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EXECUTIVE SUMMARY  
 
The organic sector in New Brunswick is active and engaged in all aspects of food 
production. There are approximately 56 organic operations in the province, with the 
majority producing vegetables and/or fruits, followed by maple syrup. There is a range 
of livestock, grain, value-added and non-food products being produced as well.  
 
The 2010-2013 NB Organic Strategic Plan has proven to be instrumental in advancing the 
sector. Organizing and setting priorities collectively has allowed the NB Organic 
Committee to bring forward issues and ideas to government that are grounded in the 
realities of the entire sector, and has also greatly informed ACORN’s work in the 
province. Bearing all these benefits in mind and with funds provided by the Canada-New 
Brunswick Agriculture Futures Initiative through the New Brunswick Capturing Organic 
Development Opportunities program, the sector entered another strategic planning process 
in order to renew its plan for the next four years, 2014-2018. ACORN-led, the process 
was closely informed by a core group of the NB Organic Committee.  

 
Vision Statement 
The New Brunswick organic sector fosters a vibrant industry and community that 
engages in environmentally, economically and socially sustainable farming and 
processing practices, providing the highest quality and healthiest food to consumers.  

 
Mission Statement 
The New Brunswick organic sector will actively support new and existing organic 
enterprises and uphold organic integrity through educating consumers, increasing 
sector capacity and fostering the sustainability of the sector.    

 
Key Result Areas 
Strategic priorities for each area are listed below. 
 
Consumer Education – Increase consumer understanding of the meaning of the term 
“organic”; Increase consumer understanding of the value of organic products; Increase 
consumer awareness of the availability of New Brunswick-produced organic products. 
 
Sector Capacity – Foster educational opportunities and encourage the development of 
governmental programs that enhance the financial viability of NB organic farms; 
Increase the amount of New Brunswick organic product; Support new entrants to the 
sector as much as possible. 
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Certification & Regulations – Raise awareness about the new provincial organic 
regulation; Make certification more accessible to encourage more farms to certify; 
Address scale-appropriateness of various regulations. 
 
Market Access & Distribution – Make  New Brunswick organic products more accessible 
for consumers; Develop a greater understanding of market trends and opportunities; 
Encourage collaboration in marketing and distribution where there is possibility and 
interest. 
 
Those activities for which the sector regards the New Brunswick Department of 
Agriculture, Aquaculture & Fisheries (NBDAAF) as a key or potential partner include: 

 
Consumer Education 

• Producing local organic promotional materials that make clear the legitimacy of 
organic claims and the benefits of organic products, continuing to promote and 
expand on the Local Organic…Better Together messaging alongside the national 
Think Before You Eat campaign. These materials should be bilingual, accessible to 
producers, and distributed widely (e.g. retailers, natural health practitioners, etc). 
 

Sector Capacity 
• Maintaining development on the New Brunswick Organic Strategic Plan by 

organizing annual, in-person planning and evaluation sessions. 
• Requesting that the Capturing Crop Opportunities through Season Extension and On-

Farm Storage Technologies program continue and expand to include support for 
freezing technologies.  

• Requesting that all government programs being created or renewed offer a 
greater percentage (at least 10%) of support for beginner farmers. 

• Placing special emphasis on on-going training for new entrants to agriculture 
and organics through workshops, webinars, a special new farmer stream at the 
ACORN Conference, more farm tours, etc., while also continuing to offer training 
for experienced producers. 

• Keep abreast of and support value-added and infrastructure projects in the 
province and seize opportunities when possible (e.g. Real Food Connections’ co-
packing facility). 

• Explore seasonal labour exceptions in existing wage subsidy programs (e.g. One-
Job Pledge) and/or propose the development of a specific farm labourer wage 
subsidy program in order to create more opportunities for skilled farm labourers 
and to address labour needs of organic farms. 

• Expand services and outreach to the New Brunswick Francophone community. 



2014-2018 NB Organic Strategic Plan  5 

• Facilitate awareness and uptake of government funding such as business 
development and environmental programs, as well as the Environmental Farm 
Plan by organic producers. 

• Partner with key organizations to address issues of land access and explore 
solutions to connect those looking for farmland with those who have farmland 
available (e.g farms as incubators). 

