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CHAIR
REPORT

represent a 71% increase in imports over existing
WTO import access for turkey. A new NAFTA
agreement was also renegotiated to in the fall of
2018, with the potential for a further 1.0 million
kgs of imports annually once ratified. These trade
agreements will have a detrimental impact on our
industry and we will actively watch them as they
develop.
For 2018/19, preliminary allocations were first set
at 88.00% of basic quota for broiler/hen and 87.75%
for toms. After a decrease to national whole bird
allocations, followed by new further processing
requests in Ontario for light birds, the broiler/hen
allocation was revised to 93.50% of basic, while tom
remained at 87.75%.

The TFO Strategic Plan was finalized last year
and provides guidance to the Board of Directors
and staff. Our plan’s theme is "Stabilize the base,
drive growth for the sector." It contains five
focus areas which include managing supply,
increasing consumption, governance, operations/
communications and public trust. The board
reviewed the plan in September to analyze the
focus areas and the status of the goals. We feel that
the plan has guided us well and we are pleased
with the progress made since embarking on this
process.

We welcomed Miranda Sargent who joined our
team in April as our full-time Office Administrator.
She has been working alongside all staff and is the
friendly voice when you call the office. We then
welcomed Carey Wood in May as the Finance and
Quota Administrator taking over for Lori Hilborn,
who is currently on long term leave. Our staff also
consists of Ryan Brown, General Manager; Emily
Haramule, Marketing & Communications; JonMichael Falconer, Markets Analyst; Greg Morrison,
Senior Field Inspector; Rachel Epworth, Field
Inspector and Chris Vanderkooy as part-time Field
Inspector.

As part of the plan we formalized the committees
by creating a template for terms of reference for
the committees so they stay within the scope of
their terms. Our committees were active including
the Regulation and Enforcement Committee who
worked diligently to assist staff in updating and
making proposed changes to the TFO General
Regulations which we anticipate implementing in
2019. TFO Events Committee supported the board
in successfully hosting the TFC Meeting in June
at the Delta Guelph, preparing for the AGM and
golf tournament. Producer communications were
the main topic discussed by the Communications
Committee and created the board meeting
highlighter as a new method of providing timely
information for our farmers after each monthly
meeting.

The Board of Directors had one change for this year.
In District 2, we welcomed Steven Vanderzanden,
who joined the Board in October 2018, succeeding
Paul Vanderzanden. Steven has been active on
TFO committees and continues to learn and grow
as a director. Paul first joined the TFO board in
1987 and served for over 20 years, taking time off
in 2001 and returning in 2010. He served in many
capacities including Chair, Vice Chair and Executive
Member, represented TFO at Farm and Food Care,
and sat on various committees during his time on
the board. District 1 is represented by Tim de Wit
and Matt Steele, District 2 is represented by Steven
Vanderzanden and Brian Ricker, District 3 is
represented by Chris DeGroot and James Schlegel
and District 4 represented by Greg Lansink.

The Marketing Committee met with each of our
agencies in July and December to review the
programs they implemented to promote Ontario
Turkey. Early in 2018, the Turkey Farmers of
Canada made the decision to put out a request
for proposal for a national marketing campaign
promoting Canadian Turkey. Based upon the
anticipated implementation in early 2019, the
committee evaluated our programs to select those
that they felt provided the most value for TFO.
They felt that we need to continue some provincial
marketing efforts but the national program will
cover off some of what was already being done.
We will monitor programming in 2019 to ensure
no redundancy is occurring between the two
programs and we are excited to see the programs
in action.

On behalf of the Board of Directors, we thank you
for your support in 2018 and look forward to a
successful 2019.
Respectfully submitted,

Brian Ricker,
TFO Chair

Trade agreements have also impacted our industry
in 2018. CPTPP came into force on December
30, 2018. Once fully implemented, CPTPP will
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2018-2019 Committees & representatives
Executive Committee

Events Committee

Chair-Brian Ricker
Vice Chair-Matt Steele
Exec. Member-James Schlegel

Greg Lansink
Brian Ricker
Annie Oegema
Kathryn Doan

Turkey Farmers of Canada

Quota Policy Committee

Director-Brian Ricker
Alternate-Matt Steele

Finance & Audit Committee
Chair-Matt Steele
James Schlegel
Tim de Wit

Chair-Chris DeGroot
Greg Lansink
Matt Steele
Brian Ricker
Reg Cliche
Paul Borg

Marketing Committee

Enforcement & Regulation Committee
Chair-Greg Lansink
Steven Vanderzanden
Matt Steele

Chair-Brian Ricker
Tim de Wit
Greg Lansink
Devon Altena
Clair Doan

Feather Board Command Centre
Chris DeGroot
Ryan Brown

Communications Committee
Chair-Tim de Wit
Greg Lansink
Steven Vanderzanden
Ingrid DeVisser
Colin Brubacher

Ontario Federation of Agriculture
Greg Lansink

Farm and Food Care
Steven Vanderzanden

Turkey Advisory Committee
Brian Ricker
Matt Steele
James Schlegel
Ryan Brown

Poultry Industry Council
Greg Lansink

Negotiation Committee
Brian Ricker
Matt Steele
James Schlegel
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District Committee Representation
District 1

