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The project Vegetable Industry Communication Program
2016-2019 (VG15027) is a strategic levy investment under

the Hort Innovation Vegetable Fund. Communication of
research and development projects has been funded by Hort
Innovation using the vegetable research and development
levy and contributions from the Australian Government. Hort
Innovation is the grower-owned, not-for-profit research

and development corporation for Australian horticulture
Vegetables Australia and Vegenotes are produced by AUSVEG
Ltd and are free for all national vegetable levy payers.

Disclaimer: Any information or advice contained in these
publications is general in nature and has been prepared
without taking into account readers’ individual objectives

or circumstances. Readers should not act or refrain from
acting or alter any business practices on the basis of opinions
or information in these publications without first carefully
evaluating the accuracy, completeness, appropriateness,
currency and relevance of the information for their purposes
and obtaining appropriate professional advice relevant to
their particular circumstances (including any decision about
whether to consider acquiring any product).

All information, expressions of opinion and recommendations
in these publications are published on the basis that they

are not to be regarded as expressing the official views and
opinions of AUSVEG, unless expressly so stated. AUSVEG,
authors and all persons involved in the preparation and
distribution of these publications are not to be taken as giving
professional advice and hence do not accept responsibility
for the accuracy or currency of any of the opinions or
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information contained in these publications. AUSVEG accepts
no responsibility for errors or misstatements, negligent

or otherwise, and is not obliged to correct or update the
information or opinions expressed in these publications.

The information in these publications may be based on
assumptions and may change without notice. AUSVEG
specifically disclaims any loss, damage, claim, expense, cost
(including legal costs) or other liability (whether based in

contract, tort, strict liability or otherwise) for any direct, indirect,

incidental or consequential loss or damage arising out of or

in any way connected with access to or reading of these
publications, including (but not limited to) any loss or damage
whatsoever caused by a reader’s reliance on information
obtained from these publications. AUSVEG does not accept
any liability to advertisers for the publication of advertisements
which may be held to be contrary to law. Material published
in these publications is copyright and may not be reproduced
without permission.

Hort Innovation makes no representations and expressly
disclaims all warranties (to the extent permitted by law) about
the accuracy, completeness, or currency of information

in Vegetables Australia and Vegenotes. Reliance on any
information provided by Hort Innovation is entirely at your own
risk. Hort Innovation is not responsible for, and will not be liable
for, any loss, damage, claim, expense, cost (including legal
costs) or other liability arising in any way, including from any
Hort Innovation or other person’s negligence or otherwise from
your use or non-use of Vegetables Australia and Vegenotes, or
from reliance on information contained in the material or that
Hort Innovation provides to you by any other means
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EDITORIAL

Those who work the land are some of the most humble and
unassuming individuals that we meet. We come across them in
the search for growers to profile each edition — while some are
keen for the opportunity to be featured, other are hesitant to
embrace a moment in the spotlight and mistakenly assume that
their story is not newsworthy.

Most growers are happy to be left to do what they do best -
grow high quality, fresh produce for their customers — without
praise or recognition. It isn't, however, reflective of what our
readers, the wider industry and consumers are looking for. Time
and time again, we see that personal stories and experience
resonate the most with others, providing inspiration and a sense
of pride in our industry.

With so many news articles tainted with hardship or negativity,
there is a clear opportunity for the horticulture industry (and
vegetable and potato growers in particular) to start proactively
sharing their good news stories and achievements. As we enter
another new year, there is no better time on the calendar to start.

On page 20 of this edition, lan Muir of E.E. Muir & Sons shares a
story that he is proud of. His business was named the Asia Pacific
Regional Winner of the 2018 Corteva Environmental Respect

Awards, a global accolade honouring fertiliser/agricultural
chemical retailers and seed agents who operate their businesses
in an environmentally beneficial way for their customers,
employees and the community.

Like so many other award winners, it was the team at E.E. Muir
& Sons that put together the application for the award, along with
some encouragement from their local Corteva representatives.

It was undoubtedly a challenge to promote the company'’s
achievements in a compelling application, but the result has paid
off with lasting recognition of their success.

As lan noted, the horticulture industry has not always taken the
opportunity to promote its positive impact to others, often to its
own detriment. It's time for growers and all industry members to
step into the spotlight and share their good news stories with the
world, and encourage others to take the lead as well. It will not
only be a positive move for you and your business, but also the
wider industry.

AUSVEG is always keen to promote these stories and grower
profiles across our communications channels, so if you have a
good news story to share, please get in touch with the team on
03 9882 0277 or communications@ausveg.com.au.

STREAMLINE PLUS ™

L —

._-YIELDS FOR SEASONAL CROPS

STREAMLINE PLUS™

Netafim quality & reliability ISO 9261
Revolutionised dripper design providing superior clogging resistance
Uniform low flowv irrigation

Large range available

Local support

With STREAMLINE PLUS, you'll get better value for your money!

Tel: 1300:307Z 407
Emailaunet.info@netafim.com
\Web: netafimn.com.au

BN

‘ GROW MORE WITHLESS = ¢




MESSAGE FROM THE CHAIRMAN

AUSVEG has hit the ground running in 2019 as we continue to increase our advocacy activities,
particularly our engagement with key political figures. This is set to accelerate in the months leading up
to the Federal Election to ensure that future policies reflect the needs of our growers and their regional
communities. These policy positions will be clearly outlined in the AUSVEG Federal Election document
appropriately called “SPROUT", which will be freely available.

One of AUSVEG's priorities in 2019 will be biosecurity and ensuring that growers' interests are met
when both state and federal governments and other key decision makers manage domestic incursions.

Labour issues are also high on our agenda. AUSVEG will continue to advocate for better access to a
competent and willing workforce that is flexible enough to accommodate the seasonal variability in
demand, while making sure growers around the country understand their obligations as employers.

AUSVEG will also continue to champion increased industry collaboration. There is a growing sentiment
that the fragmented nature of the Australian horticulture industry is limiting its ability to engage and
influence, which can ultimately prove costly when making decisions that affect our growers.

To achieve this, we will continue to engage with the National Farmers’ Federation (NFF) Horticulture
Council to ensure that our industry’s needs are reflected in their policy formation.

Hort Connections 2019 will also provide a strong platform for the horticulture industry to increase its
effectiveness and efficiency through greater collaboration. This year's event will be held from 24-26
June at the Melbourne Convention and Exhibition Centre. It is expected to draw 3,500 delegates from
all facets of horticulture, including growers, supply chain members and industry representatives, and is
an event not to be missed.