 
Certification & Regulations 

• Developing and executing an education strategy for the new provincial organic 
regulation. 

• Requesting that the Capturing Organic Development Opportunities program 
continue under the Growing Forward 2 framework and include continued 
support for: 

o Strategic initiatives that advance the entire sector and consideration for 
other organic-specific needs as priorities; 

o Certification cost-sharing during the transition years for new entrants to 
the organic sector for the extent of the program; 

o Certification cost-sharing for all organic operations for a period of one 
year while the new provincial organic regulation is phased in. 

• Continue to expand and promote ACORN’s Organic Transition specialist 
services in New Brunswick.  
 

Market Access & Distribution 
• Gathering consumer data in order to better understand the barriers to local 

organic purchases. 
 
 
Evaluation & Implementation Plan 
Indicators the sector intends to measure in order to track progress on plan implemention 
are listed under each Key Result Area. Annual progress reports will be prepared and 
presented to the sector at the annual NB Organic Forum in February. Both consumer and 
producer surveys will also be conducted over the duration of the plan. 
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INTRODUCTION 
 
National trends continue to show growth in the organic sector. Since 2001, Canada has 
lost 17 per cent of its farms, but organic farms have grown by 66.5 per cent in the same 
time period.1 Part of the reason for this increase in organic farms is that so many new 
entrants to agriculture – either from the family farm or, increasingly, youth with no 
agricultural background – are looking to organic agriculture as a means of lessening 
their environmental impact and offering their customers peace of mind. These farmers 
are also responding to the market demand that has grown the Canadian organic 
industry into one worth $3.7 billion.2 
 
While the future for organic agriculture holds much potential, there do remain 
considerable challenges for organic producers. Among these, confused or uninformed 
consumers and the cost of certification rate highest. Even though Canadian organic sales 
have nearly tripled over the past six years,3 consumers are not always fully aware or 
appreciative of the value of organic products, particularly at the local level. Without this 
recognition and support from customers, the expense of certification fees and paperwork 
is even more difficult for organic farmers to bear. Other challenges for the sector include 
labour availability, a lack of infrastructure, and market accessibility.   
 
The New Brunswick Organic Sector 
The organic sector in New Brunswick is active and engaged in all aspects of food 
production. Many organic producers in the province are members of both national and 
provincial agriculture-related boards and committees, showing a strong commitment to 
agriculture overall.  
 
The number of organic operations in the province has remained steady at around 56 
operations. Vegetable and fruit production make up the majority of the sector, with 
maple syrup production counting for nearly a third of the sector. Other organic products 
produced in the province include eggs, beef, chicken, grains and flour, hops and beer, 
value-added products, and non-food products such as compost and peat-based 
materials. 
 
In order to organize, plan and represent itself to the Provincial government, the sector 
established the New Brunswick Organic Committee. With the support of the Atlantic 
Canadian Organic Regional Network (ACORN) and the leadership of producer co-
chairs, this group meets as needed and forms sub-committees when projects, such as this 
strategic plan, arise.  
 
Strategic Plan Development 
In 2010, ACORN obtained some funding from the New Brunswick Department of 
Agriculture, Aquaculture & Fisheries (NBDAAF) on behalf of the sector to create a 
strategic plan. The resulting 2010-2013 New Brunswick Organic Strategic Plan has been 
instrumental in guiding the sector’s development over the past three years. 

                                                
1 “Think Before You Eat” postcard. Canada Organic Trade Association. 2013. 
2 “Canada’s Organic Market: National Highlights.” Canada Organic Trade Association. 2013. 
3 Ibid. 
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Organizing and setting priorities collectively has allowed the NB Organic Committee to 
bring forward issues and ideas to government that are grounded in the realities of the 
entire sector. The strategic priorities and actions identified have also been critical to 
directing ACORN’s work in the province and allowing the organization to respond to 
the sector’s needs.  
 
Bearing all these benefits in mind and with funds provided by the Canada-New Brunswick 
Agriculture Futures Initiative through the New Brunswick Capturing Organic Development 
Opportunities program, the sector entered another strategic planning process in order to 
renew its plan for the next four years, 2014-2018. ACORN-led, the process was informed 
extensively by a core group of the NB Organic Committee.  
 