Directors

Matt Steele

Tim de Wit

George Campbell

Clair Doan

Directors

Brian Ricker

Steven Vanderzanden

Committee Representatives

Andrew Pols

Paul Vanderzanden

Chris DeGroot

James Schlegel

Lambert Altena
Colin Brubacher

Dave Arand
Tom Hayter

Paul Karges

Mike Forestell

Henry Lansink

Committee Representatives

District 2
District 3

Directors

Committee Representatives

District 4

Director

Committee Representatives

Wayne Oegema

Greg Lansink
Ingrid DeVisser

6

Ontario Basic Quota Holdings and Number
of Producers by County
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Marketing Highlights
Foodservice Program
Events & Shows
Ontario Turkey foodservice ambassadors participate at various
events and tradeshows representing turkey throughout the year.
Events this year included:
•
Restaurants Canada Show February 25-27
•
Demos as the National Home Show on March 11 & 15
•
Canadian College and University Food Service Association
(CCUFSA) June 28-29 to network with student chefs
•
Canadian Association of Foodservice Professionals (CAFP)
conference on September 3
•
Halton Healthcare Conference October 3
•
Ontario Family Studies Conference on November 3
•
Girlfriends Getaway on November 10 and XMUS event on
December 1 both in Huntsville.
Educational Programs
We placed an emphasis on educational programs for students this
year. The programs supported include:
•
Yummy Lunches program Spring & Fall. This program
involved other commodity groups and had recipes
developed and taught to 10 classes each season.
•
Turkey 101 was taught to grades 7, 8 and 9 in 14 classrooms at
various schools in the GTA.
•
George Brown College Culinary Competition was held
in November. Forty student entries were submitted for
international themed street food recipes and the top four
competed for cash prizes
•
Sponsorship of Growing Chefs Ontario, an educational
cooking program based out of London. They will integrate
Ontario turkey products into their programs.
Sponsorships
Each year we provide support for fundraising events including the
Tim Horton's Children's Foundation (THCF) Golf event, Friends
of We Care Golf event and Tour for Kids Bike event. THCF has
added four turkey products available to the camps which serve
over 20,000 campers yearly.
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Promotional Programs
Supperworks (10 locations across Ontario)
• Meal assembly kitchen where consumers go to prepare meals to take
home or pick up freezer meals
• They included Blueberry Turkey Burgers, Turkey Hummus Pitas, Roasted
Turkey Breast and Turkey Pumpkin Chili
Dukes Pubs (7 Toronto locations)
• June-July they ran a turkey burger promotion during the World Cup of
Soccer and also served turkey chowder
• September-October they ran a turkey fajita promotion with a consumer
contest for a holiday turkey kit
Summer Sizzlin Program
• For the months of July and August, 76 units ran this annual promotion
• For each turkey item purchased customers were entered into a draw for a
weekly prize pack and grand prize of Resorts Ontario gift certificate
Burger Wars
• Held in conjunction with the Newmarket Beer Festival June 9-16, sponsoring this event encouraged restaurants to add a turkey burger to their
menu and enter into the burger contest
• Ten operators were involved and three featured turkey burgers
Smokes Poutine
• From mid September to mid October this promotion ran in 40 units
across Ontario to promote the Thanksgiving Poutine featuring pulled
turkey

Turkey on Tour

We took turkey on a road trip in 2018 reaching 52 stores across 29 cities,
4 festivals and 3 events. From May to September we achieved:
•
39,200 samples-combination of breaded strips, burgers, kabobs
•
33,000 booklets
•
13,000 coupons for $1 off product
•
5% coupon redemption rate at Farm Boy
•
Approximately 50% increase in sampled SKUs at Fortino's
locations
•
Sponsorship of Kempenfest in Barrie
•
Partnership with Lilydale including product and coupons
•
Hayter's Farm coupons at Farm Boy and Longo's locations
Grocery locations included Longo's, Fotinos, Loblaw, Zehrs, Your
Independent Grocer, and Farm Boy. The tour also had some media
opportunities including CHCH and CTV Morning Live Ottawa, CTV
Kitchener News at Noon and online news sites reaching over 8 million.
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ON Turkey TV

The first Tuesday of the year we filmed our first and continued
through to post a video every Tuesday at 2:00 pm on our Facebook
page. Most videos were recorded live but we did use some prerecorded videos when necessary. Here are some statistics on our
videos:
• Average length of 12 minutes
• 10,000+ views when video was boosted
• Guests included Ted Reader, Emily Richards, Hayter's, Tim
de Wit, Weber Grill Academy (pictured), and many more
• We used small giveaways like cookbooks and coupons for free product from Lilydale to
increase and gain new viewers

Media Relations

A total of 45 print/online/TV articles provided us with over 12 million reach.
Television outreach includes Breakfast Television, CTV Kitchener News @
Noon, CHCH, CTV Morning Live Ottawa, and Rogers Daytime Ottawa.

Recipe Development

This year our focus was on quick and easy, family friendly recipes. We
developed and photographed a total of ten new recipes that were
utilized for various programs throughout the year. Pictured is Chip
Crusted Turkey with Potato Waffles; Maple Smoked Turkey Breast is
also featured on the cover.

Digital Media Programs

A large part of our generic marketing dollars were
allocated towards digital marketing as that is where
our consumer spends a majority of their time before,
during and post grocery shop. The Yummy Mummy
Club (YMC) assisted to select seven online influencers
each for Winter warm up and Summer barbecue. They
created custom content on their blog that they shared
on their various social platforms resulting in 200,000
impressions.
Social media advertising including carousel and video ads were used to drive traffic to the website for
recipes and information. Social ads drove 17,000 clicks through to the site. New for TFO we used paid
search allowing us to target audiences based on their search query and reach them during specific points
in their search journey. Using this we drove 20,000 clicks through to our website.