Bill Bulmer
Chairman
AUSVEG
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FACTS & DATA

The Australian Horticulture

Statistics Handbook 2016/17
reports that capsicum is grown
across most states of Australia, with
the majority of capsicum grown in
Queensland. The major outdoor
growing regions include Bowen
and Bundaberg in Queensland; and
Carnarvon in Western Australia.

z According to Veggycation®,
capsicum should be stored at
>95 per cent relative humidity. Its
firmness is directly related to water
loss and packaging is important to
maintain a high relative humidity.

3 For the year ending June 2017,
73,488 tonnes of capsicum was
produced, with six per cent sent to
processing. The value of production
was $172 .4 million while the wholesale
value of the fresh supply was $204.3
million. Source: Australian Horticulture
Statistics Handbook 2016/17.

According to Project Harvest

Wave 44, taste and adding colour
to a meal were the key influences for
consumers to purchase capsicum.
Barriers to purchase included price
and already consuming enough for
their needs.

Capsaicin, the volatile oil in
capsicum seeds, is found in
all species of capsicum but it only
produces the fiery burning effect in
some types, such as chilli. Source:
The Better Health Channel.

6 Veggycation® states that
capsicum should not be peeled.

It is recommended to remove seeds
and the core before use, and store in
the vegetable drawer of the fridge.

7 Harvest to Home reports that in
the 52 weeks ending 6 October
2018, the average spend of capsicum
rose from $21.37 to $22.28.

Project VG13083 — Identifying

and sharing postharvest best
practice on-farm and online found
that chilling-sensitive products,
such as capsicum, can be stored for
several days or even longer at low
temperature before damage occurs.
In the case of red and green
capsicum, storage life was longest
at 2°C and 4°C respectively; it took
longer for the development of
chilling injury to reduce quality than
the rots, which inevitably develop
at higher — widely recommended -
temperatures of 7°C or more.

9 A search for capsicum on the
AUSVEG InfoVeg database
produces 76 results. To find out
which strategic levy investments have
featured capsicum and the focus of
these projects, visit ausveg.com.au/
infoveg/infoveg-database.



R&D | EXPORT DEVELOPMENT |

T

EXPORT AIRFREIGHT SECURITY CHANGES STARTING

1 MARCH 2019

The deadline for 100 per cent piece-level examination for all outbound international air cargo is fast
approaching, with the requirements to come into effect from 1 March 2019. Vegetables Australia has

issued this reminder for exporting vegetable growers.

The Commonwealth Department of Home Affairs is
strengthening its aviation security arrangements in response
to the changing security environment, which may lead to
increased costs for the export of fresh produce by airfreight.

The Department will introduce new enhanced security
procedures for air cargo, with a 100 per cent piece-level
examination of all outbound international air cargo to apply
from 1 March 2019.

In addition, 100 per cent piece-level screening of domestic
air cargo has been proposed to be phased in, with the highest
priority being Australia’'s major airports.

As fresh fruit and vegetables represent 15 per cent
(approximately 87,000 tonnes) of all air cargo exports originating
from Australia, these changes will affect vegetable exporters.

Grower-exporters will need to make a commercial decision
to either be certified as a 'Known Consignor’ or utilise their
existing Freight Forwarder to undertake the security screening
of all shipments.

OPTION 1: BECOMING A KNOWN CONSIGNOR

The key benefit of becoming a Known Consignor is that

cargo that originates from a Known Consignor and is securely
transported to the Container Terminal Operator/Regulated Air
Cargo Agent, is considered to be piece-level examined and will
not need to be examined again prior to being uplifted for export.
This will reduce the cost and potential delays of each shipment
being examined by a Freight Forwarder.

Exporters with robust security processes may be well placed
to become Known Consignors. Known Consignors must
demonstrate that they have security measures and procedures
in place and can secure their export air cargo from where it
originates, until it is handed to another regulated business. The
Known Consignor Scheme is based on a framework of six pillars:
Facility security.

e Personnel security.

e Training.

» Screening.

* Chain of custody.

» Oversight and compliance.

The security measures required under the Known Consignor
scheme will depend on each individual business and are
outcome-focused. The application process for the Known
Consignor scheme commences with an online expression
of interest. The application process may include recognition

of existing measures and procedures within your business.

Security measures include: physical access controls and
facility security measures; information security measures;
secure packing, handling and storage of air cargo; secure
transportation of air cargo; and security awareness training.

It also includes background checking of employees to ensure
they are of suitable character, including a requirement for staff in
key roles to hold an Aviation Security Identification Card (ASIC).
ASICs are not required for all staff, but staff without an ASIC
must remain under direct supervision of those that hold an ASIC.
Quiality control procedures to monitor and manage compliance
and incident response and reporting procedures are also required
security measures.

It currently takes 60-90 days to assess an application from a
business seeking to register as a Known Consignor. There is no
application fee to become a Known Consignor; however, there
may be costs associated with upgrading your security measures
to meet the scheme’s requirements.

Further information on the requirements and application
process to become a Known Consignor can be accessed at
homeaffairs.gov.au/about-us/our-portfolios/transport-security/
air-cargo-and-aviation/air-cargo/known-consignor-scheme.

OPTION 2: USE A FREIGHT FORWARDER

All cargo not originating from a Known Consignor will need
to be security screened and for most grower-exporters, the
logical facility for this to occur is at the Freight Forwarder, in
addition to undertaking phytosanitary inspections and
preparing export documentation.

Each Freight Forwarder may manage the new security
screening requirements differently, with differing screening
costs and impact on the timeliness of processing shipments.
It is currently unclear exactly how much will be charged for
screening, and it is assumed that individual Freight Forwarders
will set their own charges for this service.

Exporting growers should speak to their Freight Forwarder
to determine how they intend to undertake the piece-level
security screening to understand how they will deal with
perishable cargo and any time-critical shipments.

INFO @

For more information regarding the new security screening requirements, please
contact AUSVEG National Manager — Export Development Michael Coote on 03
9882 0277 or at michael.coote@ausveg.com.au.
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R&D | MARKETING LEVY |

GROWING DEMAND:
RESEARCH BREAKS DOWN
THE BUSINESS CASE
BEHIND VEG MARKETING

Project investment through the vegetable research
and development levy has delivered significant
increases in productivity and improved product
quality. However, increasing supply is only half of

the problem facing our industry — the other half is
increasing demand. A levy-funded research project
has investigated the business case for funding a
marketing campaign to build demand for Australian
vegetables. Consumer Alignment Strategic Investment
Advisory Panel member Jarrod Strauch reports.

