
E D I T O R I A L

As you will see in this issue, we have succeeded in retaining the support of 

the general population and their endorsement of supply management. Quebec 

and Canadian dairy products were trusted by 97% of the respondents to a Léger 

Marketing survey conducted in November 2019. The numbers are positive and 

speak for themselves. But as entrepreneurs, we must never take anything for 

granted. 

As in the past, we will face challenges in the future. With each generation of 

consumers, we must make every effort to provide relevant information and rally 

them to our side. We must always be listening and remain aware of trends and 

expectations. Food choices change at the same pace as the values of society. 

This reality has been researched and proven, including via the survey fi ndings 

published in this issue. The younger generations are particularly concerned about 

environmental and animal welfare issues. We must deliver satisfactory responses 

to these concerns. Consumers want quality products produced in harmony with 

nature and animal welfare. They want to know the origin of the products they 

buy and how they are produced. 

It is important to be transparent and to communicate our best practices 

regarding quality, health, animal welfare, traceability and the environment. With 

our proAction program, we have taken specifi c measures on our farms to respond 

to consumer concerns.

However, in addition to these collective efforts, it is important to always 

keep in mind that each individual producer can be an ambassador. Every 

action and gesture that positions and promotes our product, our profession and 

our agricultural model can positively impact public perception and benefi t all 

producers. We must continue to be active in all environments, never give in, and 

reach out to people, including on social media. 

As we know, the younger generations are more exposed to, and active on, the 

Web and social media platforms. These environments are thus a way to establish 

direct links with the general population, but unfortunately, they are also a source 

of disinformation. The content of these sites originates from all over the world, 

including from places where standards and practices are well below the ones we 

have in place. Therefore, it is especially important for us to be active on these 

sites. Producers who succeed in piercing the wall of indifference and take the 

time to strengthen relationships between consumers and farmers on multiple 
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Ambassadors
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platforms have a signifi cant positive impact on consumers. These are important actions to take 

and have a good deal of impact in the virtual world. They are an immense source of pride. 

Milk producer delegates from every region of Quebec met in November to assess and 

discuss societal issues that affect milk production. During this two-day event they were 

asked to discuss, share ideas and propose ways and methods to maintain consumer support. 

The work will continue at the grass roots level during the board of director (sectoral) tours 

and regional meetings. These will be ideal opportunities to express your views, propose 

new solutions, show your engagement and propose inspirational ideas for both individual 

and collective actions.

As a new year begins, we have every reason to be proud of our achievements and to be 

confi dent in the future of our industry. Thanks to our individual and collective actions, we 

succeeded in obtaining and retaining the support of our consumers on many occasions. We 

must continue these efforts. We must never forget that we, the milk producers, are the best 

ambassadors of milk production and supply management. 

Chairman

Every action and gesture that positions 
and promotes  our product, our profession and 
our agricultural model can positively impact 
public perception and benefi t all producers. 
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G E N E T I C S 

Taking full 
advantage 
of genomics

By ANDRÉ PIETTE, Journalist

Two key issues: set your objectives and genotype 

your animals 

America. What other recent techno-
logical development could have had 
such an impact?

According to this genetics spe-
cialist, genomics does not only affect 
the rate of average genetic gain. In 
his view, this technology has had 
as much impact, if not more, on the 
genetic progress achieved in individual 
traits. In fact, genomics now enables 
genetic gain in all the main production 
and conformation traits as well as in 
functional traits. “Before genomics,” 
Mr. Van Doormaal recalls, “in addition 
to losing ground in Daughter Fertility, 
Persistency, Milking Temperament and 
the Health & Fertility component of the 
LPI, (lifetime profi t index), very little 
genetic progress was being made in 
other traits including Fat and Protein 
Deviations, Milking Speed, Daughter 
Calving Ability and Metabolic Disease 
Resistance”. 

Many farmers must be wondering 
how they can take full advantage of 
this technology. Here are suggestions 
from two advisors.

SET CLEAR OBJECTIVES
“The fi rst advice I give a farmer 

is to do some serious thinking about 
his herd and his business objectives,” 
says Jean-Philippe Lamontagne of ABS 
Canada. “This allows me to align my 
recommendations with the farmer’s 
own vision of his herd’s development.” 

According to Mr. Lamontagne, the 
basis of a genetic strategy is to identify 
the cows with the most potential. “You 
want to identify those that occupy a 
percentile rank higher than 50,” he 
explains. “Normally, this group should 
include 75% to 80% heifers, 10% to 
15% fi rst lactation cows and 5% older 
cows.”

Denis Martin of CIAQ also feels 
that it is paramount for the farmer to 
set clear objectives. “Genetic improve-
ment,” he points out, is a long-term 
investment. It isn’t like feeding, where 
you can observe the impact of a deci-
sion in the near term. In fact, a tool has 
been developed to help farmers defi ne 
their objectives and then select bulls 
that meet these objectives.” 