LCBO Food & Drink

Our recipe booklet appeared in the early summer edition of the magazine with a focus on summer inspired recipes. This publication has circulation of over 560,000 across the province.
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Promotional Partnerships

Today's Parent
TFO sponsored a recipe hub featuring 24 turkey recipes and were included
in the Mealtime App that the company operates. We used this to reach our
consumer before and during their shop. This app allows for selected recipes
to be inserted into a shopping list that they can use during their grocery
trip. The recipe hub had over 418,000 page views and they spent an average
of 1.2 minutes on our recipes.
Chatelaine
Our partnership with Chatelaine occurred in September-October where we provided sponsored recipes,
display ads and video content for their site. It was geotargeted to Ontario
only and the Let's Talk Turkey hub had over 23,000 views. Chatelaine also
pushed our content through their social channels and provided some great
results for us:
•
Facebook-308,000 impressions and 15,000 clicks through to the site
•
Twitter-306,000 impressions and 4,500 clicks
•
Instagram-949,000 impressions, 863,000 insta-story impressions and
6200 clicks
In-Store Activity
A booklet was created called You Can't Not Turkey which provided whole turkey and turkey breast recipes and was in-store December through to mid-January. At 560 stores across the province, over 280,000
booklets were distributed.
Royal Agricultural Winter Fair
On October 3, the Royal Harvest Dinner was hosted in the Royal Room
sponsored by Ontario Turkey. This was the kick-off to announce the
culinary academy of which Ontario Turkey was a main sponsor. Chef
Alida Soloman from Tutti Matti was our chef for the evening and she
prepared a wonderful turkey meal for a group of selected influencers.
November 2-11 we sponsored 10 cooking classes taught by celebrity
chefs from around the GTA and had three additional classes utilize
turkey in their recipes. Through the classes we were able to reach 400
participants with turkey recipes.
We received on-site signage at the
academy stage and were able to have
producers speak to the group before the
class began. It was a great opportunity
for farmers to speak with the group. We
appreciate those that took time away
from their farm to speak with consumers about turkey farming.
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TURKEY FARMERS OF CANADa
HIGHLIGHTS
The Comprehensive and Progressive Agreement for Trans-Pacific Partnership (CPTPP) and Canada-United
States-Mexico Agreement (CUSMA) negotiated in 2018 will have a detrimental impact on the Canadian
turkey sector by opening up significant access to our market for other countries. Turkey Farmers of Canada
(TFC) anticipates Canadian turkey production will decrease by 2 per cent as a result.
We are drawing on our strengths to meet this challenge directly. Research indicates that Canadian consumers
prefer locally produced food, and more than ever want to know how it has been prepared before getting to
the grocery store or their table. Our mandatory on-farm programs continue to be an essential component of
earning the trust and confidence of Canadians in Canadian turkey.
The TFC On-Farm Food Safety Program© received full Federal/Provincial recognition in 2018 under the
Canadian Food Inspection Agency’s (CFIA) Food Safety Recognition Program. TFC is only the fourth
national group to be so recognized for the effective implementation and management of a food safety system
demonstrating nationally consistent and effective practices.
The Canadian turkey industry also continued to build consumer confidence and to meet the needs of
government, processors, retailers, and restaurants through the implementation of the strategy for the
reduction of antibiotic use, while preserving options to maintain the health and welfare of turkeys.
The strategy has set timelines to eliminate the preventive use of antibiotics important in human medicine.
The preventive use of Category II antibiotics was eliminated by the end of 2018 and Category III antibiotics
will be eliminated by the end of 2019.
Starting in 2017 and continuing through 2019, was a review of the TFC National Commercial Quota
Allocation Policy. This review focussed on improvements to the Policy, in particular to improve aspects of it
that emerged over time as requiring strengthening. The Committee reported to the November TFC meeting
and will submit a final report to the TFC March meeting.
Turkey is a high value product that is lean and nutritious, and raised with rigorous standards.
We have an appealing story to tell consumers, so we need to ensure Canadians hear about turkey
throughout the year rather than only festive occasions. To that end, TFC’s Board approved
a five-year enterprise to raise awareness and educate Canadians about the benefits of turkey.
The “Think Turkey” marketing campaign, funded through an equal partnership of producers and processors
will be national, involve extensive advertising including broadcast media and billboards, and is designed to
showcase regional diversity. This requires a producer and a processor levy to support it; an investment we
believe we need to make now for a five-year commitment. Building on our sector’s strong foundations, we
will continue to earn the trust of Canadian consumers and a regular place for turkey on their menus in 2019
and beyond.
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Feather board Command centre
2018 year in review
Submitted by Tom Baker, FBCC Project Manager/Incident Commander
Highly pathogenic Avian Influenza (HPAI)
In 2018 Canada did not experience any reportable Avian Influenza incidents. However, the ongoing global
HPAI epidemic wave, which began in 2013, is of concern due to in its high numbers of: 1) countries and
territories affected by HPAI in domestic birds; 2) outbreaks (affected farms, villages, or backyards); and
3) circulating virus subtypes. Consequently, control and eradication is complex. New evidence confirms
that the wild bird virus reservoir represents a risk to poultry especially when combined with biosecurity
breaches.
Infectious Laryngotracheitis (ILT)
In 2018, the FBCC assisted in the management of 7 cases of Infectious Laryngotracheitis (ILT) in chickens;
two of these were in commercial layer flocks, 4 in small flocks and for the first time in several years, one
broiler chicken flock. Through FBCC’s timely release of biosecurity advisories and distribution of zone maps,
farmers and service providers in the affected risk area were able to reinforce their biosecurity practices to
prevent spread of this highly infectious disease. FBCC also collaborated with farmers, their veterinarians
and industry stakeholders in preventing disease spread.
Disease Insurance: “Sustaining the Poultry Industry in the Face of Infectious Disease Outbreaks Utilizing
Movement Permits and Risk Transfer Programs”
This 2-year project supported by Agriculture and Agri-Food Canada’s Agri-risk program has been
successfully completed. The results of extensive risk and loss quantification modeling followed up with
actuarial analysis has enabled the Ontario feather boards together with our collaborators to pursue and
secure insurance products that will protect all poultry producers from outstanding losses resulting from
a reportable Avian Influenza incident. Together with enhanced biosecurity protocols and more accessible
CFIA movement permits, this insurance will support uninterrupted production of poultry products during
any future HPAI outbreaks. This new AI disease insurance program is provided by the Poultry Insurance
Exchange (PIE), a well-known and long-standing farmer-controlled disease insurance reciprocal.
New FBCC Strategic Plan (2018-2020)
The FBCC Board completed a 2018-2020 Strategic Plan that updated its Mission as follows:
To coordinate the Ontario poultry industry’s emergency response to targeted diseases
(federally reportable and ILT) through promoting preparedness, prevention, response and recovery.
There is a commitment to increased staff training, regular outbreak simulations and most notably to
more closely integrating our disease preparedness and response efforts with that of our industry partners.
The EQCMA organizational model in Quebec which incorporates upstream and downstream strategic
partners has been studied closely. In addition, plans are underway to collaborate with federal and provincial
governments to carry out a functional foreign animal disease response exercise this year.
To receive FBCC Disease Alerts and have access to FBCC’s extensive resource and archive library, register
and subscribe to www.fbcc.ca
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Farm and Food Care
2018 Higlights
Submitted By Kelly Daynard, FFCO Executive Director
Gold member supporters, like Turkey Farmers of Ontario (TFO), are essential to the success of Farm & Food
Care Ontario’s (FFCO) projects and initiatives. Many initiatives over the last year have benefited Ontario’s
turkey farmers directly.
COMMUNICATIONS & OUTREACH
The Real Dirt on Farming 2018
Following the release of the fourth edition of The Real Dirt on Farming in 2017, several distribution goals for
the publication were met in 2018. The 12-page digest was inserted in the Globe and Mail, reaching 200,000
households across the country. Copies have been mailed to elected officials and Registered Dietitians across
Canada. Four million copies of The Real Dirt on Farming booklet have now been distributed to Canadians
since the publication’s inception in 2006.
Breakfast on the Farm
Breakfast on the Farm is Farm & Food Care Ontario’s largest public event series. Each year, it provides
thousands of visitors with the opportunity to enjoy a free all-Ontario breakfast on a real, working Ontario
farm, and have their questions answered by the farmers themselves. In 2018, more than 4000 guests and 220
volunteers participated in two Breakfast on the Farm events in the Ancaster and Ottawa areas. Appreciation
goes to the turkey farmers who volunteered to work alongside Wishbone the mascot in the TFO exhibit
at Breakfast on the Farm in Ancaster, joining dozens of other commodity groups and agribusinesses in an
excellent public showcase of Ontario’s agriculture and food sector.

