31

PLU S

Grainews’ annual 

rebate roundup

The goods on supplier rebates,  

savings and bonuses   11

FEATURE

FEATURE

Five companies offer 15 new and 

improved products and formulations   15
New herbicides 

for 2021

VOLUME 47 · NUMBER 3

FEBRUARY 2, 2021 · $4.25

Practical production tips  

for the Prairie farmer 

www.grainews.ca

By Lee Hart 

Precision field-spraying tech-

nology developed in Europe 

and licensed to a well-estab-

lished distributor in Australia is now 

available to farmers across Canada, 

with the promise to help reduce 

herbicide costs and perhaps equally, 

or more importantly, help farmers 

afford the fight against herbicide-

resistant weeds. 

Weed-it, billed as the “world’s 

best-selling” camera-based, preci-

sion-spraying technology, has been 

demonstrated a few times in West-

ern Canada over the past couple of 

years. It is now available to farmers 

looking to fine-tune their spraying 

operations, says Jesper Voois, Cana-

dian manager for Croplands Equip-

ment. Croplands, that bought the 

rights to market Weed-it technol-

ogy, is a subsidiary of the well-

known Australian-based crop pro-

tection company Nufarm, which 

opened its doors in Canada about 30 

years ago. 

The newest Weed-it Quadro sen-

sors, mounted on the field sprayer 

boom, use a blue light to scan the 

ground to instantly detect and mea-

sure chlorophyll level in plants, and 

then apply herbicide to just those 

plants. It is described as green-on-

brown technology — it can detect 

weeds (any green plant with chloro-

phyll) and ignores the brown, 

whether that be mature crop, crop 

residue or bare soil. 

It is technology that generally 

doesn’t have a fit applying in-crop 

herbicide over a whole field. A con-

ventional field sprayer can handle 

in-crop treatment quite nicely.  

See WEED-IT on page 5 

NEW  

SPOT-SPRAY 

TECHNOLOGY 

IN CANADA

 SPRAY TECHNOLOGY

Weed-it can potentially save you money
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More than 13,000 Weed-it sensors have 

been sold in Australia alone. The camera-

based, precision-spraying technology is 

now available to farmers looking to  

fine-tune their spraying operations.
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By Lee Hart

A higher seeding rate and nar-
rower row spacing for corn 
translates into higher input 

costs, but it should also optimize 
yields, says Myron Krahn, adding 
that corn has been part of the rota-
tion on his southern Manitoba fam-
ily farm as long as he can remember. 

Krahn and his wife, Jillian, oper-
ate Krahn Agri Farms Ltd. near Car-
man. He says the crop needs some 
special attention, but most years it 
can be a profitable cash crop under a 
variety of growing conditions. 

“A pretty good yield average in 
this area is about 150 bushels per 
acre,” says Krahn. “And if you hap-
pen to get more than that, it’s get-
ting close to being exceptional.”

■■ WHY IT MATTERS
These practical production tips can 
make you a better farmer no matter 
what crop you are growing.

The Krahns took over Myron’s 
parents’ farm near Carman in 2003, 
and today grow corn, soybeans, 
canola and cereal grains. They also 
produce seed for native grasses, 
cereal grains and soybeans. In 
2009, they began their seed dealer-
ship for corn seed, later adding soy-
bean and cereal seed to the offering, 
plus an on-site seed-treating sys-
tem to complement the growing 
business. 

KRAHN’S GUIDELINES  
FOR CORN

Aiming for a three-year break 
between crops in rotation, Krahn 
follows a few production guidelines 
to optimize the 700 acres of corn 
production on his farm.

