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EXECUTIVE SUMMARY

Introduction
The organic sector in New Brunswick is active and engaged in all aspects of food production.  In
2009, New Brunswick had over 56 certified organic operators, including 16 organic maple
producers, 5 commercial-scale food manufacturers, 5 non-food manufacturers/processors, and
34 agricultural producers (including 5 cranberry producers).  At least 20 of the organic
producers are involved with vegetable and small fruit production (some are involved in multiple
production operations).  According to the 2006 Statistics Canada Census of Agricultural, close
to 200 farms in New Brunswick stated they produced some ÒorganicÓ products that were not
certified.

In 2006, the New Brunswick organic sector created the New Brunswick ACORN committee to
address issues related to the sector.  ACORN is a multi-provincial membership-based
organization that serves to enhance the viability and growth of the Atlantic Canadian organic
community through a unified regional network.  With funding provided by the Government of
New Brunswick, ACORN initiated a strategic planning process comprising an in-depth profile,
and a strategic plan for the New Brunswick organic sector.

Strategic Framework
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.

Key Result Areas
The strategic goal is to ÒRaise the profile of organic food production in New Brunswick by
obtaining a greater market share and appreciation for our productsÓ.  The strategic plan
presents five key result areas.  Each key result area has clearly defined strategies, and short-,
medium-, and long-term actions, as well as potential collaborative partners.

Financial viability Ð resolving financial problems and improving profitability.

Consumer education Ð lack of consumer awareness, and confusion in the market place about
organic products and organic product labelling.
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Sector capacity Ð access to infrastructure, labour availability, access to capital, confusion
regarding regulations and certification, succession planning, support for new entrants, and the
aging farming population.

Market access and distribution Ð limited access to points of sale that are convenient to the
general consumer, limited infrastructure for climate controlled shipping, consolidation, and bulk
transportation, lack of an effective distribution network and processing facilities.

Certification and regulations Ð cost, paper burden, inefficiencies, provincial implementation of
Organic Products Regulations and increasing understanding of the benefits of certification.

Performance Measurement
The performance measurement system considers three areas: economy; efficiency; and
effectiveness.  The performance measurement goals comprise:

¥ A marketing system that educates consumers; makes it convenient for consumers to
purchase organic products and makes it easier for farmers to sell their products at a
profitable price.

¥ A distribution system that is easy to access, that protects the integrity of the organic system
and encourages farm growth and expansion.

¥ Educational resources for producers to enable them to take advantage of available
technologies.

¥ Funding for certification costs to encourage farmers to become certified and/or stay in
certified organic production.

¥ Internalizing the federal Organic Products Regulations within the province of New
Brunswick.

¥ Improved on-farm infrastructure.
¥ Improved access to affordable on-farm labour.

Implementation
The New Brunswick ACORN Committee will create task groups comprised of interested
stakeholders to adopt a lead role in accomplishing the actions, and network with the potential
collaborators for each key result area.  Funding required to implement the plan will be secured
by the efforts of the task groups and/or identified project partners.  ACORNÕs Board of Directors
will also make use of the strategic plan for the development of the Executive DirectorÕs annual
work plans.
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KEY TERMS AND DEFINITIONS

ACORN Atlantic Canadian Organic Regional Network
CFIA Canadian Food Inspection Agency
COG Canadian Organic Growers
COO Canada Organic Office
COP Cost of Production
COR Canadian Organic Regime
COS Canadian Organic Standards
FBC Falls Brook Centre
NBAC New Brunswick Agricultural Council
NBDAA New Brunswick Department of Agriculture and Aquaculture
NBODI New Brunswick Organic Development Initiative
OACC Organic Agriculture Centre of Canada
ODI Organic Development Initiative
OFC Organic Federation of Canada
OPR Organic Products Regulations
OTA Organic Trade Association
SEED Student Employment Experience Development
SOIL Stewards of Our Irreplaceable Land

Definitions of Terms used in this Document:
Stakeholders: The term refers to organic stakeholders and includes all of the organic producers,
transitional producers, new entrants, input suppliers, certification agencies, and organizations
involved in organic production in the province.