On any given day, you can turn on a TV set in Australia and see
ads spruiking the hard work of our agriculture industry.

Sometimes it's indirect, like the major retailers fighting over who
has the freshest produce, or food processing brands leveraging our
horticulture sector’s reputation for high quality and great taste.

Thanks to our national agricultural industry levy system, Australia
also has a strong and established culture of direct generic
commodity marketing to promote entire sectors.

Some of Australia’s most iconic and long-running campaigns
have come from industry investment in promotions that provide
returns for everyone in that sector, whether it's by telling you to
get some pork on your fork or showing that bananas can make
your body sing.

There's still one notable gap in Australia’s advertising landscape,
though: fresh vegetables.

A BIT OF BACKGROUND

Many horticultural crops are strongly represented thanks to the
collection of levies for marketing purposes, with well-resourced
campaigns that keep particular produce front-of-mind and push
for a bigger share of the shopping basket. These include individual
commodities that could traditionally be considered vegetables,
but which have established their own marketing levies to grow
their sector.

It could be argued that by standing still while other sectors push
their products through advertising, our industry is falling behind.
However, when it comes to promoting fresh vegetable
consumption, two of the biggest issues are also two of the most
difficult to solve: there’s a lot of fresh vegetable commodities, and
consumers aren't eating that many in the first place.

Only four per cent of Australians eat their recommended five
or more daily serves of vegetables, and the reasons they list as
barriers to increasing their consumption may sound familiar:
lack of confidence and skill in storing, preparing and serving
vegetables; lack of convenience compared to other food options;
and intense competition for the food dollar.

There's a wide range of commaodities currently paying the
vegetable research and development levy. While some can be



comfortably grouped together for production or purchasing
purposes, such as baby leaf varieties, teaching consumers about
how and why to eat more veggies as a whole is a big job that
needs to account for huge diversities in taste, texture, storage
and shelf life — among a wealth of other factors.

The upside to the size and value of our $3.4 billion industry is
that a well-coordinated, consistent investment program leveraging
Australia’s levy system could tackle this task.

A recently concluded levy-funded research project
commissioned by Hort Innovation and led by McKINNA et al has
taken an in-depth look at the business case behind establishing
a marketing levy to grow demand for Australian vegetables.
Building the case to grow domestic demand for vegetables in
Australia (VG17013) is a strategic levy investment under the Hort
Innovation Vegetable Fund.

This extensive research project took a multi-faceted approach
to understanding the challenges in vegetable marketing and
finding solutions. Project tasks included a literature review of
existing reports on vegetable marketing; economic modelling
in collaboration with Deloitte Access Economics and the
Centre for International Economics; stakeholder consultation
throughout our industry and with topic experts; and the
development of a 'shadow’ (hypothetical) marketing strategy.

DOWN TO BUSINESS

The top-line finding from the business case is simple, but
encouraging: there is a compelling case for industry to consider
diverting a proportion of the current research and development
component of the vegetable levy into marketing.

know that this investment in research continues to provide
valuable returns to our industry.

By looking at existing research investment and consulting with
levy-payers about their preferred options, McKINNA came to the
assumption that a 50-50 split of the existing levy has the most
potential by delivering over $4 million per year for marketing while
retaining our valuable research investments.

As a result, the shadow strategy includes working with strategic
partners with a shared interest in increasing vegetable consumption
to help fund the full suite of measures identified in the strategy,
including the development of an ‘umbrella’ licensed brand for the
initiative, an advertising campaign and retailer integration.

Our industry could leverage its initial investment by working with
these partners — which could be other industries with marketing
levies, supply chain partners, government, businesses or health
councils — to achieve shared goals, like helping Australians eat
healthier and reducing public health costs, or increasing consumer
spend on fresh produce in retail settings.

THE NEXT STEPS

While this business case has found compelling reasons for our
industry to invest in marketing, the move to shift millions of
dollars from research to marketing is not one to be taken lightly.

Any changes to the composition of the vegetable levy would
require changes to Commonwealth legislation, and that would
have to go through a rigorous approval process.

This process includes extensive industry consultation and a
ballot of all current and potential levy-payers to see if you
support the change.

It could be argued that by standing still while
other sectors push their products through
advertising, our industry is falling behind.

Based on the experiences of other generic horticultural marketing
programs around the world, McKINNA found that it's reasonable

to expect a rigorous strategy with sufficient investment could
increase consumption by half a serve per person per day within five
years — meaning an increase in Australian vegetable consumption
of roughly 20 per cent.

Analysis by McKINNA and advice from behavioural change
marketing specialists proposes that the industry should be
considering an investment of around $10 million per year for
those first five years of the campaign, dropping to $6 million per
year as ongoing ‘maintenance’ funds after the initial activity.

The economic modelling from the project suggests that growers
would see $19 returned for every dollar invested by funding a
national mass-media campaign — such as the shadow strategy
conceptualised by McKINNA in one of the project outputs.

As noted, funds for this campaign would most likely be diverted
from current levy collection. Annual levy returns for the vegetable
research and development levy sit between $8-9 million, and we

There can't be any changes made to how the levy is allocated
between research and marketing without grower support, and
this support should be informed by the best information available
— including the outputs from this research project.

In the coming months, AUSVEG will be disseminating the
business case behind a marketing levy to help our industry
discuss how we can take advantage of this huge opportunity
for future success.

INFO @

Building the case to grow domestic demand for vegetables in Australia has been
funded by Hort Innovation using the vegetable research and development levy and
contributions from the Australian Government.

Jarrod Strauch was also a member of the reference group for this project.

Hort |
Innovation

Strategic levy investment
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R&D | UNWANTED PESTS |

An example of redback webbing. Imagés
courtesy of Applied Horticultural Research.

WHAT'S A REDBACK DOING IN MY BROCCOLI?

While hard to measure, it seems some consumers are making the connection between fewer pesticides
during vegetable production and the occasional unwanted hitchhiker afterwards. However, there is one
creature for which no explanation or justification will be accepted - the redback spider. Dr Jenny Ekman

from Applied Horticultural Research reports.

The issue of redback spiders in broccoli first crawled into the
headlines in 2016. Since then, there have been numerous
complaints and unfortunately, these are often via social media,
resulting in negative press that can make its way around Australia
and, indeed, the world.