ANIMAL CARE INITIATIVES
Animal Care Helpline
FFCO’s Animal Care Helpline fielded 26 calls in 2018. Many of the callers are from the farm community
and are concerned about potential situations they see. The Helpline continues to serve the important role of
allowing an opportunity for peer to peer education and assistance in situations that stem from unforeseen
personal or financial circumstances, where assistance from within the agricultural community can be most
effective. FFCO offers training for commodity partners and their members who are tasked with following
up on animal care concerns.
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Livestock Emergency Projects
In 2018, FFCO continued to be active in Livestock Emergency Preparedness projects including; the
distribution of a Truck Rollover Guide to all 450 of Ontario’s fire departments; and delivering presentations
covering fire prevention and emergency preparedness to livestock commodity groups, county councils, and
first responders.
In September, FCCO received notice that the Ontario Livestock Emergency Preparedness project had
received funding for 2019 from the Canadian Agricultural Partnership through the Agricultural Adaptation
Council. This new project will be a continuation of our efforts to promote barn fire education and truck roll
over training into 2019.
As part of the Barn Fire Awareness Project, Farm & Food Care Ontario continues the FLIR (heat sensing)
equipment lending program. The FLIR sensor can often detect heat corrosion in receptacles, plugs, and
panels in livestock barns which are some of the major causes of barn fires. By using the FLIR modules,
farmers can check for potential risks on their own farms. FLIR modules can be borrowed from the FFCO
office.
ENVIRONMENT INITIATIVES
Timing Matters Working Group
The Timing Matters Working Group is a coalition of farm organizations that promotes responsible manure
application stewardship. The Peer to Peer group is a sub-committee, which includes representatives from
TFO and FFCO, focuses on winter manure management with the goal of increasing nutrient efficiency and
reducing the environmental risks that result from spreading manure on frozen or snow covered ground.
FFCO was instrumental in the Peer to Peer group securing (72K) in funding from the Environment Canada
Lake Erie Fund for initiatives over the next two years.
Farm Environmental and Farm Animal Care Advisory Councils
In 2018, three council meetings, comprised of FFCO’s Platinum, Gold and Silver members covered topics
including; glyphosate on trial in California court and the court of public opinion, changes to anti-microbial
legislation, pesticide re-evaluation at PMRA, and updates on farm fires awareness. These meetings are
becoming a key venue in Ontario agriculture to bring together stakeholders from across our diverse industry
to discuss issues of relevance to everyone and help shape the work that FFCO is doing in the areas of farm
environmental sustainability and farm animal care.
Appreciation goes to Paul Vanderzanden who represented TFO at the Animal Care Advisory Council table
for many years and to Steven Vanderzanden who has recently replaced his father in this role.
TO LEARN MORE
To learn more about all of Farm & Food Care’s animal care, environment and outreach initiatives, visit www.
farmfoodcareON.org. Comments and questions can always be directed to Farm & Food Care staff directly
at info@farmfoodcare.org
Anyone interested in keeping current on Farm & Food Care Ontario initiatives can subscribe to the monthly
e-newsletter by emailing info@farmfoodcare.org.
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TFO Market Update
Turkey Production
Ontario turkey farmers marketed 73.8 Mkgs at Ontario plants in 2018, a 2% decrease from 75.3 Mkgs in
2017.
Calendar year production in 2018 was influenced by several factors:
• Ontario’s 2018/19 whole bird allocation in was 1,575,470 Mkgs less than 2017/18
• Ontario’s 2018/19 further processing allocation was 1,618,052 Mkgs higher than 2017/18—
these allocation increases were in the broiler/hen category
• 2018/19 Section 2 export allocations were lower than 2017/18
• Due to increased live exports to the US in 2018, breeder marketings to Ontario plants were down
versus 2017
Turkey production for all of Canada was 168.1 million kgs in 2018, a 2.1% decrease from 2017 production
of 171.7 Mkgs.