To begin this new round of strategic planning, a survey was distributed to the entire NB 
organic sector. The NB Organic Strategic Plan survey saw a 56-per-cent participation 
rate from the sector, and the results indicated which areas were of greatest concern to 
the sector, in addition to generating lots of ideas for future goals to work towards (See 
Appendix A for a summary of results).  
 
From these results, the NB Organic Strategic Plan Committee (a sub-group of the NB 
Organic Committee) drafted a “long list” of possible content for the strategic plan, which 
was presented at the 7th NB Organic Forum. Group discussions at this event determined 
a “short list” of priorities for ACORN and the Committee to then refine a draft version of 
the plan, shared with the rest of the sector for a one-week comment period. There were 
no comments to be addressed, so the 2014-2018 NB Organic Strategic Plan was finalized 
and presented to the NBDAAF. 
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STRATEGIC FRAMEWORK 
 
Vision Statement 
 
 
 
 
 
 
 
 
 
 
Mission Statement 
 
 
 
 
 
 
 
 
 
 
Strategic Goal 
 
 
 
 
 
 
 
 
Values 
 
 
 
 
 
 
 
 
 
 
 
 
 

The New Brunswick organic sector will actively support new and existing 
organic enterprises and uphold organic integrity through educating 
consumers, increasing sector capacity and fostering the sustainability of 
the sector.    

The New Brunswick organic sector fosters a vibrant industry and 
community that engages in environmentally, economically and socially 
sustainable farming and processing practices, providing the highest 
quality and healthiest food to consumers.  

· Healthy and safe food 
· Sustainable production and processing methods for products that are 

produced in a socially and environmentally responsible way 
· Protecting the integrity of the organic sector 
· Economically viable food production (fair pay for farmers, processors,      

and farm labourers, as well as a fair price for consumers 
· Resilience of the sector as a component of local food systems  

 
We will facilitate simultaneous expansion of New Brunswick organic 
market share and sector production capacity, while also increasing 
appreciation for our products.   
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KEY RESULT AREAS 
 

CONSUMER EDUCATION 

The strategic plan survey indicates that the NB organic sector regards consumers 
simultaneously as the greatest opportunity and the biggest barrier to advancing organics 
in the province. On the one hand, consumers are increasingly informed about their food 
choices, but on the other, they remain confused about the meaning of “organic.” It is no 
surprise then that survey participants rated consumer education as the highest priority 
area for this plan. Given this focus, the sector has set out a range of approaches to 
educating consumers, recognizing that there continues to be confusion surrounding 
organic claims and that rising interest in eating local presents great opportunity to 
promote the additional benefits of eating local organic food. 

 

Strategic Priorities 

• Increase consumer understanding of the meaning of the term “organic.” 
• Increase consumer understanding of the value of organic products. 
• Increase consumer awareness of the availability of New Brunswick-produced 

organic products. 

 

Actions 

Actions 
Potential 

Collaborators 
Indicators 

Short-term   

Produce local organic promotional materials that make 
clear the legitimacy of organic claims and the benefits 
of organic products, continuing to promote and 
expand on the Local Organic…Better Together 
messaging alongside the national Think Before You Eat 
campaign. These materials should be bilingual, 
accessible to producers, and distributed widely (e.g. 
retailers, natural health practitioners, etc). 

ACORN/ 
NBDAAF/ 
Producers 

Number of 
distribution points 
for materials 
 
Rise in interest and 
inquiries about 
organic products 
(producer survey) 

Maintain current information on local organic 
producers on ACORN’s online Organic Directory and 
Local Organic Guide booklet. 

ACORN/ 
Producers 

Local Organic 
Guides printed and 
distributed;  
Online directory 
updated 

Explore the feasibility and value of a video project to 
feature NB organic producers and profile their farms. 

Producers/ 
ACORN/ 

Contacts made 
with potential 
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ACOA/Film 
Schools 

funders and 
participants 

Medium-term 

Provide food skills education and support for 
consumers (e.g. recipes featuring NB organic products 
during Organic Week, consumer workshop stream at 
ACORN Conference, in-store food demos, etc). 