Producers:  The term includes both farmers and processors for the purpose of this document.

Organic: Organic production is a holistic system designed to optimize the productivity and
fitness of diverse communities within the agro-ecosystem, including soil organisms, plants,
livestock and people. The principal goal of organic production is to develop enterprises that are
sustainable and harmonious with the environment1.

Inputs: All substances or materials used in the production or handling of organic agricultural
products including, but not limited to, fertilizers, feed supplements, pesticides, soil amendments,
veterinary treatments, processing additives or aids, sanitizing and cleaning material; and
products derived from organic agriculture, such as, but not limited to, feed and food that should
comply with all applicable regulatory requirements2

                                                  
1  CAN/CGSB Ð 32.310 -2006.  Amended Oct. 2008
2  CAN/CGSB Ð 32.310 -2006.  Amended Oct. 2008
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1.0 INTRODUCTION

Once seen as a niche category confined to farmers markets and health food stores, organic
foods have hit the mainstream.  While the sector has experienced its challenges along the way,
a number of healthy developments suggest the future of organic foods is bright.  Statistically,
the Canadian organic food market has grown at least 20 percent annually for the past several
years. Today, total sales in Canada are estimated at $2 billion a year, with 41 percent in
conventional grocery stores. 3

The Canadian industry sees a wealth of opportunity in the expanding demand for organic
products, but hurdles remain. Even though more Canadian producers are moving to organicÐ
with certified organic farms in the country reaching a record high of 3,782 in 2007. Demand for
organic food is far outpacing the domestic supply - Canada still relies on imports to meet up to
80 percent of domestic demand for organic foods.4 The sector faces many changes and
challenges, and New Brunswick organic producers are making every effort to position
themselves to take advantage of the opportunities by being proactive and by planning for the
future.

Certified organic producers face unique challenges in the Canadian agricultural sector.  The
rigours associated with certification sets organic producers apart from conventional production
and also brings a unique set of challenges and considerations.  Certified organic production
demands rigorous paperwork in order to provide a clear audit trail proving an operation's
adherence to the Canadian Organic Standard.  The audit trail includes identifying all seed and
input sources, detailed planting and harvesting records, a comprehensive environmental farm
plan as well as storage and sales records Ð in essence, organic producers must provide
complete traceability. In addition to the record-keeping, there is a cost to certification that each
certified operation is responsible for absorbing. Although the benefits to certified organic
agriculture are multi-faceted, (traceability, environmental integrity, accountability, increased farm
biodiversity and soil health, recycling resources, livestock health and care, an emphasis on
using renewable resources, decreasing pollution, and optimizing biological productivity and
promoting a sound state of health5) many hurdles remain to make the sector more accessible:
labour availability, input costs, producer education and consumer awareness are significant
barriers to increasing organic production and sales.

The Canadian Organic Standards (COS) recently received federal recognition as the basis for
the new federal Organic Products Regulations (OPR), which came into effect in June, 2009. The
OPR is a big step for the organic sector in Canada, as it regulates the term ÒorganicÓ to mean
Òcertified organicÓ. This program is mandatory for products sold internationally and/or inter-
provincially. In other words, a non-certified producer is considered non-compliant if they use the
term ÒorganicÓ when referring to their products. Furthermore, as a result of this regulation,

                                                  
3 The Globe and Mail, Special Information Supplement, Nov 12, 2009.
4 The Globe and Mail, Special Information Supplement, Nov 12, 2009.
5 CAN/CGSB Ð 32.310 -2006.  Amended Oct. 2008.
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organic products must be certified by a federally recognized accredited certification agency. For
products that are sold internationally or inter-provincially, this has the potential to protect
consumers from misleading claims, while creating an even playing field for those businesses
that are taking the extra steps to certify their operations.