Ontario Allocation

Preliminary allocations for 2018/19 were first
set at 88.00% for broiler/hen and 87.75% for
tom/breeder. After a decrease to national
whole bird allocations and incremental
requests for further processing volumes
in Ontario, the broiler/hen allocation was
ultimately revised to 93.50%.
In addition, the Board of Directors allocated
160,188 kgs for organic production to
producers in 2018/19, an increase from
80,950 kgs in 2017/18.
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Broilers - Average Minimum Price, by Year

Live Pricing
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Overall, live prices increased in 2018. Compared
to 2017, average broiler prices were up 2.8%, hen
prices 3.3% and tom prices 3.6% in 2018. Per
the table below, the primary driver of live price
increases in 2018 was increased per-tonne feed
costs used in the Ontario pricing formula, which
were up between 5-7% in 2018. For some pricing
categories, a secondary factor was increased poult
costs in 2018.
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Further information on Feed & Poult costs and
producer margins is available in the section
“Producer’s Gross Margin over Feed & Poult.”
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National Disappearance
2018 overall national disappearance is
estimated at 4.2 kgs per capita, in line with
prior years, which have ranged between
4.1-4.3 kgs per capita.

Canadian Turkey Disappearance per Capita
5.0
4.5
4.0

4.2

4.1

4.2

4.1

4.2

4.3

4.2

4.2

3.0

4.3

Sources:
•
Disappearance per TFC data
•
Population data per StatsCan, July 1 estimates

4.4

KGs 3.5

2009

2010

2011

2012

2013

2014

2015

2016

2017

2018

2.5
2.0

17

National Stocks, Supplies, Disappearance
(in millions kgs evisc.)
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Provincial Commercial Allocations
Provincial Further Processed Allocations (evisc. kgs)

Provincial Shares of National Further Processed Quotas

Provincial Whole Bird Quota (evisc. kgs)
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Ontario Production Coefficients
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Ontario Basic Quota, by Category and Quota
Year
2012/13 - 2019/20
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INDEPENDENT AUDITOR'S REPORT

To the Members of: Turkey Farmers of Ontario
Opinion
We have audited the accompanying financial statements of Turkey Farmers of Ontario, which comprise the
statement of financial position as at December 31, 2018 and the statements of changes in net assets, operations
and cash flows for the year then ended, and notes to the financial statements, including a summary of significant
accounting policies.
In our opinion, these financial statements present fairly, in all material respects, the financial position of Turkey
Farmers of Ontario as at December 31, 2018 and the results of its operations and its cash flows for the year then
ended in accordance with Canadian accounting standards for not for profit organizations.
Basis of Opinion
We conducted our audit in accordance with Canadian generally accepted auditing standards. Our responsibilities
under those standards are further described in the Auditor's Responsibilities for the Audit of the Financial
Statements section of our report. We are independent of the organization in accordance with the ethical
requirements that are relevant to our audit of the financial statements in Canada, and we have fulfilled our other
ethical responsibilities in accordance with these requirements. We believe that the audit evidence we have
obtained is sufficient and appropriate to provide a basis for our opinion.
Responsibilities of Management and Those Charged with Governance for the Financial Statements
Management is responsible for the preparation and fair presentation of the financial statements in accordance
with Canadian accounting standards for not for profit organizations and for such internal control as management
determines is necessary to enable the preparation of financial statements that are free from material
misstatement, whether due to fraud or error.
In preparing the financial statements, management is responsible for assessing the organization's ability to
continue as a going concern, disclosing, as applicable, matters related to going concern and using the going
concern basis of accounting unless management either intends to liquidate the organization or to cease
operations, or has no realistic alternative but to do so.
Those charged with governance are responsible for overseeing the organization's financial reporting process.
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Auditor's Responsibilities for the Audit of the Financial Statements
Our objectives are to obtain reasonable assurance about whether the financial statements, as a whole, are free
from material misstatement, whether due to fraud or error, and to issue an auditor's report that includes our
opinion. Reasonable assurance is a high level of assurance, but is not a guarantee that an audit conducted in
accordance with Canadian generally accepted auditing standards will always detect a material misstatement
when it exists. Misstatements can arise from fraud or error and are considered material if, individually or in the
aggregate, they could reasonably be expected to influence the economic decisions of users taken on the basis of
these financial statements.
A further description of the auditor's responsibilities for the audit of the financial statements is located at RLB
LLP’s website at: www.rlb.ca/additional-auditor-responsibilities. This description forms part of our auditor's
report.