ACORN/ 
Retailers/ 
Community 
Partners (Green 
Village, Sunrise 
Farm)/ 
Producers 

Number of events 
the organic sector 
coordinates and/or 
participates in; 
Number of 
resources created  

Increase sector participation in the Organic 
Celebration to fully realize the consumer education 
potential of this annual event. 

NB Organic 
Committee/ 
Producers/ 
Retailers 

Number of 
producers, 
processors, 
retailers, and 
consumers who 
take part in the 
event 

Build relationships with media to be able to pitch 
positive stories and have the NB organic sector 
(producers, inspectors, ACORN) featured in the media 
more often.  

ACORN/ 
Producers 

Increase in organic 
media coverage 

Long-term 

Develop an educational toolkit on organic food and 
farming for teachers for all school levels and offer to 
do presentations on NB organics for students. Partner 
with school gardens to educate about organic growing 
practices where possible. 

Producers/ 
Schools/ 
NBFSAN/ 
Community 
Inclusion 
Networks/Falls 
Brook Centre/ 
4-H Clubs/ 
Seed suppliers 

Level of interest by 
teachers 
 
Number of 
schools/groups/ 
gardens presented 
to or partnered 
with  

Identify and pursue new opportunities to piggyback 
on environmental events and initiatives to raise 
awareness about the environmental benefits of NB 
organics (e.g. Enviro-thon).  

CCNB/Other 
community and 
environmental 
groups 

Number of 
events/initiatives 
that include 
organic farming 
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SECTOR CAPACITY 

As a small sector with an increasing demand for its product, there is plenty of growth 
opportunity for organics in the province. Efforts to develop sector capacity are therefore 
focused on supporting new entrants, new products, and new infrastructure. These various 
efforts will strive not only for sector expansion, but also for sector financial viability.  

 

Strategic Priorities 

• Foster educational opportunities and encourage the development of governmental 
programs that enhance the financial viability of NB organic farms. 

• Increase the amount of New Brunswick organic product. 
• Support new entrants to the sector as much as possible. 

 

Actions 

Actions Potential 
Collaborators 

Indicators 

Short-term 

Maintain development on the New Brunswick Organic 
Strategic Plan by organizing annual, in-person 
planning and evaluation sessions. 

NB Organic 
Committee/ 
NBDAAF 

Progress reports 
completed annually 
and presented at 
meetings 

Request that the Capturing Crop Opportunities through 
Season Extension and On-Farm Storage Technologies 
program continue and expand to include support for 
freezing technologies. 

NBDAAF/           
NB Organic 
Committee 

Number of projects 
funded  

Request that all government programs being created 
or renewed offer a greater percentage (at least 10%) of 
support for beginner farmers. 

NB Organic 
Committee/ 
NBDAAF 

Increase in 
beginner farmers 
accessing provincial 
funds 

Place special emphasis on on-going training for new 
entrants to agriculture and organics through 
workshops, webinars, a special new farmer stream at 
the ACORN Conference, more farm tours, etc., while 
also continuing to offer training for experienced 
producers. 

ACORN/ 
NBDAAF 

Number of training 
events for beginner 
and experienced 
organic farmers 

Review obstacles to participation in the Grow A 
Farmer Apprenticeship and Mentorship program and 
support and promote broader uptake. 
 

ACORN/ 
Producers/ 
New entrants 

Increase in program 
participation 
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Medium-term  

Keep abreast of and support value-added and 
infrastructure projects in the province and seize 
opportunities when possible (e.g. Real Food 
Connections’ co-packing facility).  

NB Organic 
Committee/ 
NBDAAF/ 
Producers/Real 
Food 
Connections 

Letters of support 
written; updates 
provided to the 
group; projects 
involving NB 
organics 

Explore seasonal labour exceptions in existing wage 
subsidy programs (e.g. One-Job Pledge) and/or 
propose the development of a specific farm labourer 
wage subsidy program in order to create more 
opportunities for skilled farm labourers and to address 
labour needs of organic farms. 

NB Dept of 
Post-Secondary 
Education, 
Training & 
Labour/ 
NBDAAF/          
NB Organic 
Committee 

Increase in 
availability of 
funding support for 
farmers to create 
job opportunities 

Expand services and outreach to the New Brunswick 
Francophone community. 