For organic producers in the province of New Brunswick, some significant actions have been
taken to address these barriers. An ad hoc organic advisory committee has been meeting with
the New Brunswick Minister of Agriculture and Aquaculture annually for approximately ten years
and this group has successfully lobbied for an organic production specialist, strategic funding for
the Atlantic Canadian Organic Regional Network (ACORN), as well as the Organic Agriculture
Centre of Canada (OACC),  support for New Brunswick participation in the Organic Federation
of Canada (OFC) and funding for the New Brunswick Organic Development Initiative (2007,
2008, 2009). The committee is comprised of members of the locally represented membership
certification agencies, as well as a recent addition of a representative holding certification from
an out-of-province, for profit agency; all members are New Brunswick certified organic
producers. The strategic planning process began with the annual meeting with the New
Brunswick Minister of Agriculture and Aquaculture in the spring of 2009, where it was proposed
that a Strategic Plan for the organic sector was required.

1.1 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 the sector overall. In 2009,
New Brunswick had over 56 certified organic operators, including 16 organic maple producers, 5
commercial-scale food manufacturers, 5 non-food manufacturers/processors, and 34
agricultural producers (including 5 cranberry producers).  At least 20 of the organic producers
are involved with vegetable and small fruit production (some are involved in multiple production
operations). According to the 2006 Agricultural Census, close to 200 farms in New Brunswick
stated they produced some ÒorganicÓ products that were not certified6.

The survey of the organic sector indicates an aging workforce, but one that is comparable to
any other workforce in New Brunswick. About 28% of operations indicated the average age of
their workforce falls into the 46-55 year cohort, while about 15% of operations have workers with
an average age over 55 years. Slightly over 23% of operations have workers with an average
age under 36 years.  16.7% indicated that the average age of their workforce is less than 25
years of age.

Organic maple activities have become a very important segment of the sector in New Brunswick
with 16 producers who manage over 650,000 taps.  The majority of the maple producers
operate large businesses that involve crown land and bulk production for export sales. The
gross sales of organic maple syrup are estimated at $3.5M, which contributes significantly to
overall sector revenues.

                                                  
6  Statistics Canada, Census of Agriculture 2006.
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The 34 agricultural operations in the province generally consist of relatively small and diversified
family farms.  Although their numbers represent the largest portion of organic producers in the
province, they also represent the lowest income bracket. Some of the organic vegetable and
field crop operators also raise organic or conventional livestock and poultry.  In total, there are 6
organic livestock and poultry producers who focus primarily on the production of meat products.
There are three organic beef herds in New Brunswick, with an impressive total of 765 head of
cattle.

The non-food manufacturers in the province are typically involved in the production of compost
and peat-based growing materials.  They are successful, medium to large-scale operations that
supply valuable inputs to the sector.

As indicated by the sector survey responses, organic producers would benefit from improved
infrastructural support.  With limited regional infrastructure (only one federally-inspected meat
processing plant on Prince Edward Island and no regional organic storage facilities), producers
are hard-pressed to locate resources to meet their infrastructure requirements.  This is a major
barrier to producer expansion. One of the most common incentives mentioned in the sector
survey related to subsidies for infrastructure development. Greenhouses, storage facilities, and
processing plants for meat and value-added products were all identified as essential for
producer expansion. There are currently no capacity building infrastructure support programs
specifically allocated for organic production in the province, and the need for this was evident in
the survey responses.