Redback spiders (Latrodectus hasselti) have also occasionally
been found hiding inside bunches of table grapes. They are very
difficult to spot, at least until the grapes are eaten. The spiders
are also occasionally found in pumpkin fields, as well as cotton
and grains.

Complaints about redbacks in broccoli have come from all

states in Australia, so this is a common problem. 'Redback season’

extends from January to June, with most finds between April and
May. This is not surprising, as populations are maximised at the
end of summer.

To investigate this issue, Applied Horticultural Research
undertook a project entitled Managing the risk of redback spiders
in broccoli crops (VG17014), a strategic levy investment under the
Hort Innovation Vegetable Fund.

SPIDER PROFILE

Despite their fearsome reputation, redbacks are generally timid.
The spiders are nocturnal ground dwellers, and really just want a
quiet life protected from wind, rain and extremes of temperature.
Sheds, pump-houses, electrical boxes and, of course, outdoor
toilets are perfect; broccoli crops are not their natural habitat.
Major outbreaks of redbacks appear to coincide with hot,

12

dry summers — as forecast this year. At 25-30 degrees Celsius,
a tiny spiderling can mature into an adult female in only six

to eight weeks. Although males mature even faster, they are
inconspicuous at only 1/50th the size of their sisters, and have
a far less venomous bite.

Having found a sheltered spot, the redback makes a
distinctive, rather untidy web. This includes a refuge for day use
and sticky trap lines to the ground. Redbacks do not clean their
webs so leaves, debris, and insect carcasses may all be stuck on
the webbing.

When mature, females produce pheromones on their webs to
attract and signal to males. Once she has mated (and consumed
her partner while doing so) she typically lays at least four egg
sacs but sometimes many more. These are protected by a thick
layer of water-repellent silk, making them impervious to water-
based insecticides.

Each egg sac produces an average of around 110 spiderlings,
SO a single one can cause a significant infestation. However,
unlike other spiders, there is little evidence that redback
spiderlings disperse on the wind. Instead, they walk. As a result,
roads, watercourses and open areas all act as natural barriers
to dispersal.

Population spread mainly occurs through hitchhiking on
equipment, machinery and vehicles. This means that if
spiders have entered a crop, they have likely done so with
human assistance.

The key prey of redbacks includes beetles, millipedes and other
ground dwelling insects. These are not usually regarded as pests,
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What you pick now
determines what you pick later...

sO may not be controlled in crops. It seems possible that the shift
to Integrated Pest Management (IPM) has increased survival of
both spiders and their prey.

However, it is not yet clear if redback spiders are actually
present in broccoli crops or infest broccoli after harvest. If spiders
are present on harvesting bins, it is possible they may climb
up into the heads during cold storage. Social media photos of
redbacks in broccoli heads appear to support this theory, as no
webbing is visible on the heads themselves.

Once inside the broccoli head, redback spiders can easily
survive the conditions in the supply chain. They can tolerate
temperatures below zero and above 45 degrees Celsius and live
for months without food.

MAINTAINING VIGILANCE

The best way to reduce the risk of redbacks contaminating
broccoli is by thoroughly cleaning the equipment used to grow
and harvest the crop. Detergents are deadly to redback spiders,
so washing bins and materials before use provides extra
protection. Hygiene is particularly important if broccoli follows a
crop such as pumpkins, where redbacks can potentially flourish.
No chemicals are registered for controlling redback spiders on

broccoli crops. However, there are a number of products which Toro Aqua-Traxx® delivers greater reliability
can be used to kill spiders on equipment and machinery and to and more uniform output.

disinfest harbourages. These contain active ingredients such as That's the PBX Advantage.

bifenthrin (e.g. Terminate 80 SC), chlorpyrifos (e.g. Chlorban 500  Emitter spacing options for all soils

EC) and a-cypermethrin (e.g. Fendona).  Widest selection of flow rates

 Accurate delivery of water and fertiliser
» Durable seamless construction

toro.com.au 1300 130 898
INFO @

An eight-page guide on managing redbacks in broccoli crops is available at
horticulture.com.au. For more information, contact Dr Jenny Ekman on 0407
384 285 or at jenny.ekman@ahr.com.au.

This project has been funded by Hort Innovation using the vegetable research
and development levy and contributions from the Australian Government.

Project Number: VG17014 Hort VEGETABLE ’IOB()a Aq ua-Traxx
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| GROWER PROFILE |
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Jennifer and Monica Camilleri.

NEXT GENERATION
CONTINUES THE CAMILLERI
FARMING LEGACY

From growing vegetables on 40 acres to owning

four properties totalling 440 acres, Frank and Frances
Camilleri have certainly expanded their growing
operation over the past 20 years. Meanwhile, the next
generation is well-established with the couple’s six
children developing the same passion for growing
fresh produce. Four of Frank's daughters — Deborah,
Monica, Jennifer and Christine — spoke to Michelle
De'Lisle about why they decided to follow in their
parents’ footsteps.

It is not unusual for multiple generations of vegetable growers
to live on the land to provide Australian consumers with clean,
fresh produce.

In decades gone by, it was generally men who inherited the
farm while women worked in other industries such as nursing or
teaching before giving up their careers to care for their children;
living and working on the farm wasn't viewed as an option.
However, this has changed today with many grandmothers,
mothers, daughters, wives and female employees working across
various aspects of horticulture — in both on- and off-farm roles.

Deborah, Monica, Jennifer and Christine Camilleri are a prime
example of this generational change.

Under the guidance of their father Frank and mother Frances,
these four ladies (all aged under 21) are taking the opportunity
to cement their position in the vegetable industry and grow
Camilleri Farms to ensure it has a sustainable future. They also
work alongside their brother Matthew and sister Samantha.

Located in Bathurst, New South Wales, Camilleri Farms grows
sweet corn, iceberg lettuce, cos lettuce, cabbage, cauliflower and
pumpkin. Additionally, the family produces potatoes for the fresh
market and the crisping and peeling sectors.

The Camilleri family first started farming on a 40-acre property
in Wallacia, about 20 kilometres south of Penrith before buying
two more blocks of land. In 2013, Frank and Frances sold the
properties and moved to a 220-acre farm in Bathurst.

“Since then, we have purchased three more farms and now we
have a total of 440 acres all under irrigation,” Frank says.

Growing vegetables on this amount of land requires a lot of
hard work — and Frank’s six children have decided to stay on the
farm to not only lend a helping hand, but to learn as much as they
can so they can take over the day-to-day running of the business
in the future.