ACORN/  
NBDAAF 

Number of services 
that ACORN is able 
to provide to the 
Francophone 
community 

Facilitate awareness and uptake of government 
funding such as business development and 
environmental programs, as well as the Environmental 
Farm Plan by organic producers. 

ACORN/ 
NBDAAF/ 
Agricultural 
Alliance  

Number of organic 
farms in the 
province accessing 
government 
funding and with 
Environmental 
Farm Plans  

Long-term  

Increase level of producer engagement with the NB 
Organic Committee, with a particular focus on new 
entrants. 

NB Organic 
Committee 

Number of 
producers engaged 
in Committee 

Partner with key organizations to address issues of 
land access and explore solutions to connect those 
looking for farmland with those who have farmland 
available (e.g farms as incubators).  

Agricultural 
Alliance/ 
NFU in NB/ 
NBDAAF/ 
FarmLink/ 
LandShare 
Canada (COG) 

Partnerships 
established; 
mechanisms or 
efforts in place  
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 CERTIFICATION & REGULATIONS 

Since the development of the previous plan, there has been considerable development in 
this area in the province. The creation of Capturing Organic Development Opportunities, an 
organic-specific funding program that includes support for certification cost-sharing, is 
one major contributor to success for the sector, and the anticipated introduction of a 
provincial organic regulation next month (April 2014) is hoped to be another. 

This regulation fills the gap left by the national Organic Products Regulations’ focus on 
international and interprovincial trade, meaning that NB organic producers selling 
within the province will have more protection against unsubstantiated organic claims. 
Such regulatory change requires an educational strategy and efforts to promote the 
increased benefits of certification to both consumers and farmers.  

 

Strategic Priorities 

• Raise awareness about the new provincial organic regulation. 
• Make certification more accessible to encourage more farms to certify. 
• Address scale-appropriateness of various regulations. 

 

Actions 

Actions Potential 
Collaborators Indicators 

Short-term   

Develop and execute an education strategy for the new 
provincial organic regulation, including media 
releases, promotional materials, info sessions, fact 
sheets, and notifications to key partners (e.g. 
Agricultural Alliance, NFU in NB, farmers’ markets, 
etc). 

NBDAAF/ 
ACORN/ 
Producers 

Number of 
materials created 
and distributed 

Request that the Capturing Organic Development 
Opportunities program continue under the Growing 
Forward 2 framework and include support for: 

1) Strategic initiatives that advance the entire 
sector and consideration for other organic-
specific needs as priorities; 

2) Certification cost-sharing during the transition 
years for new entrants to the organic sector for 
the extent of the program; 

3) Certification cost-sharing for all organic 
operations for a period of one year while the 
new provincial organic regulation is phased 
in. 

NB Organic 
Committee/ 
NBDAAF 

Number of projects 
funded  
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Celebrate new entrants to the organic sector with 
public announcements in ACORN’s newsletter/e-
news/website. 

ACORN/ 
Producers/ 
Certification 
Bodies 

Announcements 
published 

Medium-term  

Catalogue and monitor regulatory changes that impact 
small-scale operations and approach regulators to 
make them aware of issues when appropriate (e.g. 
food safety regulations; seed saving restrictions). 

NB Organic 
Committee 

List of problematic 
regulations created; 
letters written to 
and/or meetings 
held with 
regulators 

Promote the multi-faceted benefits of certification 
(traceability and accountability; environmental 
sustainability; customer guarantee; marketing clarity; 
sector-wide information sharing and promotion; 
industry-defined process) as a means of encouraging 
more farms to certify. 

ACORN/ 
Producers/ 
Certification 
Bodies 

Increase in number 
of farms that certify 
 

Continue to expand and promote ACORN’s Organic 
Transition specialist services in New Brunswick.  

ACORN/ 
NBDAAF/ 
Certification 
Bodies/ 
Producers 

Increase in number 
of NB farms using 
the service 

Explore opportunities for recognition of the Ecological 
Goods & Services that are offered by the organic 
sector. 

NB Organic 
Committee/ 
Agricultural 
Alliance 
(Environmental 
Farm Plan) 

Possibilities and 
key partners 
identified; 
opportunities 
assessed 

Long-term  

Encourage more on-farm seed saving and seed 
exchanges among producers in order to address the 
challenge of sourcing organic seed, and ensure organic 
producers are kept informed about potential seed 
saving restrictions stemming from proposed federal 
regulations and trade agreements.  

