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STRAIGHT TALK FROM A ROUNDTABLE. 

The only thing worse than knowing 
nothing is thinking you know it all. 

Success in the pork business today 
requires a broad base of knowledge on 
a range of topics, from production to 
politics to pig health. Even for the 
savvy, well-rounded producer, it can 
be tough to keep up. 

Given that challenge, when experts 
on risk management, succession and 
biosecurity sit down to talk, it might 
pay off to listen. 

A rewarding look at risk 

Whether it's production or market 
risks, guarding against trouble is good 
for your peace of mind and bottom 
line. 

"Risk management is a huge part of 
managing a business:' says Cam Dahl, 
general manager of Manitoba Pork. 
"Everyone does it directly in some 
manner, such as producers who choose 
to self-insure (putting some money 
aside in case of an unexpected loss), 

but having access to various tools for 
mitigating risk is vital. This may be 
especially true for the pork industry, as 
the cycles tend to be shorter than for 
other livestock sectors:' 

Particularly on the production side, 
however, pork producers don't have 
access to the same caliber of risk man­
agement tools as farmers who grow 
grains, oilseeds and specialty crops. 
According to Dahl, the missing ele­
ment is affordability. 

"Whether it is livestock price insur­
ance or failed 
attempts at risk 
management 
like the Hog 
Price Insurance 
Program 
(HPIP), the 
tool must be 
practical from a 

price standpoint;' says Dahl. "For 
pork, we haven't hit that sweet spot 
yet. In part, it's a matter of government 

support for other insurance programs 
and premiums that have never applied 
to the livestock sector. HPIP was 
ineffective because the risk mitigation 
wasn't enough to warrant the premi­
ums, and that's something that must 
be addressed:' 

On the marketing side, producers 
can limit risk in a variety of ways, such 
as forward contracting. This involves a 
contract between a buyer (normally a 
meat packer or a marketing agent) and 
a seller (normally a producer), where 
the producer agrees to sell, at a future 
date, a number of hogs to a buyer for a 
certain price. Another option is hedg­
ing, where producers lock in a price 
for their pigs regardless of whether the 
market goes up or down. 

Risk management for production, 
however, remains a challenge. 

"Given the dearth of programs, it 
comes down to preventing loss 
through managing disease risk;' says 
Dahl. "This is achieved largely through 

Story Idea? Contact Paul.Nolan@Farms.com Better Pork I August 2024 