Guelph, Ontario
February 14, 2019

Chartered Professional Accountants
Licensed Public Accountants
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TURKEY FARMERS OF ONTARIO
STATEMENT OF FINANCIAL POSITION
AS AT DECEMBER 31, 2018
2018

2017

ASSETS
CURRENT
Cash
Accounts receivable (note 3)
Investments (note 5)
Inventory
Prepaid expenses

$

CAPITAL ASSETS (note 4)

836,432
65,459
2,521,560
9,214
9,942
3,442,607

$

1,313,190
106,911
1,706,099
12,799
9,417
3,148,416
15,890

39,406
$

3,482,013

$

3,164,306

$

231,898
61,964
125,555
419,417

$

209,148
42,032
150,826
402,006

LIABILITIES
CURRENT
Accounts payable and accrued liabilities (notes 6 and 10)
Government remittances payable
Deferred generic marketing revenue (note 11)

NET ASSETS
Unrestricted
Internally restricted contingent reserve
Internally restricted for research purposes

1,587,951
1,400,000
74,645
3,062,596
$

3,482,013

2,687,655
0
74,645
2,762,300
$

3,164,306

ON BEHALF OF THE BOARD:

_____________________________ Director

_____________________________ Director

See notes to the financial statements
See notes to the financial statements
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TURKEY FARMERS OF ONTARIO
STATEMENT OF CHANGES IN NET ASSETS
FOR THE ENDED DECEMBER 31, 2018

Unrestricted
Net
Assets

Internally
Restricted
Contingent
Reserve

Internally
Restricted
for Research
Purposes

2018

2017

74,645

$ 2,762,300

$ 2,577,759

Total

Total

NET ASSETS
Balance, beginning of year
Revenue
Disbursements
Excess of revenue over
disbursements for the year
Transfers (note 15)
Balance, end of year

$ 2,687,655

$

0

$

3,126,029

0

0

3,126,029

3,026,512

(2,825,733)

0

0

(2,825,733)

(2,841,971)

0

0

300,296

184,541

1,400,000

0

0

0

74,645

$ 3,062,596

$ 2,762,300

300,296
(1,400,000)
$ 1,587,951

$ 1,400,000

$

See notes to the financial statements
See notes to the financial statements
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TURKEY FARMERS OF ONTARIO
STATEMENT OF OPERATIONS
FOR THE ENDED DECEMBER 31, 2018
2018
BUDGET
(note 13)
REVENUE

Ontario license fees
Marketing grants
Overmarketing levies (note 7)
Other income
Investment income
Government grant

$

DISBURSEMENTS
Advertising and promotion
Marketing program
Exhibitions and fairs
Promotional material
General advertising and joint promotion
Administration and general
Salaries
Employee and post employment benefits
Directors - per diem
Rent and related charges
Travel and auto expense
Office and computer
Fees and grants (note 9)
Seminars and special events
Directors - expenses
Accounting and audit
On Farm Food Safety/FBCC (note 9)
Legal
Telephone
Amortization
Human resources management
Letter of credit charges (note 14)
Strategic planning/professional development
Research
Contingency
Total disbursements
OTHER

Generic marketing levies (note 11)
Generic marketing program (note 11)

(DEFICIT) EXCESS OF REVENUE OVER
DISBURSEMENTS for the year

$

1,344,825
144,719
0
40,000
64,000
0
1,593,544

2018
ACTUAL

$

1,376,977
144,719
105,384
61,241
35,460
0
1,723,781

2017
ACTUAL

$

1,367,531
144,719
87,202
55,560
34,784
20,287
1,710,083

100,500
62,250
47,000
5,000
214,750

92,480
64,573
45,824
3,667
206,544

97,348
78,059
53,646
4,709
233,762

569,095
119,985
103,450
85,000
65,000
83,000
50,650
49,000
47,363
20,000
22,000
50,000
18,000
12,000
20,000
2,320
290
0
25,000
1,369,863
1,584,613

544,817
107,645
113,212
76,907
65,782
59,837
50,023
49,565
39,542
25,000
22,166
19,883
16,607
14,867
8,487
2,311
48,636
0
0
1,216,941
1,423,485

526,016
156,854
124,900
84,502
50,076
57,576
44,157
19,688
38,461
36,175
20,972
25,352
18,140
6,713
15,712
2,311
15,539
0
1,291,780
1,525,542

1,344,825
(1,426,000)
(81,175)

1,402,248
(1,402,248)
0

1,363,894
(1,363,894)
0

(72,244) $

See notes to the financial statements
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See notes to the financial statements

300,296

$

184,541

TURKEY FARMERS OF ONTARIO
STATEMENT OF CASH FLOWS
FOR THE ENDED DECEMBER 31, 2018
2018
CASH PROVIDED BY (USED IN) OPERATING ACTIVITIES
Excess of revenue over disbursements for the year
Items not requiring an outlay of cash
Amortization

$

Changes in non-cash working capital
Accounts receivable
Inventory
Prepaid expenses
Accounts payable and accrued liabilities
Government remittances payable
Deferred generic marketing revenue

CASH PROVIDED BY (USED IN) INVESTING ACTIVITIES
Purchase of capital assets
Investments
NET CASH (DECREASE) INCREASE during the year
NET CASH, beginning of year

300,296

2017
$

14,867
315,163

6,713
191,254

41,452
3,585
(525)
22,750
19,932
(25,271)
61,923

47,254
(596)
620
(116,415)
(19,036)
3,638
(84,535)

377,086

106,719

(38,383)
(815,461)
(853,844)

(9,904)
(34,783)
(44,687)

(476,758)

62,032
1,251,158

1,313,190

NET CASH, end of year

$

184,541

836,432

$

1,313,190

See notes to the financial statements
See notes to the financial statements
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TURKEY FARMERS OF ONTARIO
NOTES TO THE FINANCIAL STATEMENTS
FOR THE ENDED DECEMBER 31, 2018

1.