Bauta Family 
Initiative on 
Canadian Seed 
Security 
(ACORN)/ 
Producers 

Number of farms 
saving seed;  
Number of seed 
exchanges held 
(Seedy Saturdays) 
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 MARKET ACCESS & DISTRIBUTION 

As a result of the previous plan, the sector has placed significant focus on market access 
and distribution over the past couple of years. The completion of a two-year, NB 
Agricultural Council-funded project delivered an inventory of imported organic 
products and led trainings and initiatives to develop producer capacity in replacing 
these imports, in addition to assessing potential for collaborative distribution 
opportunities. 

 
Perhaps as a result of this concerted effort, this area was ranked as the lowest priority in 
the strategic plan survey. Now that the sector has undertaken efforts to understand retail 
demand of local organic products and assessed distribution opportunities, there is a 
need to develop a greater understanding of other market trends and opportunities, in 
particular consumer behaviours and perceptions relating to local organic products.  
 

Strategic Priorities 

• Make New Brunswick organic products more accessible for consumers. 
• Develop a greater understanding of market trends and opportunities.  
• Encourage collaboration in marketing and distribution where there is possibility 

and interest. 
 

Actions  

Actions Potential 
Collaborators Indicators 

Short-term   

Continue to build on existing relationships with NB 
retailers and restaurants to track their organic product 
sourcing, both local and out-of-province, in order to 
increase ordering of local organic product. 

ACORN/ 
Producers/ 
Retailers/ 
Restaurants 

Number of NB 
retailers and 
restaurants who are 
purchasing local 
organic products; 
Increase in NB 
organic product 
sales 

Create a shared calendar and/or list-serv to allow 
producers to coordinate potential shared transport-
ation for deliveries. 

NB Organic 
Committee/ 
Producers 

Communication 
tool is created and 
has uptake 

Gather consumer data in order to better understand 
the barriers to local organic purchases.  

ACORN/ 
NBDAAF  

Sector has better 
understanding of 
consumers  
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Medium-term  

Develop a long-term marketing strategy that responds 
to the consumer data gathered.  

NB Organic 
Committee/ 
Producers 

Opportunities and 
partners identified 

Improve purchasing convenience for consumers by 
promoting organic product points of sale (farmers 
markets, retail outlets, etc). 

ACORN/ 
Producers 

Number of 
promotions 

Support the development of organic CSAs as part of a 
broader initiative to promote information exchange 
and collaboration among CSA producers. 

ACORN/ 
Producers 

Increase in number 
of organic CSAs 

Work with farmers’ markets to increase the presence 
and representation of organic products at markets. 

Producers/ 
Farmers’ 
Markets 

Level of support 
and interest from 
farmers’ markets 

Long-term  

Develop a long-term strategy to encourage the 
inclusion of local organic products in existing “farm to 
cafeteria” initiatives, and eventually other possible 
institutional markets.  

Producers/ 
CÉ D’ICI/ 
Really Local 
Harvest 
Cooperative 

Opportunities and 
partners identified 
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EVALUATION & IMPLEMENTATION PLAN 
 
Evaluation 
As the tables under each Key Result Area demonstrate, measureable indicators have 
been identified for each action item in order to ensure tracking progress on the plan is 
manageable. Similar to the previous plan, reports on the status of plan implementation 
will be prepared on an annual basis, in time to be shared with the sector at the NB 
Organic Forum, an annual event held in February.  
 
In addition, ACORN intends to continue to monitor the status of the sector by 
conducting an organic production survey in the province. The baseline from 2011 
includes production information (crops produced, acreage, etc.), but also market access, 
revenue and employee information. There are plans to update this information in the 
fall/winter of 2014-15.  In order to measure the impact of new local organic promotional 
materials, which will hopefully be distributed in the spring/summer of 2014, the 
production survey will also include questions related to customer reception of the 
materials.    
 
Implementation 
The NB organic sector will undertake various initiatives to implement the strategic plan.  
The NB Organic Committee intends to form action-specific sub-committees in order to 
move particular items forward. These will be ad-hoc groups, and therefore only meet to 
accomplish their particular purpose and then the Committee can look to forming 
another group to address the next priority.  
 