In a typical year the organic operations responding to the sector survey employ an average of
slightly over 10 persons. Of total employment, about 36% are full-time, about 29% are seasonal
and about 22% are part-time. WWOOFERS make up about 7% of the workforce.  Most
respondents (about 63.6%) consider that labour numbers will remain stable in the future, while
the remainder (36.4%) think numbers will increase.  Availability of labour (willingness to work)
and cost of labour (overheads) were cited as the most pressing labour concerns.  Availability of
labour is also one of the issues mentioned most often as a main challenge to expansion

1.2 The New Brunswick ACORN Committee
In 2006, the New Brunswick organic sector created a body to address the needs of the sector.
The New Brunswick ACORN committee is comprised of any interested ACORN members in the
province, including the ad hoc advisory committee members.  ACORN is a multi-provincial
membership-based organization that serves to enhance the viability and growth of the Atlantic
Canadian organic community through a unified regional network.  Through facilitating
information exchange between and amongst organizations and individuals, coordinating non-
formal education for producers through to consumers; and by networking with all interested
parties both regionally and nationally, ACORN functions to advance the organic sector in
Atlantic Canada.
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As a result of the meeting with the Minister of New Brunswick Agriculture and Aquaculture,
ACORN, on behalf of the committee, received funding from the Government of New Brunswick
to initiate the strategic planning process.  The first stage of this process was to compile an in-
depth organic sector profile, which was conducted by AMEC Earth and Environmental, a
Division of AMEC Americas Limited (AMEC.

The survey results provided important guidance for the strategic planning process.  The results
were presented to the sector for discussion at the New Brunswick Organic Forum, held in
Fredericton on February 2nd, 2010.  Over 30 stakeholders were in attendance, and in addition to
the survey results, the discussions that ensued greatly informed this strategic plan.

The survey results, the New Brunswick Organic Forum and the hard work of the Strategic
Planning Steering committee, are the basis for the major considerations investigated in this
strategic plan.
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2.0 STRATEGIC FRAMEWORK

2.1 Strategic Goal

Raise the profile of organic food production in New Brunswick by obtaining a greater
market share and appreciation for our products.

2.2 Mission Statement

The New Brunswick Organic Sector provides quality organic product to customers who
appreciate its benefits.

2.3 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.

2.4 Values

¥ 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).
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3.0 KEY RESULT AREAS

This section provides the key result areas where the organic sector has agreed to focus its
efforts over the next three years.  These key result areas, which must be addressed if the
organic sector is to grow and prosper, were identified through the analysis of the organic sector
survey responses, the results of the Strategic Planning Forum, and discussions by the Steering
Committee.  The key result areas are illustrated in Figure 3.1 and described in the paragraphs
that follow.

Figure 3.1
Key Result Areas

Raise Profile of 
Organic Food 

P r oduc t i on

Consumer Education

Strategic Goal 

Key Result Area Key Result Area

Sector Capacity

Key Result Area

Market Access and 
Distribution

Key Result Area

Certification and 
Regulations 

Key Result Area

Financial Viability

Figure 3.1 Key Result Areas
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Financial Viability: The issue of profitability at the farm level was raised on numerous occasions
over the course of the development of the strategic plan. Financial viability is considered a
foundation key result area because slightly over 50% of respondents cited financial issues as a
barrier facing the organic industry in general, and many respondents indicated that resolving
financial problems would have the single biggest positive impact on their operations.
Stakeholders also agreed that improving profitability was essential to encouraging new entrants,
encouraging producers who have terminated certification to consider re-certification, and
promoting farm succession. At the in-person meeting, certification subsidies were perceived
very favourably; however, the group recognized they could not be indefinite, but rather spread
over a period of time to help the organic sector build its certification value. It was understood
that this is a transitional period for the sector. The national regulation has resulted in a
significant cost increase for most organic farms, but the value of the regulation has yet to be
noticed at the farm gate level. The main challenges to existing operations and to future
expansion were cost and availability of labour, financing and access to capital.  Many survey
respondents indicated that subsidies for labour and infrastructure would be needed to motivate
business expansion. About 44% of respondents indicated revenues of less that $10,000; around
40% indicated costs exceed revenues and about 10% are only breaking even.