OPERATIONS AND SIGNIFICANT ACCOUNTING POLICIES
The Turkey Farmers of Ontario is a marketing board established under the Farm Products
Marketing Act and is primarily engaged in the promotion of turkey sales and the regulation of
turkey production in Ontario. The organization is a not for profit organization and is exempt from
income tax.
The financial statements have been prepared in accordance with Canadian accounting standards
for not for profit organizations and include the following significant accounting policies:
(a)

INVENTORY
The inventory consists of advertising and promotional supplies and is valued at lower of
acquisition cost or replacement cost.

(b)

CAPITAL ASSETS
The capital assets are capitalized at acquisition cost.
Amortization is charged against revenue on a straight line basis at the following rates:
Leasehold improvements
Furniture and fixtures
Automobiles
Display units
Computer
Generic marketing equipment

(c)

10%
10%
25%
10%
25%
20%

IMPAIRMENT OF LONG LIVED ASSETS
Long lived assets are tested for recoverability whenever events or changes in
circumstances indicate that their carrying amount may not be recoverable. An impairment
loss is recognized when the carrying value exceeds the total undiscounted cash flows
expected from their use and eventual disposition. The amount of the impairment loss is
determined as the excess of the carrying value of the asset over its fair value.

(d)

REVENUE RECOGNITION
The organization follows the deferral method of accounting and recognizes revenue as
follows:
(i)

Ontario license fees are recognized when receivable based on the processing
date.

(ii)

Marketing grants are recognized when received or receivable and in the period to
which they relate.

(iii)

Overmarketing levies are recognized at the end of the quota year.

(iv)

Investment income includes interest and realized and unrealized gains and losses
and is recognized on an accrual basis.

(v)

Generic marketing levies are externally restricted and are recognized when the
related Generic marketing expense is incurred.

(vi)

Government grants are recognized when the related expense is incurred.
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TURKEY FARMERS OF ONTARIO
NOTES TO THE FINANCIAL STATEMENTS
FOR THE ENDED DECEMBER 31, 2018

1.

OPERATIONS AND SIGNIFICANT ACCOUNTING POLICIES (continued)
(e)

USE OF ESTIMATES
The preparation of financial statements in conformity with Canadian accounting standards
for not for profit organizations requires management to make estimates and assumptions
that affect the reported amounts of assets and liabilities at the date of the financial
statements and the reported amounts of revenues and expenses during the year.
Significant areas requiring the use of management estimates and assumptions relate to
prepaid expenses, useful life of capital assets and accrued liabilities. Actual results could
differ from those estimates.

(f)

FINANCIAL INSTRUMENTS
Measurement of financial instruments
The organization initially measures its financial assets and liabilities at fair value, except
for certain non-arm’s length transactions. The organization subsequently measures all its
financial assets and financial liabilities at amortized cost, except for investments, which
are measured at fair value. Changes in fair value are recognized in net surplus.
Financial assets measured at amortized cost include cash and accounts receivable.
Financial liabilities measured at amortized cost include accounts payable and accrued
liabilities and deferred generic marketing revenue.
Impairment
Financial assets measured at amortized cost are tested for impairment when there are
indicators of impairment. If an impairment has occurred, the carrying amount of financial
assets measured at amortized cost is reduced to the greater of the discounted future
cash flows expected or the proceeds that could be realized from the sale of the financial
asset. The amount of the write-down is recognized in net surplus. The previously
recognized impairment loss may be reversed to the extent of the improvement, directly or
by adjusting the allowance account, provided it is no greater than the amount that would
have been reported at the date of the reversal had the impairment not been recognized
previously. The amount of the reversal is recognized in net surplus.
Transaction costs
The organization recognizes its transaction costs in net income in the period incurred.
However, financial instruments that will not be subsequently measured at fair value are
adjusted by the transaction costs that are directly attributable to their origination, issuance
or assumption.

(g)

INTERNALLY RESTRICTED RESERVES
The internally restricted reserve for research purposes represents funds that are to be
used for future research purposes.
The internally restricted contingent reserve represents frunds that are to be used for
contingent expenditures as determined by the board of directors.
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TURKEY FARMERS OF ONTARIO
NOTES TO THE FINANCIAL STATEMENTS
FOR THE ENDED DECEMBER 31, 2018

2.

FINANCIAL INSTRUMENTS
Unless otherwise noted, it is management's opinion that the organization is not exposed to
significant interest, credit, currency, liquidity, or other price risks arising from their financial
instruments. The extent of the organization's exposure to these risks did not change in 2018
compared to the previous period.
The organization does not have a significant exposure to any individual customer or counterpart.

3.

ACCOUNTS RECEIVABLE
The accounts receivable as at the year end consist of:

2018

Ontario license fees
Overmarketing fees

4.

CAPITAL ASSETS AND AMORTIZATION

Leasehold improvements
Furniture and fixtures
Automobiles
Display units
Computer
Generic marketing equipment

5.

$

41,411
24,048

$

50,234
56,677

$

65,459

$

106,911

Accumulated
Amortization

Cost

2017

2018
Net

2017
Net

$

28,826
102,570
38,383
11,947
23,230
25,900

$

28,826
96,372
9,596
11,947
18,809
25,900

$

0
6,198
28,787
0
4,421
0

$

0
7,521
0
0
8,369
0

$

230,856

$

191,450

$

39,406

$

15,890

INVESTMENTS
Investments consist of the following:

2018

TD Cash account
Bank of Nova Scotia Guaranteed Investment
Certificate, 2.8%, due September 3, 2018
BMO Advisor's Advantage Trust Guaranteed Investment
Certificate, 2.72%, due November 19, 2018
Canadian Tire Bank Guaranteed Investment
Certificate, 2.45%, due February 15, 2018
Equitable Trust Guaranteed Investment Certificate,
2.4%, due January 4, 2018
Manulife Guaranteed Investment Certificate, 2.45%,
due February 13, 2018
Manulife Guaranteed Investment Certificate, 2.71%,
due October 30, 2018
B2B Bank Guaranteed Investment Certificate,
1.92%, due April 8, 2019
Bank of Nova Scotia Guaranteed Investment
Certificate, 2.51%, due November 11, 2019
B2B Bank Guaranteed Investment Certificate, 1.81%,
due September 21, 2020
33

$

2017
1

$

40,004

0

119,292

0

62,992

0

56,262

0

91,377

0

68,649

0

121,483

110,976

108,886

182,396

177,930

53,656

52,702
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TURKEY FARMERS OF ONTARIO
NOTES TO THE FINANCIAL STATEMENTS
FOR THE ENDED DECEMBER 31, 2018
5.