See CORN PRODUCTION on page 5 

PRACTICAL CORN  
PRODUCTION TIPS

CORN PRODUCTION

A Manitoba 
producer shares 
his success secrets 
for growing corn

P
H

O
T

O
S

: 
M

Y
R

O
N

 K
R

A
H

N



2
0

2
1/

2
0

2
2

 M
E

D
IA

 K
IT

READERSHIP

Stats: March 2021 Prepared by Readex

Here’s what our readers say:

After reading an article in Grainews:

92% 
Readers said they read 
92% of the last 4 issues

77% 
Picked up useful ideas

54% 
Discussed items 

with others

47% 
Went online to 

learn more

82%
82% of readers  

thoroughly read over ½ 
of each issue

5
Readers keep an issue 
for 5 months as future 

reference

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  

Grainews as 4.0* in  
being useful and valuable

*5 = very useful ; 1 = not useful at all
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ISSUE DATE DEADLINE 2022  EDITORIAL SUPPLEMENTS/FEATURES

January 4  December 15  Crop Production  Crop Production Show  

January 18  December 30  Pulse and Special Crop Production 

February 1  January 13  Crop Production and Protection & Chemistry Rebate Roundup

February 8  January 20  Crop Production and Protection & Financial Planning Section

February 15  January 27  New Crop Production and Farm Connectivity 

March 1  February 10  Pre Seeding / Crop Planning Improving Your Assets: Land and Buildings 

March 8  February 17  Pre Seeding / Crop Planning 

March 22  March 3  Resistance Management

April 5  March 17  Weed Management

April 19  March 31  Disease Management 

May 10  April 21  Insect Management Trucks and ATV Focus  

May 31  May 12  Pre & Post Harvest Weed Control Canada’s Farm Show  

July 12  June 23 Harvest / Grain Storage Ag In Motion  

August 23  August 4  Soil Management & Nutrition 

September 20  September 1  Grain Marketing Strategies, Biologicals and Soil Health 

October 11  September 22  Equipment & Tillage , Water Management and Drainage Trucks and ATV Focus  

November 1  October 13  New Seed Varieties and Outstanding Young Farmers Traction and Compaction  

December 6  November 17  New Seed Varieties & Spraying Technology Focus  Equipapalooza 

ISSUE DATE DEADLINE 2021  EDITORIAL SUPPLEMENTS/FEATURES

March 9 February 18 Pre-Seeding / Crop Planning 

March 23 March 4 Resistance Management 

April 6 March 18 Weed Management  

April 20 April 1 Disease Management  

May 11 April 22 Insect Management  Trucks and ATV Focus

June 1 May 13 Pre & Post Harvest Weed Control  Canada’s Farm Show

July 13 June 24 Harvest / Grain Storage  

August 24 August 5 Soil Management & Nutrition  

September 21 September 2 Grain Marketing Strategies, Biologicals and Soil Health 

October 12 September 23 Equipment & Tillage, Water Management and Drainage Trucks and ATV Focus

November 2 October 14 New Seed Varieties and Outstanding Young Farmers Traction and Compaction  

December 7 November 18 New Seed Varieties & Spraying Technology Focus Equipapalooza

SeSeeding & Tillage
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AD RATES ADVERTISING
OPTIONSRates effective as of March 1, 2021

SUPPLIED INSERTS / POST-IT NOTES   
Rate, issue availability, production requirements, 
closing dates, and other detailed information available 
on request. Geographic breakouts are available for 
preprinted inserts. Inserts may run by FSA, province, soil 
zone, census divisions, or census sub-divisions. Rates for 
special space units 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.

AD UNIT
NON BLEED DIMENSIONS BLEED AD DIMENSIONS

B&W RATE FULL  
COLOURLIVE AREA TRIM BLEED*

Double Page Spread 19.06” x 14” / 10 col. x 196 agate lines 20” x 14.5” 20.5” x 15” 17,228.40 20,168.40

Full Page  9.25” x 14” / 5 col. x 196 agate lines 10” x 14.5” 10.5” x 15” 8,614.20 10,084.20

Junior Page Spread 15.37” x 10” / 8 col. x 140 agate line 9,844.80 11,314.80

Junior Page  7.37” x 10” / 4 col. x 140 agate lines 4,922.40 6,392.40

Super Junior Page 7.37” x 14” / 4 col. x 196 agate lines  7.74” x 14.5” 8.0” x 15” 6,891.36 8,361.36

Super 1/2 Double 
Page Spread  19.06” x 7.75” / 10 col. x 108 agate lines 20” x 8” 20.5” x 8” 9,493.20 12,433.20

Super 1/2 Page  9.25” x 7.75” / 5 col. x 108 agate lines 10” x  8” 10.5” x 8” 4,746.60 6,216.60