Consumer Education: There exists a considerable amount of confusion in the market place
about organic products and products that make use of other green labels such as ÒnaturalÓ and
ÒecologicalÓ. Lack of consumer awareness was cited by slightly less than 44% of organic sector
survey respondents as a significant impediment to expansion of the organic industry (Evidence
of this was apparent in a recent poll of 25,000 Canadians, which resulted in the finding that 45%
of consumers trust ÒnaturalÓ claims over organic labels (BrandSpark, 2010)).  Many respondents
indicated that better labelling would create a Òlevel playing fieldÓ, help to clarify consumer
confusion, and provide clear rules and standards. Many respondents indicated that enhancing
consumer education would have the single biggest positive impact on their operations, and that
improving consumer awareness would be an appropriate role for ACORN to better serve the
industry. At the in-person meeting, stakeholders further emphasized how important building
quality relationships are to the success of local organics. The group felt that it is important to
reach out to their customers in order to better understand and meet their needs.

Sector Capacity: It is generally acknowledged that the organic sector is characterized by small-
scale producers / processors (about 60), high fragmentation, and very few large operations. The
sector as a whole is financially constrained, but is still showing considerable growth Ð with 43%
of survey respondents indicating that they had started organic production after 2004.  In the
organic sector survey about 19% of respondents admitted to a lack of business knowledge, 17%
to a lack of knowledge of regulations, about 13% to a lack of experience, and about 38% to a
lack of marketing knowledge. Other serious capacity problems include access to infrastructure,
labour availability, and access to capital, regulatory confusion, and questions regarding the
benefits of certification.  During the in-person meeting, several stakeholders voiced their
concerns about succession planning and supporting new entrants. Concern for the aging
farming population is high: The average age of farmers in the province is 58 (Agricultural
Alliance of New Brunswick) and only 9% of Canadian farmers are under the age of 35. Although
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organics is attracting noticeable attention from young people (almost 25% of attendees of the
2010 ACORN Conference were under 40), start-up capital and extension support are significant
hurdles to making a successful entry to farming.

Market Access and Distribution: It is difficult for organic producers to place product in the
marketplace due to limited access to points of sale that are convenient to the general consumer.
Survey respondents indicate that most sales occur either on the farm or at farmersÕ markets.
Both of these outlets offer limited exposure to large numbers of consumers. A small volume of
sales are placed with retailers and wholesalers and there are very few community supported
agriculture initiatives. Generally, only dedicated organic product consumers know where to buy
what they want. The public (potential consumers) is not introduced to organic products on the
store shelf. Slightly more than 38% of respondents indicated that difficulty with
wholesalers/retailers was a serious barrier facing the organic industry in general. The
distribution system is also constrained. Many organic producers do not have the infrastructure to
avail themselves of climate controlled shipping, consolidation, and bulk transportation offering
economies of scale. The lack of an effective distribution network and the lack of processing
facilities were considered a significant barrier facing the organic industry by almost 47% and
43% of survey respondents, respectively. At the in-person meeting, participants recognized that
their direct sales were an important means of building relationships and further educating
consumers. The group also felt they had a unique selling position in being local and organic.

Certification and Regulations: Participants of the in-person meeting strongly believed in
certification and its importance, although they recognized that not all producers feel this way.
The group envisioned that certification could be a more positive process Ð less burdensome and
expensive Ð with greater public and intrinsic value. This vision followed the knowledge that
almost 20% of survey participants did not intend to remain involved in certified organic
production for the next two years. The main concerns with the current organic certification
system were cost, paper burden and inefficiencies. However, about 25% of respondents
indicated that at this time, there is no need for certification to serve their existing markets and
therefore, slightly more than 21% indicated there is no financial incentive to do so.  It is
important to acknowledge that the survey targeted mostly certified organic producers, but it did
include several operators who are simply considering the organic route, as well as several
operators who have recently ceased organic production.