ACORN will continue to offer support to the Committee and plans to seek strategic 
funding to take leadership on key actions, such as a provincial organic regulation 
educational strategy and consumer survey.  
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APPENDIX A: Summary of NB Organic Strategic Plan Survey Results 
 
Q U E S T I O N  1 :   

Do you think that the Strategic Goal, Mission Statement and/or Vision Statement need 
to change from what the sector included in the 2010-2013 Strategic Plan?  
 
Strategic Goal: Raise the profile of organic food production in New Brunswick by obtaining a 
greater market share and appreciation for our products.  
Mission Statement: The New Brunswick Organic Sector provides quality organic product to 
customers who appreciate its benefits.  
Vision Statement: The New Brunswick Organic Sector fosters environmentally and economically 
sustainable farming and processing practices while stimulating demand for organic products 
through greater consumer awareness of the value of organic products. 

 
 
Q U E S T I O N  2 :   

In order to advance organics in NB, where does the sector need to place the greatest 
effort? Please rank the following focus areas in order of how much effort is required to 
address them (where 1 = greatest effort needed and 5 = least effort needed). 
 

 
 

 



2014-2018 NB Organic Strategic Plan  21 

Q U E S T I O N  3 :   

How can we better educate consumers about NB organics? 
 

Theme Responses Key Ideas 
Press/Media 11 Keep organic in the news with positive 

stories & engage media more 
Schools & Other Groups 
Involved in Public 
Education 

11 More organic visibility during Open Farm 
Day; Partner with local food security 
groups; School gardens, farm camps, 
presentations in schools on organics 

Promotional Materials 7 Have NB organics easily recognizable; 
Create an NB Organic logo; Greater access 
to educational materials created by 
ACORN or resources for farmers to create 
their own 

 
 
Q U E S T I O N  4 :   

What training and education opportunities do you think would most benefit either 
yourself or the organic sector generally (e.g., workshops on storage, webinars on 
certification, more farm tours, etc)? 
 

Theme Responses Key Ideas 
Farm Tours 7 Some interest in tours outside the area (i.e. 

not local farms) in addition to regional 
tours 

Season Extension 6 Greenhouse conferences; Storage 
workshops 

Webinars 4 Generally a good delivery model because 
no travel is required; Topics ideas include 
value-added regulations and certification 

Other Market 
Opportunities 

4 One-on-one with retailers; How to farm for 
processors; Value-added 

Equipment 3 Repair & maintenance; Scalability  
More of same 3 Feel ACORN delivers training that meets 

producers' needs 
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Q U E S T I O N  5 :   

What do you see as the best means to improve market access and distribution of NB 
organic products? 
 

Theme Responses Key Ideas 
Grocery stores 4 Work with those that are open; Define 

"local" with them and get NB organic 
product on shelves 

Distribution not a priority 4 Too great a challenge; Only individual 
solutions; Not a problem (individual able 
to sell all their product at market) 

Cooperative marketing or 
collaboration 

3 Coop to sell products on behalf of 
producers 

CSAs 3 Expand CSA Network; Piggyback with 
vegetable/herb CSAs to distribute fruit or 
other specialty products 

Farmers’ markets 2 Have clear "local" section 
Pricing information 2 Better information available to be aware 

of comparisons 
 
 
Q U E S T I O N  6 :  

If you are currently certified organic, do you plan on continuing to certify in the years 
ahead? If no, or if you have recently dropped certification, comments would be 
appreciated. 
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Q U E S T I O N  7 :  

What actions do you think could best contribute to financial viability in the organic 
sector? 
 

Theme Responses Key Ideas 
Government programs and 
support 

10 Support for labour costs of new farm 
workers; Continued support for season 
extension and storage; Enforce provincial 
organic regulation 

Market access and 
marketing issues 

7 Greater access to institutional markets; 
Emphasis on direct markets as much as 
possible; Ability to obtain premium rates; 
Producers need to better understand 
organic pricing 

Consumer awareness of 
local organic 

5 Local organic promotional campaign and 
consumer education; Food skills training 

Higher value products 4 Access to slaughterhouse facilities that will 
do custom packaging (e.g. half-chickens); 
Higher value products like meat and cheese 
are needed (cost/availability of organic 
feed a limiting factor); Storing and 
preserving more 

 
 
Q U E S T I O N  8 :  

Are there additional areas of focus that you think should be included in the new 
strategic plan? 
 