INDUSTRY TRAILBLAZERS

Deborah Camilleri is head of irrigation, and also has a number of
roles including harvesting, seeding corn, preparing the ground,
planting and general maintenance.

“I've always wanted to stay on the farm. | considered the
challenges of being on the farm, but it's rewarding and also great
working outdoors. If you enjoy being outdoors and growing food,
it's a good career path to follow,” she says.

Monica Camilleri manages a harvest crew, as well as fertilising
and hilling potatoes; maintaining weeds around the farm; loading
trucks; and planting lettuce and brassicas.



“There is a wide range of jobs and you never get bored. You also get
to see vegetables grown from seed to full maturity,” Monica says.

While the ladies support each other on-farm, they admit to a bit
of friendly competition and challenging each other in their jobs.

“We race each other to see who will perform the better job.
This is to keep us motivated,” Jennifer Camilleri says.

Jennifer’s role includes harvesting, loading trucks, planting
crops and general machinery maintenance. She explains that
working together has further advantages for the ladies.

“It is very beneficial because when you need a hand with
something, there is always help available.”

Christine Camilleri plants brassicas and lettuce while assisting
with harvesting, seeding potatoes and loading produce on trucks.
Christine is reaping the rewards of working on-farm, particularly
alongside her three older sisters, whom she looks up to.

“Working in this industry is considered very physically and
mentally demanding, which is a challenge but definitely
rewarding. We absolutely love working outdoors,” Christine says.

“You will never get bored doing this job. There is always
something different to do or something new to try.”

Encouraging young people to join the vegetable industry is an
ever-present challenge and it is one of the reasons the Camilleri
daughters decided to pursue the family trade. They reiterated
that there are many attractive aspects to working in the vegetable
industry; Deborah says that being hands-on with growing your
own food and operating tractors is one highlight, while Jennifer
echoed Monica and Christine in saying that there are plenty of
jobs to choose from.

A SHIFTING LANDSCAPE

Vegetable growers from across Australia encounter ongoing
issues that affect production and business operation, and the
Camilleri family isn't immune to these issues.

Marketing produce is a challenge and to combat this, the
business tries to receive as many contracts as it can in what can
be a competitive environment.

Disease is also a major issue facing growers, and maintaining
disease resistance and the ongoing sustainability of the farm is
important. Steps taken by the Camilleri family include resting
paddocks and rotating crops as often as possible.

There have also been many changes over the past 20 years
since Frank and Frances started growing veggies in Wallacia.

“The farm has evolved over time by growing in size. The
difference is that it is more competitive and you have to grow
more to make the same amount that we were earning when we
first started on the farm,” Jennifer says.

Deborah points out that the increase in land size has meant
that machinery has had to be upgraded to accommodate the
increased work load.

“When we first started, we used a two-row planter for one bed
at a time. We also harvested the crops by hand, but now we have
harvest aids,” she says.

They may only be between 16-20 years old, but the Camilleri
daughters have high hopes for the future — including establishing
their own farm. However, at the moment the focus is on Camilleri
Farms and its business direction.

"Hopefully our current farm expands and we grow more crops
for processing,” Monica says.

Frank’s advice for his daughters is to “work smarter, not
harder”. He also acknowledges the work that all six of his children
contribute to the growing operation.

"My proudest achievement is raising six hard-working kids who
are interested in the farm, as well as how much the business has
grown since we first started.”

Top: Jennifer, Matthew, Samantha, Deborah and Monica.

# Bottom: Frank, Frances and Christine Camilleri.
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WINTER COVER CROP
EFFECTS ON WEEDS:
RESULTS FROM TAS
AND WA TRIALS

Many growers are now including cover crops in
their annual cycle to improve the quality of their
soil, and information about soil health benefits will
often influence which cover crop type (or mix of
types) is selected. But what about their effects on
weeds? The project team from the University of
New England (UNE) investigates.

Caliente cover crops at Forthside, Tasmania.

In 2018, a team from the University of New England (UNE)
monitored two winter cover crop trial sites to understand the impact
of several cover crop types on weed germination and growth.

The two winter cover crop sites included a long-term trial at the
Tasmanian Institute of Agriculture (TIA) Vegetable Research Facility
near Forthside, and a newly-established trial hosted by Ivankovich
Farms near Myalup, Western Australia.

The TIA trial comprises four replicated plots each of Italian
ryegrass (Lolium multiflorum) and Caliente (Brassica juncea) cover
crops, as well as four fallow control plots for comparative analysis.
These fallow plots received one extra herbicide treatment during
the fallow period.

Cover crops were grown for 145 days before incorporation. The
Myalup replicated trial includes six cover crop types, grown for 90
days before incorporation: field peas (Pisum sativum); cereal rye
(Secale cereale); Italian ryegrass; Caliente; BQ Mulch (25 per cent
Brassica nigra, 75 per cent Brassica abyssinica or Brassica carinata);
and a biofumigant mix provided by David Grays (comprising
Brassica juncea and Eruca sativa).

All cover crops were monitored regularly after sowing to
measure the growth and canopy cover of each type, and the
number and species of weeds present. Immediately prior to

Italian ryegrass at Forthside,Tasania
Images courtesy of M. Coleman.

FIGURE 1: COVER CROP GROUND COVER PERCENTAGES, incorporation, final cover crop biomass and ground cover data
20 TO 145 DAYS AFTER SOWING, FORTHSIDE, MAY- were collected, as well as weed biomass and counts by species.
OCTOBER 2018 This research was undertaken as part of the three-year project

A strategic approach to weed management for the Australian
vegetable industry (VG15070), a strategic levy investment under the

100 .
Hort Innovation Vegetable Fund.
80 INITIAL RESULTS
60 A faster-establishing, competitive cover crop can be more effective
in suppressing both weed germination (by shading the ground
and making it difficult for seed which requires light to germinate)
40

as well as growth (by out-competing weeds that have germinated
for resources and space). Figures 1 and 2 show the percentage of
20 ground cover observed in the cover crops across both sites.

As Figure 1 shows, Caliente established more quickly than Italian
ryegrass at Forthside, being at approximately 50 per cent ground
cover some 50 days after sowing. Italian ryegrass established more
slowly, but by the time the cover crops were incorporated (145 days

0 20 34 48 145 after sowing), ground cover was close to 100 per cent for both.
At Myalup, cereal rye covered the ground considerably faster
[ Italian ryegrass B Caliente in the first 14 and 28 days after sowing compared with the other
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cover crops, and field peas were relatively slow (see Figure 2).
However, by the time of incorporation into the soil (90 days after
sowing), all cover crops had similar ground cover.