INVESTMENTS (continued)
Homequity Bank Guaranteed Investment Certificate,
2.10%, due June 28, 2021
TD Bank Investment Savings Account, 0.95%
TD Bank Investment Savings Account, 1.60%
TD Principal Protected Note, principal of $100,000
guaranteed
TD Principal Protected Note, principal of $50,000
guaranteed

6.

2018
$

30,885
0
2,143,646

$

30,250
624,187
0

0

99,825

0

52,260

$ 2,521,560

$ 1,706,099

2018

2017

ACCOUNTS PAYABLE AND ACCRUED LIABILITIES
The accounts payable as at the year end consist of:
Trade accounts payable and accrued liabilities
Turkey Farmers of Canada (note 10)

7.

2017

$

103,354
128,544

$

131,732
77,416

$

231,898

$

209,148

OVERMARKETING LEVIES
Overmarketing levies relate to the 12 month production period ending April 28, 2018 (2017 - April
29, 2017).

8.

COMMITMENTS
The organization is committed under a lease for office premises which expires December 31,
2028. Payments are required as follows:
2019
2020
2021
2022
2023
Thereafter

$

45,492
45,492
45,492
45,492
45,492
235,042

$

462,502

The organization is committed under a lease for equipment to make payments as follows:
2019
2020
2021
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$

3,139
3,139
3,139

$

9,417
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TURKEY FARMERS OF ONTARIO
NOTES TO THE FINANCIAL STATEMENTS
FOR THE ENDED DECEMBER 31, 2018

8.

COMMITMENTS (continued)
The organization has agreed to contribute the following amounts to the Poultry Industry Council:
2019

$

25,658

The organization has agreed to contribute the following amounts to Feather Board Command
Centre:
2019
9.

$

20,000

FEES AND GRANTS AND RESEARCH EXPENSES
In accordance with the regulations of the Farm Products Marketing Commission amended
December 17, 1999, the details of fees and grants and research expenses paid greater than
$3,000 during 2018 are presented.
Poultry Industry Council
Feather Board Command Centre
Farm and Food Care - Ontario
Livestock Research Innovation Council

10.

$

25,658
18,848
15,000
5,000

LEVIES COLLECTED ON BEHALF OF TURKEY FARMERS OF CANADA
Turkey Farmers of Canada imposes levies on individual producers pursuant to the Farm Products
Agencies Act of Canada. Turkey Farmers of Ontario acts as a collection point and receives and
remits the levies. In 2018, the organization collected levies, inclusive of HST, on behalf of Turkey
Farmers of Canada in the amount $1,857,116 (2017 - $1,869,987). These levies are not shown
on the organization's statement of operations. As at December 31, 2018, included in accounts
payable are net levies payable to Turkey Farmers of Canada in the amount of $128,544 (2017 $77,416). These are comprised of accounts payable of $156,128 (2017 - $133,429) and levies
receivable from producers of $27,584 (2017 - $56,013).

11.

GENERIC MARKETING PROGRAM
On November 3, 2010, the producers voted to support a generic marketing program whereby an
additional generic marketing levy is collected at the rate of $.015 per kilogram, effective January
1, 2011. The generic marketing levy funds the expenditures externally restricted to the generic
marketing program. The goal of the generic marketing program is to raise awareness of turkey
and, as a result, increase demand for turkey consumption. In 2015, the producers voted to
continue the program.
The amounts reported in these financial statements for the generic marketing program are as
follows:
2018
2017

12.

Deferred generic marketing revenue, opening
Generic marketing levies collected
Generic marketing program expenditures

$

Deferred generic marketing revenue, closing

$

150,826
1,376,977
(1,402,248)
125,555

$

$

147,188
1,367,532
(1,363,894)
150,826

ONTARIO ASSOCIATION OF FOOD BANKS DONATIONS
In the year ended December 31, 2018, the organization collected cash donations from producers
in the amount of $2,700 (2017 - $4,250), which were paid to the Food Bank Association of
Ontario.
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TURKEY FARMERS OF ONTARIO
NOTES TO THE FINANCIAL STATEMENTS
FOR THE ENDED DECEMBER 31, 2018

13.

BUDGET FIGURES
The budget figures are presented for comparison purposes, reclassified to conform to the current
financial statement presentation. They have not been audited or reviewed by the auditor.

14.

CONTINGENT LIABILITIES
The board is contingently liable under a letter of credit in favour of the Turkey Farmers of Canada
(TFC) for an amount of $462,285 as required by the 2017/18 promotion agreement with TFC, the
National Farm Products Council and other provincial turkey marketing boards. The letter of credit
expires July 31, 2019.

15.

TRANSFER TO RESERVE
The Board of Directors has established an internally restricted contingent reserve during the fiscal
year and has transferred $1,400,000 from unrestricted net assets into this reserve, which is to be
used for contingent expenditures as determined by the Board of Directors.

16.

COMPARATIVE FIGURES
Certain figures presented for comparative purposes have been reclassified to conform to the
current year's presentation.
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