Nearly two-thirds of survey respondents either answered "no" to this question or did not 
answer it at all. Those who did have comments offered a variety of ideas, mostly related 
to regulations (quota, on-farm food safety, on-farm butchering) and new entrant 
support. 

 

Q U E S T I O N  9 :   

How has your farm benefited from Capturing Organic Development Opportunities 
(CODO) program in the last three years? Please check all that apply and comment on 
how this program has helped your farm business in the comments section. (Soil 
improvement; On-farm minor infrastructure; Reimbursement for certification costs; 
Strategic initiatives; Have not made use of the program) 
 
(see chart on next page) 
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Q U E S T I O N  1 0 :  
Bearing in mind that CODO is a program intended to specifically support organics, how 
do you think the CODO program could be changed to better support your organic 
business? 
 

Theme Responses Key Ideas 
Greater infrastructure support 6 On-farm composting infrastructure; 

Weed control and cover crop 
equipment 

Consumer  
education/marketing/promotion 

3  

Labour 2 Could introduce people to the sector 
that would otherwise not be possible 
to employ 

 
Q U E S T I O N  1 1 :   
How can the New Brunswick Department of Agriculture, Aquaculture & Fisheries 
(NBDAAF) better serve the organic sector? 
 

Theme Response Key Ideas 
Satisfied with support 
provided 

8  

Enforce provincial organic 
regulation 

5  

New entrant support 2 To become organic or to purchase land 
or quota 

Consumer/student 
education 

2  

Provincial government 
institutional NB 
procurement policy 

2 Include organic food in such a policy; 
Educate civil servants (especially in 
Health and Education) on the food that 
is available to institutions 
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Q U E S T I O N  1 2 :   
How can ACORN better serve the organic sector in New Brunswick? 
 

Theme Responses Key Ideas 
Feel ACORN does a good 
job 

12  

Act as spokesperson 3 Serve as bridge between producers and 
government; Bring issues forward 

More consumer education 
on organics 

2  

More farmer outreach 2 Solicit producer feedback more often to 
ensure needs being met 

Keep website up-to-date 2  
Conference improvements 2 Feature speakers that are financially 

viable; Focus on commercial production 

 
 
Q U E S T I O N  1 3 :   
What are the two most significant barriers facing the organic sector? 
 

Theme Responses Key Ideas 
Confused/ill-informed 
consumer 

12  

Cost and/or challenge of 
being certified 

8  

Production capacity 4 Climatic limitations, disease  
Labour 3 Costs and availability 
 
 
Q U E S T I O N  1 4 :   
What are two of the greatest opportunities for the organic sector? 

 
Theme Responses Key Ideas 

Increase in demand from 
knowledgeable/interested 
consumers 

14  

New entrants interested in 
producing organic 

3  

Ability to produce food 
sustainably 

3  

Ability to provide quality 
food 

3  
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Q U E S T I O N  1 5 :   
Which issue, if resolved, would have the biggest positive impact on your operation? 
Please elaborate in the comments box where needed. (Intraprovincial organic regulation; 
Reliable and skilled labour; More regional processing infrastructure; Greater distribution 
options; Improved ability to access capital; Greater demand and appreciation for local 
organic product; Other (please specify)) 
 

 
 
Q U E S T I O N  1 6 :   
What incentives would encourage you to expand your operation? Please check all that 
apply and use the comments box to elaborate where needed. (Labour support/wage 
subsidy program; Ecological Goods & Services-type of compensation program; Support 
for appropriate long-term storage; Support for season extension; Other infrastructure 
support (please specify); Support to work co-operatively within the sector; Specific 
organic marketing support; Other (please specify)) 
 
(see chart on next page) 
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Q U E S T I O N  1 7 :  
Are there any partners that the sector has not previously collaborated with that you 
think could help advance organics in the province? 
 

Theme Responses Key Ideas 
Schools 4  
Health practitioners 3 Homeopaths, dietitians 
Others in the value chain 3 Restaurants, processors, farmers' markets 
 
 


