THE RAISED BY A CANADIAN FARMER
ANIMAL CARE AND ON-FARM FOOD
SAFETY PROGRAMS

i DRIVING CONSUMPTION

We know that the on-farm food safety and animal care
programs (OFFSP/ACP) impact daily life and routines on the
farm. We also know that it's hard sometimes to see the bigger
picture, to understand why these programs are so important,
and it's easy to wonder whether it's worth it.
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https://www.chickenfarmers.ca/wp-content/uploads/2023/01/2023-2025-Strategic-Plan-eng-WEB.pdf
https://www.chickenfarmers.ca/wp-content/uploads/2023/01/2023-2025-Strategic-Plan-eng-WEB.pdf
https://letstalkchicken.ca/environment/
https://www.chickenfarmers.ca/meet-your-farmers/
https://www.chickenfarmers.ca/meet-your-farmers/

“We use the Raised by a Canadian Farmer brand to leverage the trust that i
our guests have in Canadian farmers. Knowing there is a national program e

et 9 a 9 o m
that all farmers are certified on, with high standards in animal care and food e—

safety, gives us confidence in the brand and what it stands for. We're proud
to display the logo on chicken in our stores across the country.”

- Carly Zedic, Director of Marketing, Off Premise Swiss Chalet, Recipe Unlimited
“Mary Brown’s partnership with the Raised by a Canadian Farmer brand
has been hugely valuable to our business. Knowing there is one consistent,

national program that all farmers are certified on gives us confidence in
promoting Canadian chicken and the high standards to which it is raised.” , ,

- Fergus Byrne, Senior Director, Procurement, Mary Brown'’s Chicken (MBI Brands)
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