WEED DENSITY AND BIOMASS

Many common weeds in vegetable production were observed at
the two sites including fat hen (Chenopodium album), chickweed
(Stellaria media), milk thistle (Sonchus oleraceus) and wild radish
(Raphanus raphanistrum).

Table 1 shows more weeds were present within Caliente at
Forthside than within the Italian ryegrass and fallows, while a higher
weed biomass was also found. The very thick canopy of Italian
ryegrass at 145 days after sowing means that it may have been
more effective at intercepting light at ground-level compared to
Caliente at this late stage, where diffused light reached the ground
level within the two metre high stalks. To explore the impact of
light interception on weeds, this will be measured in year two for
both trials.

Caliente also featured uncovered and partially-shaded wheel
tracks which did not occur in the Italian ryegrass. In Caliente, this
may have allowed weeds such as chickweed, commonly observed
at Forthside and capable of growing in moist, partially-shaded
conditions, to establish and grow well within the taller stature of
this crop.

Table 1 also shows that the rapid ground cover establishment of
cereal rye in Myalup correlated with a considerably reduced weed
burden in the cereal rye plots at the end of the trial, both in terms
of the number of weeds per square metre and the weed biomass.
This shows that early ground cover establishment is important for
cover crops to suppress weeds.

Biofumigant crops such as Caliente can have additional benefits
including soilborne disease suppression, and anecdotal evidence
suggests that its allelopathic effects (the chemical inhibition of
one species by another) may also reduce the weed seed bank
and suppress recently-germinated weeds after the crop has been
incorporated into the soil. However, like selective herbicides, this
effect may only inhibit seeds and seedlings of some weed species
and not others. To explore the impact of the cover crop types on
the weed seed bank at different depths, soil samples were collected
for germination and counting of weed seeds at UNE. Analysis is
ongoing, and full results will be published in the project’s final report.

Each cover crop species is also likely to establish and perform
differently with regard to suppressing weed growth and seed
production depending on seasonal variation, local climate,
paddock history, time of planting and incorporation, and weed
species present.

Both the Forthside and Myalup trials will be replicated identically
in 2019. Team members from the Hort Innovation-funded project

FIGURE 2: COVER CROP GROUND COVER PERCENTAGES,
14 TO 90 DAYS AFTER SOWING, MYALUP, APRIL-JULY 2018
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. Italian ryegrass Caliente Field peas

Optimising cover cropping for the Australian vegetable industry
(VG16068) are evaluating beneficial mycorrhiza and crop yield on
these trial sites. Two similar summer cover crop trials are planned
for Richmond, New South Wales, and the Lockyer Valley in
Queensland (also a Hort Innovation-funded trial site).

The UNE team is very grateful to Hort Innovation for funding
this research. In Western Australia, the team was supported by
Peter and Anthony Ivankovich (lvankovich Farms, Myalup); lan
Guthridge and Graham Blincow (Western Australian Department of
Primary Industries and Regional Development); Grant Swan, John
Cross and Bruce Shaw (David Grays), and Dave Stewart (Elders).
In Tasmania, Philip Beveridge and Robert Tegg (TIA) provided
generous support of the project and access to the TIA site at
Forthside. Doris Blaesing (RM Consulting Group) and John Duff
(Queensland Department of Agriculture and Fisheries) provided
expert advice on cover crop variety selection.

INFO @

For more information, please visit une.edu.au/iwmvegetables, or contact
Michael Coleman at mcolema8@une.edu.au or 0437 403 644 or Chris Fyfe at
cfyfe3@une.edu.au or 0401 200 045

This project has been funded by Hort Innovation using the vegetable research
and development levy and contributions from the Australian Government.

Project Number: VG15070 Hort VEGETABLE
roject Rumber Innovation | FUND

Strategic levy investment

TABLE 1: WEED DENSITY AND WEED BIOMASS, MYALUP (WA) AND FORTHSIDE (TAS), 2018

TREATMENT WEED DENSITY WEED BIOMASS WEED DENSITY WEED BIOMASS
FORTHSIDE FORTHSIDE MYALUP MYALUP
plants per m? grams per m? plants per m? grams per m?
FIELD PEAS - - 135 177
CEREAL RYE - - 7.8 04
ITALIAN RYEGRASS 189.8 55.1 10.5 31
CALIENTE 262.3 1259 155 2.7
BQ MULCH - - 185 2.6
BIOFUMIGANT MIX - - 14.5 2.5
FALLOW 223 26.1 - -

| January/February - 2019 | 17
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OneHarvest Account Manager Tayla Field.

PAVING THE WAY FOR A SUCCESSFUL CAREER IN THE

HORTICULTURE FIELD

It has been a whirlwind couple of years for OneHarvest Account
Manager Tayla Field.

Currently based in Brisbane, Tayla's role at salad producer
OneHarvest involves working with major retailers and business
managers as well as talking to distribution centres and buyers
to make sure they receive correct, on-time deliveries of fresh
produce. OneHarvest has four distribution sites around Australia
including Brisbane, Sydney, Bairnsdale and Perth, with its own
leafy salad growing operation located in Richmond, Tasmania.

After completing her Bachelor of Agricultural Science at the
University of Sydney, Tayla relocated to Tasmania to work for
OneHarvest and, at the same time, participated in the 2017
Growing Leaders professional development program (VG15030),

a strategic levy investment under the Hort Innovation Vegetable

Fund. And the learning didn't stop there — the following year, Tayla
received a scholarship to undertake the Masterclass in Horticultural
Business (LP15001), a strategic partnership under the Hort Frontiers
Leadership Fund. She graduated from the class in December 2018.

BUSINESS PERSPECTIVE

The Masterclass in Horticultural Business appealed to Tayla as
it filled in the business knowledge gaps to assist in her current
sales role. Described as a mini-MBA for the horticulture industry,
the 10-month course focuses on several topics, including
learning about the global trends in agriculture and horticulture,
international business, innovation, value chains, and governance
and risk.

Three leading agricultural-focused universities are currently
involved in the masterclass, including the Wageningen Research
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Academy in the Netherlands, New Zealand's Lincoln University
and the University of Tasmania.

‘I thought the scholarship was a great offering as it's probably
not something that | would've been able to fund myself separately,”
Tayla says.

During the course, three face-to-face sessions with the
participants were held over 2-3 days. This provided Tayla with
numerous opportunities to network with members from other
horticulture industries such as nurseries, cherries and fruit.