The need for greater understanding of organic regulations and standards was another critical
issue identified both in the survey results as well as the in-person forum. In some jurisdictions
(i.e., QuŽbec) the word ÒorganicÓ is regulated and cannot be used unless the producer has been
certified by certification agencies recognized by the provincial accreditation system. This is not
true in New Brunswick for those operators who produce and sell ÒorganicÓ in the province
without certification (close to 200, as per Stats Canada). As the existing regulations do not apply
within province, survey respondents felt that organic consumers and organic producers are not
protected; respondents also felt that there is insufficient enforcement. In addition, 17% of survey
participants indicated that the lack of knowledge about regulations by producers and processors



ACORN New Brunswick
Strategic Plan 2010-13
Atlantic Canadian Organic Regional Network
Sackville, NB
March 31, 2010

ACORN_Strat_Plan_Fin#6EE2B5.doc Page 9

was a significant problem. More telling, perhaps, is the fact that almost 27% of respondents
admitted not knowing enough about the new Organic Products Regulations.

3.1 KEY RESULT AREA: CONSUMER EDUCATION

3.1.1 Strategic Priority

¥ Increase consumer understanding of the meaning of the term ÒorganicÓ.
¥ Increase consumer awareness of the benefits of New Brunswick produced organic

products.

3.1.2 Actions

Activities Potential Collaborators

Short-Term

Develop and distribute marketing materials that promote the
meaning of the new federal organic logo while encouraging
organic producers to use it on their products and marketing
materials.

ACORN/Stakeholders

Produce, identify and publicize research and information
supporting the benefits of organic production.

OACC/ACORN/Canadian Organic
Growers (COG)/ Falls Brook
Centre (FBC)/Organic Trade
Association (OTA)

Continue to promote and expand ÒLocal and Organic: Better
TogetherÓ campaign.

ACORN/Stakeholders

Medium-Term

Educate the appropriate health care and environmental
organizations about the benefits and availability of organic
products in the province.

ACORN/ New Brunswick
Conservation Council/ New
Brunswick Environmental
Network/FBC/stakeholders

Invite elected officials (municipal, provincial, federal), senior
government management personnel, and the media to organic
farms and events.

Stakeholders

Long -Term

Develop mechanisms and materials to educate consumers (e.g.,
Local Organic Better Together campaign, calendars, cookbooks,
cooking classes, websites, post-cards, true cost accounting (food
miles, water pollution etc.).

ACORN/Stakeholders/Community
groups/Environmental
organizations
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3.2 KEY RESULT AREA: SECTOR CAPACITY

3.2.1 Strategic Priorities

¥ Enhance producer / processor education.
¥ Increase the number of certified organic producers in the province.
¥ Increase the amount of New Brunswick certified organic product.

3.2.2 Actions

Activities Potential Collaborators

Short-Term

Maintain development on the New Brunswick Organic
Strategic Plan by organizing annual planning and
evaluations sessions.

New Brunswick ACORN Committee
/Stakeholders/New Brunswick Department
of Agriculture and Aquaculture (NBDAA)

Keep organic producers connected and informed of the
latest issues that affect the sector.

ACORN/NBDAA/Stakeholders

Encourage off-season product availability through
season extension and improved storage facilities.

ACORN/Stakeholders/NBDAA

Expand and promote ACORNÕs Organic Transition
specialist services in New Brunswick.

ACORN/NBDAA/Certification Agencies

Host information sessions on standards and
regulations.  Create and distribute easily understood
fact sheets explaining the COS and OPR and the
benefits of provincial implementation of the OPR.

ACORN/OFC/COG/Canada Organic Office
(COO)/OTA/Certification Agencies

Medium-Term

Expand services and outreach to the New Brunswick
Francophone community.

ACORN/NBDAA/Stakeholders

Request government and/or organizations to coordinate
Organic Field Days for producer education.

New Brunswick ACORN Committee
/NBDAA/Stakeholders

Investigate, initiate and support projects that will allow
the establishment of appropriate infrastructure for
processing organic crops and meat.

NBDAA/Stakeholders/New Brunswick
Agricultural Council (NBAC)

Long -Term

Encourage a public institution procurement policy for
local organic products (nursing homes, schools,
hospitals etc).