1/3 Page  S: 5.48” x 8” / 3 col. x 112 agate lines
H: 9.25” x 5.14” to 9.25” x 4.8”

H: 10” x  5.3”
H: 10.5” x 

5.8” 
2,953.44 4,423.44

1/4 Page  S: 5.48” x 6.625” / 3 col. x 93 agate lines  
H: 9.25” x 4” / 5 col. x 56 agate lines

H: 10” x  4.5” H: 10.5” x 5” 2,452.41 3,922.41

1/8 Page 3.6” x 1.5” / 2 col. x 70 agate lines 1,230.60 2,700.60

Earlug  3.6” x 1.5” / 2 col. x 21 agate lines 2,730.34

Front Banner  5.48” x 2” / 4 col. x 28 agate lines 5.86” x 2.5” 6.11” x 2.5” 3,874.98

Super Front Banner 9.25” x 2” / 5 col. x 28 agate lines 10” x 2.5” 10.5” x 3” 6,423.14

$8.79 per agate line    Black & 1 Colour  $765.00     Black & 3 Colour  $1,470.00    

* Bleed size dimensions include .25” bleed on all sides
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AD SIZES FILE SPECIFICATIONS

PUBLICATION SPECS
 Trim Size 10” x 14.5”

 Binding Saddle Stitched

 Column width 1.6419”

 Column depth 196 agate lines

 Gutter width .1667”

 No. of columns 5

 Halftone line screen 85

 Dot gain 30%

 Printing Heat-set web offset

AD UNIT
NON BLEED DIMENSIONS BLEED AD DIMENSIONS

LIVE AREA TRIM BLEED*

Double Page Spread 19.06” x 14” / 10 col. x 196 agate lines  20” x 14.5” 20.5” x 15”

Full Page 9.25” x 14” / 5 col. x 196 agate lines 10” x 14.5” 10.5” x 15”

Junior Page Spread 15.37” x 10” / 8 col. x 140 agate lines 

Junior Page 7.37” x 10” / 4 col. x 140 agate lines

Super Junior Page 7.37” x 14” / 4 col. x 196 agate lines 7.74” x 14.5” 8.0” x 15”

Super 1/2 Double 
Page Spread 19.06” x 7.75” / 10 col. x 108 agate lines 20” x 8” 20.5” x 8”

Super 1/2 Page  9.25” x 7.75” / 5 col. x 108 agate lines 10” x  8” 10.5” x 8”

1/3 Page  S: 5.48” x 8” / 3 col. x 112 agate lines 
H: 9.25” x 5.14” / 5 col. x 67 agate lines

H: 10” x  5.3” H: 10.5” x 5.8”

1/4 Page  S: 5.48” x 6.625” / 3 col. x 93 agate lines 
H: 9.25” x 4” / 5 col. x 56 agate lines

H: 10” x  4.5” H: 10.5” x 5”

1/8 Page 3.60” x 5” / 2 col. x 70 agate lines 

Earlug  3.6” x 1.5” / 2 col. X 21 agate lines

Front Banner  5.48” x 2” / 4 col. x 28 agate lines 5.86” x 2.5” 6.11” x 2.5” 

Super Front Banner 9.25” x 2” / 5 col. X 28 agate lines 10” x 2.5” 10.5” x 3”

SAFETY MARGINS   
(measured from trim size): 
Keep text, logos, etc. 0.562” away 
from gutter on spreads. Full page & 
spreads allow 0.562” sides, 0.25” top 
and bottom. To avoid trimming into 
type, and to assure uniform margins 
on bleed ads, keep dimensions of 
type area to 20” x 13.5” maximum 
for double-page spreads, and 9.5” 
x 13.5” 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”.

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 170 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 
lettering (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.

FALSE COVERS &  GATEFOLDS 
AVAILABLE  
Call for pricing and specs.
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TERMS & CONDITIONS
New Accounts  
Transient and new accounts, cash with order. Credit applications are required on 
all new accounts that have not authorized credit card payments.

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 
Grainews 

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

Glacier FarmMedia 

SALES & SPECIAL PROJECTS 

Phone: 204 944 5755 
ads@fbcpublishing.com