The claim that genomics has revo-
lutionized genetic selection of dairy 
cattle is clearly not an exaggeration. 
Brian Van Doormaal, Chief Services 
Offi cer at Lactanet, recently pointed 

out that, within ten years, this tech-
nology has more than doubled the 
annual growth rate of the average 
genetic merit of young bulls selected 
for artificial insemination in North 

Barely 12% of registered heifers born in 2018 were genotyped. “Farmers tend to limit themselves 
to genomic bulls, when they could go farther in improving their herd’s genetics by performing an 
in-depth analysis of their heifers and cows,” says Jean-Philippe Lamontagne of ABS Canada.
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G E N E T I C S 

The advisor recognizes that the 
objectives of the genetic improvement 
program may vary greatly from farm to 
farm. “A producer may want to focus 
on body conformation, or on the other 
hand, he may prioritize functional char-
acteristics, such as, for example, ease 
of calving and longevity. If the farmer’s 
priority is to develop a functional cow, 
a conformation score of 80 instead of 
85 won’t really penalize him, but it will 
give him more latitude to work on the 
functional characteristics.”

One of the strengths of genomics is 
that it allows farmers to increase the 
customization of their improvement 
program. Jean-Philippe Lamontagne 
illustrates this point with milking 
speed: “This is a very important cri-
terion for farmers who use robotic 
milking. With genomics, they can 
place emphasis on this characteristic 
without neglecting others. They have 
access to a wider selection of bulls.”

GENOTYPE THE BEST FEMALES
Another way a farmer can make 

the most of genomics is by geno-
typing the females. Currently, genomic 
bulls represent at least two-thirds 
of the semen market in Canada. Yet 
according to Brian Van Doormaal, 
barely 12% of registered heifers born 
in 2018 were genotyped. “Farmers 
tend to limit themselves to genomic 
bulls, when they could go farther in 
improving their herd’s genetics by per-
forming an in-depth analysis of their 
heifers and cows,” says Jean-Philippe 
Lamontagne.

We suspect that some are reluctant 
because of the cost of genotyping 
(about $40). “If you compare this with 
other costs, it is easy to see that it isn’t 
high,” says the ABS Canada advisor. 
“Ten milk tests cost $110 a year and 
they provide data that is barely 45% 
to 50% reliable.”

“Genotyping adds 12% to 15% to 
the reliability of a tested and graded 
fi rst lactation cow,” Denis Martin adds. 
“It isn’t expensive to increase your 
chances of investing in the right heifer.”

This doesn’t mean that milk testing 
and grading have become useless – far 
from it. “We also need the animal’s 
genotype to strengthen the evaluation 
of its potential, and for this, it must be 
tested and graded,” says Jean-Philippe 
Lamontagne.

Those who doubt the reliability 
of a heifer’s genotype can be reas-
sured. “A reliability of only 32% to 
34% is obtained in evaluating a heif-
er’s genetic potential based only on 
the parents’ average,” Denis Martin 
reports. “If genomics is added, the 
reliability increases to between 68% 
and 71%, or double.”

“The reliability of the genotype of a 
heifer with a proven sire rises to 78%,” 
his ABS Canada counterpart adds. ■

For input on articles, to obtain information, ask questions or make suggestions on the content of your magazine, please contact

LE PRODUCTEUR DE LAIT QUÉBÉCOIS at 450 679-0530 # 8306
or by e-mail: plq@lait.qc.ca

Also, visit the PLQ’s Web site: www.lait.org

Quota prices in Canadian provinces   NOVEMBER 2019

Fixed Price: $24,000.00

 
 Number kg of BF/day
Offers to sell  
Total 62 722.80
Eligible for allocation 62 722.80
Successful 62 722.80

Reserve  
Quantity purchased (-) / sold (+)  +1.00

Offers to buy  
Total 1,635 17,106.90
Eligible for allocation 1,635 17,106.90
Successful 1,635 723.80

Participation on a prorata basis in any unprocessed purchase offers 
of 0.28 kg of BF/day or higher.
After the sale, the balance of quantities available for regional priorities 
is 1.09 kg of BF/day for Gaspésie-Les Iles and 0.00 kg of BF/day for 
Abitibi-Témiscamingue.

NOVEMBER 2019

Centralized Quota Sales 
System (SCVQ)   

ALLOCATION OF OFFERS TO SELL AND TO PURCHASE PER PRICE STRATUM

  SALES    PURCHASES

      Price offered    
 Number kg of BF/day Cumulation $/kg of BF/day Number kg of BF/day Cumulation

      < 24,000.00  

 62 722.80 722.80 24,000.00 ceiling price 1,635 17,106.90 17,106.90                

PR
IO

RI
TY

 $/kg of BF/day $/kg of BF/day $/kg of BF/day

Nova Scotia 24,000 ceiling Quebec 24,000 ceiling Alberta 41,225

Prince Edward Island 24,000 ceiling Ontario 24,000 ceiling Saskatchewan 35,000

New Brunswick 24,000 ceiling Manitoba 27,499 British Columbia 36,000
  

ALLOCATION TO BUYERS AND SELLERS     

Buyers Number kg of BF/day %
Startup Assistance Program 0 0.00 0.0
Holding of less than 12 kg of BF/day 0 0.00 0.0
Reimbursement of startup loans 16 1.60 0.2
Regional priority 0 0.00 0.0
Iteration (0.22 kg of BF/day) 1,635 358.67 49.6
Prorata (2.17%) 1,616 363.53 50.2

4.23% of the offers have been processed  723.80 100.0

Sellers Number kg of BF/day %
Seller who stopped producing 1 or more month ago 0 0.00 0.0
Offers partially processed in the previous month 0 0.00 0.0
Offers in the current month 62 722.80 100.0

100.00% of the offers have been processed 62 722.80 100.0
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