New Brunswick ACORN Committee
/NBAC/FBC/COG/ New Brunswick
Agricultural Alliance/Stakeholders
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3.3 KEY RESULT AREA: MARKET ACCESS AND DISTRIBUTION

3.3.1 Strategic Priorities

¥ Develop a provincial market access strategy.
¥ Develop an effective distribution system for organic products.

3.3.2 Actions

Activities Potential Collaborators

Short-Term

Develop an organic marketing and distribution plan for the
province that would include:
¥ Exploring existing distribution models, identifying and

collaborating with existing distribution channels.

¥ Developing a system for import replacement.

¥ Facilitating product movement and inventory.

¥ Encouraging the development of a cooperative marketing
strategy.

New Brunswick ACORN
Committee
/NBDAA/Stakeholders/NBAC

Develop an annual list of certified organic producers for
distribution to consumers.

ACORN/NBDAA/Certification
Agencies

Work with local stores to increase ordering of local organic
product.

Stakeholders/ACORN

Continue working with and supporting restaurants with interest in
local organic products.

ACORN/Stakeholders

Long-Term

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

ACORN/NBDAA/Stakeholders

Conduct a New Brunswick consumer profiling survey to better
understand the consumer and to ensure the sector is meeting the
goals outlined in this strategic plan.

New Brunswick ACORN
Committee/ Stakeholders
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3.4 KEY RESULT AREA: CERTIFICATION and REGULATIONS

3.4.1 Strategic Priorities

¥ Make certification more attainable through a cost-sharing program.
¥ Make certification more possible by reducing the paper burden related to certification.
¥ Work towards internalizing the federal regulations so that what applies at national level

also applies in New Brunswick.

3.4.2 Actions

Activities Potential Collaborators

Short-Term

Secure support from NBDAA to minimize certification
costs and reduce certification exit through a cost-sharing
program such as programs already in place in Prince
Edward Island and the United States.

ACORN/NBDAA/ODI/Certification
Agencies/ New Brunswick ACORN
Committee

Work with provincial and federal governments, OFC and
provincial organic organizations in other provinces to
implement the provincial regulation of the OPR.

New Brunswick ACORN
Committee/ACORN/NBDAA/OFC

Continue to build awareness of the benefits of national
regulation and implementation of the provincial regulation.

New Brunswick ACORN
Committee/ACORN/OFC/Certification
Agencies

Develop certification consultation services (including
record-keeping system development).

ACORN/NBDAA/ODI

Promote the multi-faceted benefits of certification
(traceability and accountability; environmentally
sustainable; customer guarantee; marketing clarity;
sector-wide information sharing and promotion; a process
defined by industry).

ACORN/Stakeholders/Certification
Agencies

Continue to encourage government to recognize
Ecological Goods & Services that are offered by the
organic sector.

New Brunswick ACORN Committee

Medium-Term

Encourage FarmersÕ Markets to adopt organic policies
that promote certification and protect consumers from
misleading claims.

Stakeholders/ New Brunswick ACORN
Committee/ACORN/ New Brunswick
Farmers Markets

Ensure continued funding to update and maintain the
inputs database.

ACORN/OFC

Continue to provide support to recruit new entrants by
expanding and promoting the services of the Organic Path
website as well as the organic Transition Specialist
services, and by having a presence at non-organic events
and related sector meetings.

ACORN/Stakeholders/ New Brunswick
ACORN Committee/ New Brunswick
Agricultural Alliance
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3.5 KEY RESULT AREA: FINANCIAL VIABILITY

3.5.1 Strategic Priorities

¥ Seek financial support for initiatives that support sector growth and that are designed to
reduce costs.

¥ Reduce regulatory costs assigned to food-related agri-businesses.
¥ Collect and share information related to financial best practices.

3.5.2 Actions

Activities Potential Collaborators

Short-Term

Minimize the costly and bureaucratic barriers to self-sustaining,
small-scale, food-related business (for example:  various fees, non-
scale-appropriate regulations and proposed Farmers' Market
permits).