“There was a wide range of people in the group who were able
to share their experiences, and when we visited other properties
that weren't in their industry, they would ask questions you wouldn't
often think of. Having that opportunity to listen and learn was really
great,” Tayla says.

“I've also gained an understanding of the business side of things;
how to write a business plan and present it. It's given me key skills
on how to understand a change management process, which is
something that our business is working on at the moment. | was able
to apply what we were learning and the modules to our business.”

LEADING THE WAY

Tayla joined the Growing Leaders alumni in 2017, and she describes
it as the first step outside her comfort zone.

“It was during the first year of my full-time job and it was pretty
challenging. But | think the key thing that links the Masterclass
and Growing Leaders is the group of people that you meet and
the networks that you develop. Growing Leaders challenges you
emotionally, but you find a sense of leadership that you didn't
really know you had,” Tayla says.



“The Masterclass is more theory-based, but with Growing Leaders |
walked away with a fresh perspective and leadership skills.

‘I think, leadership-wise, it was a big step up for me to do that. |
got a lot out of the networks that | developed, and the feeling that
you've really achieved something and you're going to do good for
your industry.”

Along with the skills that she developed while undertaking
Growing Leaders, completing the program boosted Tayla’s
confidence to continue on her horticultural learning path.

‘I think if | didn't do the Growing Leaders program, | wouldn't
have been ready to take on the Masterclass. After Growing Leaders,
| was looking for the next step — and that fell into it.”

COMMUNITY ENGAGEMENT

Tayla's passion for vegetables is evident, and she is spreading the

word about the industry through the Art4Agriculture program.
Art4Agriculture connects primary schools with a young farming

champion from all sectors of the industry including poultry,

Tayla Field (middle right) pictured with the young farming
champions participating in the Art4Agriculture program.

Marketing Association (PMA) Career Pathways Program in her
final year of university, which opened Tayla’'s mind to the industry.
“When | graduated, | thought | was going to go straight into a
role in cotton. | think the pathways program and the horticulture
subject in our last year at uni really shaped what | see as a

horticulture industry,” she says.

While moving to Tasmania wasn't easy, Tayla's enthusiasm
for fresh produce grew (pardon the pun).

“It's a bit of a tough slog down there. But | look back now in
my sales role, and I'm well-equipped to understand how the
farm operates and the procedures; and how difficult and
challenging farming can be, especially with the weather in
Tassie,” Tayla explained.

‘| love the horticulture industry — | love how fast-paced it
is; every day is different and | don't think that you get that in
other industries. The crops roll over very quickly; they're very
weather-affected. It's also great to meet a network of people
who are very supportive in the horticulture industry, so that
keeps driving my interest.

(Through the Masterclass) | was able to apply what
we were learning and the modules to our business.

beef, wool, horticulture, cotton and grains. The young farming
champions attend workshops and learn how to develop their story,
which focuses on their involvement in the agriculture industry, and
key focus areas relating to the sector that they represent. Students
get presented with the “Archiebull” Prize, a life-sized fibreglass bull
delivered to their school which they then decorate in their theme.

“The best part is being able to go to schools and tell your story
to primary school kids. Seeing the level of engagement from them
is really something special,” Tayla says.

“We were also able to give one of the schools the opportunity
to tour OneHarvest's Sydney factory, which was great.”

PATH REDIRECTION

Tayla's path into the horticulture industry appears to be well-paved;
however, it wasn't always that way — she completed the Produce

“But | love fresh produce — | think it's a great industry to work
in, so | really enjoy it from that point of view and | can't see
myself leaving any time soon. It's got something special about it
compared to other industries.”

INFO @

More information about the Masterclass in Horticultural Business can be found at
hortfrontiers.com.au/leadership-fund.

Masterclass in Horticultural Business is funded by the Hort Frontiers Leadership

Fund, part of the Hort Frontiers strategic partnership initiative developed by Hort
Innovation, with co-investment from the University of Tasmania and contributions

from the Australian Government.
’ LEADERSHIP
@ fronfiers KA
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E.E. Muir & Sons Regional Manager Danny Thornton
(second from left) accepts the award from Corteva's
Nick Weckert, Bill Bellzer and Krysta Harden.

After more than 92 years of operation and four generations

of family leadership, E.E. Muir & Sons knows better than most

the significance of sustainability — not only from a business
perspective, but also in terms of protecting the surrounding
environment. This is particularly important given the company’s
role as a major distributor of fertilisers, crop protection products,
seed and other farm supplies to the Australian agriculture industry.

Established by Edward Eric Muir in Melbourne's Victoria Market
in 1927, E.E. Muir & Sons is a family-owned company that has
since expanded its footprint from a humble market stall to 42
retail branches located in the key, predominately irrigated,
growing regions of Australia.

“We service high value cropping enterprises and our model is
to offer service in the field and add value to our customers,” E.E.
Muir & Sons Managing Director lan Muir said.

The importance of environmental stewardship is instilled
throughout the company’s 300-strong workforce. This
commitment came to light recently when E.E. Muir & Sons
Regional Manager Danny Thornton, in conjunction with Nick
Weckert from Corteva, nominated the business for the 2018
Corteva Environmental Respect Awards, the global agriculture
industry’s premier stewardship program, which recognises
outstanding work in preserving the environment through safe,
responsible business practices.

Now in its 28th year and previously run under the banner of
DuPont before its merge with Dow Agroscience, the Environmental
Respect Awards honour fertiliser/agricultural chemical retailers and
seed agents across the globe who are operating their businesses
in an environmentally sound manner to benefit their customers,
employees and the community.

“We were surprised and delighted when we were notified that
we won not only the Australian award but the Asia Pacific
Regional Winner award. It was quite the feather in our cap for
something we did, not for recognition but for the betterment
of the industry,” lan said.

“I would like to congratulate Corteva for encouraging agricultural
retailers across the world, like ourselves, in aspiring to meet the
criteria for consideration of this award.”

A FOCUS ON SUSTAINABLE FARMING

E.E. Muir & Sons’ involvement in the awards and subsequent
success was based around industry workshops held across
Australia with Matt Strmiska, a private consultant and specialist in
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E.E. MUIR & SONS
HONOURED FOR
ENVIRONMENTAL
STEWARDSHIP

spray application techniques from the United States. Matt held a
range of spray application workshops and demonstrations in
both the Sunraysia and Bundaberg regions of Australia, with
support from Corteva, to help growers become more efficient
and environmentally aware of the products they were using.