New Brunswick Agricultural
Alliance/ACORN New Brunswick
Committee/

NBDAA/Stakeholders

Support expansion efforts for both new entrants and established
producers for maintaining and improving infrastructure.

ACORN/NBDAA/ODI

Develop and maintain an accessible resource for market pricing
information.

ACORN/Stakeholders/NBDAA

Work with government to develop a pilot program to address
organic on-farm labour requirements (such as an agricultural
Student Employment Experience Development (SEED) program).

ACORN/NBDAA/ New Brunswick
Agricultural Alliance

Medium-Term

Facilitate awareness and uptake on government developmental
programs by organic stakeholders.

NBDAA/ACORN/ACORN New
Brunswick Committee

Collaborate with government to improve business development
support, training and resources, including one-on-one services.
These mechanisms and materials should include: cost of
production; value pricing; scale-appropriate quality control training;
information on breakeven thresholds; calculation of true costs;
identifying centres of profit/loss; and unit pricing/costing
approaches.

New Brunswick ACORN Committee
/ACORN/NBDAA/NBAC

Support and continue to develop programs for mentorship and
apprenticeship opportunities.

ACORN/ Stewards of Our
Irreplaceable Land (SOIL)
/Stakeholders

Long -Term

Support the development and maintenance of regional
infrastructure: collective storage facilities; livestock/poultry abattoir
(mobile); and small scale processing facilities.

NBDAA/Stakeholders/ODI
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4.0 PERFORMANCE MEASUREMENT

4.1 Performance Goals
The organic sector has adopted the following performance goals:

1. A marketing system that educates consumers; makes it convenient for consumers to
purchase organic products and makes it easier for farmers to sell their products at a
profitable price.

2. A distribution system that is easy to access, that protects the integrity of the organic
system and encourages farm growth and expansion. Over time this distribution system
should include processing facilities. In order to sustain the plans identified in the sector
survey for producer expansion, it is recognized that financial support for processing
facilities are needed urgently.

3. Educational resources for producers to enable them to take advantage of available
technologies to:  produce a premium product; develop solid business plans that would
enable them to obtain financing; and take advantage of the marketing and distribution
systems listed above.

4. Funding for certification costs to encourage farmers to become certified and/or stay in
certified organic production while protecting the integrity of all organic products.

5. Internalizing the federal Organic Products Regulations within the province of New
Brunswick to protect organic integrity in the New Brunswick marketplace.

6. Improved on-farm infrastructure to support season extension and storage.
7. Facilitate and improve access to affordable on-farm labour to meet the requirements of

organic producers.

4.2 Measurement Framework
The organic sector believes it is important to be accountable for achieving its overall goal:

“Raise the profile of organic food production in New Brunswick by obtaining a greater
market share and appreciation for our products”.

Thus, the performance measurement system considers three areas: economy; efficiency; and
effectiveness. Much of the information collected concerning economy and efficiency is generally
internal information that the organic sector will use to monitor its financial performance (i.e.,
staying within budget) and to improve its internal processes (i.e., doing more with less).
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The measurement framework presented in Table 4.1 addresses effectiveness and helps the
organic sector to assess on an annual basis whether or not it is on target to reach the goal.
Reaching the goal will require focusing on five key result areas: consumer education, sector
capacity, market access and distribution, certification and regulations, and financial viability.
Each of these five key result areas is sub-divided into two or more strategic priorities. The
strategic priorities are essentially sub-goals for each of the key result areas. Each of the
strategic priorities will be accomplished by undertaking a number of activities.

The logic of this approach is that if the organic sector achieves the outcomes (or results) that
are expected from conducting a number of specific activities, it will also achieve the strategic
priorities. By achieving the strategic priorities, it follows that what needs to be done for each key
result area will be accomplished. Individual success in all key result areas will ensure success in
achieving the overall goal of raising the profile of organic food production in New Brunswick.