The workshops assisted growers in areas including on-target
application of crop protection products to prevent overuse, waste,
run-off and off-target damage. It also highlighted the efficient
application of products to limit fuel and machinery use, leading
to less soil compaction, and also providing resistance
management with the overall objective of using minimal
chemicals in the environment.

“Matt took the workshops well beyond what was a simple
spray application message,” lan explained.

“We have an attitude for sustainable agriculture, which doesn't
mean a non-chemical attitude; but the wise use of chemicals in
agriculture, and part of that is effective, minimal use, and using
alternative products where applicable. Many softer products need

ENVIRONMENTAL RESPECT IN ACTION

E.E. Muir & Sons was named the Asia Pacific Regional
Winners of the 2018 Corteva Environmental Respect
Awards, which recognises outstanding work in preserving
the environment through safe, responsible business
practices. This includes:
* Organising private consultant Matt Strmiska from the
United States to hold spray application workshops
to help growers become more efficient and
environmentally aware of the products they were using.
* Working with the fertiliser industry to minimise run-off
into the Great Barrier Reef.
« Offering consultancy field monitoring to minimise the
need for spray applications.
Developing new adjuvants to more effectively carry
the chemical and penetrate the target plant, which can
ultimately reduce the amount of chemical needed in
the environment.
Implementing and assessing environmental impact
projects, including robotics or data management, to
increase industry sustainability.



extra stewardship, and bringing someone like Matt into the country
helps with that stewardship.”

While the workshops were the key driver for the award
nomination, E.E. Muir & Sons’ promotion of sustainable farming
practices and environmental protection extends well beyond this.
For instance, the company is also involved in the fertiliser industry’s
attention to the Great Barrier Reef and minimising run-off through
the use of alternative products.

“We also offer consultancy field monitoring to minimise the need
to spray unnecessarily and we're developing some new adjuvants
which carry the chemical and penetrate the plant more effectively
to reduce the amount of chemical needed in the environment.
We've developed our own product development team to verify
these products and programs,” lan explained.

“More recently Will Gordon (formerly from Hort Innovation) joined
us as our Business Development Manager and he is overseeing the
implementation and assessment of a number of other environmental
impact projects — be it robotics or data management — to help our
customers. Again, this is a commitment to make our industry more
sustainable. Our team is very proud to represent a company that has
an environmentally sustainable attitude.”

SPREADING THE MESSAGE

lan, who joined E.E. Muir & Sons in 1975, has seen the business
gradually develop a stronger focus on environmental stewardship
over the decades, having progressed from selling agricultural
chemicals in large volumes in the 1970s to helping introduce
mating disruption technology to sustainably manage codling
moth in Australian orchards in the 1990s.

“Our attitude, from the 1990s particularly, is if there has been a
safer option that we could develop, we've certainly put resources
into it. We really support the newer products because in most
cases they are more specific, with minute quantities of active
ingredient going on per hectare versus the old days of quite a
large chemical impact per hectare,” he said.

lan noted that this shift towards a heightened sense of
environmental sustainability runs parallel to increasing retailer
and consumer demands for Australian producers to be more
environmentally conscious in their farming practices.

“It's a huge direction that we have to adopt. And it's about
time that we not only caught up but led the world in some of
these areas.”

Part of achieving this feat, he added, is for growers and the wider
industry to proactively share their stories — and it's something that
E.E. Muir & Sons will focus on well into the future.

“As an industry, we probably haven't spoken well enough of
the positive impact we're trying to make, at times to our own
detriment. As an industry it is time to start talking about the
positives, and the Corteva award has been a catalyst to push us
forward and make those stories more commonly known.

“It's not the only story around by any means, but maybe others
in our industry need to start talking about their good practices as
well, and if we can encourage others to do that and also strive to
get an award themselves, that's going to be good for our industry.”

INFO

For more information, please visit environmentalrespect.com or eem.com.au.
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emote monitoring insect trap installed at the
Koo Wee Rup demonstration site in Victoria.

NEW IPM AND COVER CROP SITE IN DARWIN, NT

Located about 60 kilometres out of Darwin, the Soil Wealth and
ICP team’s Coastal Plains site is in the heart of the Top End'’s
horticulture district. With support from a number of project
partners, we'll be exploring some key issues including Integrated
Pest Management (IPM) in vegetables and the value of cover
crops over the wet season.

The Coastal Plains Research Farm is investigating the use of IPM
in vegetable production in a trial comparing IPM to conventional
insecticides in a range of vegetables, with the assistance of Chris
Pham and Kevin Huong. Major pests include mites, aphids, bean
fly, green vegetable bug and cluster caterpillar.

Both the research station and Chris will look at different cover
crop species over Darwin’s wet season to protect the soils from
heavy rainfall over the summer. These crops will also act as a
green manure that will boost soil carbon and provide nutrients
for the coming year's cash crop.

You can find out more about the demonstration site on the
project website.

NEW PRECISION AGRICULTURE SITE AT KOO WEE
RUP, VIC

Adam Schreurs from Schreurs & Sons and the Soil Wealth and
ICP team are exploring the application of precision agriculture
in celery, leek and baby leaf production systems.

We're aiming to improve nutrition management, irrigation and
drainage management and insect pest and beneficial monitoring
as a basis for soil and crop health. To achieve this, we're using
technology like EM38 mapping, gridded soil sampling, remote
monitoring insect pest and beneficial identification traps with
cameras, as well as drones.

The team recently installed a remote monitoring insect trap and
is about to use a variable rate spreader before sowing the next
celery crop at the trial site.

Thanks to our project partners: Stuart Grigg Ag-Hort
Consulting, Brown's Fertilisers, Precision Agriculture, Metos —
Australia & NZ and OneHarvest.

You can find out more about the demonstration site on the
project website.
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IPM AND PRECISION
TECHNOLOGY: UPDATES
AND DESIGNING YOUR
OWN TRIAL

The Soil Wealth and Integrated Crop Protection (ICP)
projects work with growers nationally to put soil
management and plant health research into practice.
This edition, Carl Larsen provides an overview of two
new demonstration sites, as well as resources on
labile carbon, farm trial design, and Integrated Pest
Management. Soil Wealth ICP Phase 2 (VG16078)

is a strategic levy investment under the Hort
Innovation Vegetable Fund.

NEW FACT SHEETS: LABILE CARBON AND FARM
TRIAL DESIGN

Labile carbon is the carbon most readily available a