
BEAVER VALLEY 
CIDERY SERVES UP 
SCENIC AND TASTY 
EXPERIENCES
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John Mott says that if you’re starting 
up a business and you’re passionate 
about your products, you have to 
keep innovating and ‘can’t sit still’. 

Mott and his wife Judy own the Beaver Valley 
Cidery, located on their 50-acre property on the 
picturesque Grey County road 13. 

“We really like the area and the property which 
we’ve owned for 18 years, so we had plenty of 
time to think about what we wanted to do with 
it,” he says.  “We’re also smack in the middle of a 
commercial apple growing region — Grey County 
produces 25 per cent of the province’s apples.”

 W DO YOUR RESEARCH AND HIRE A 
PROFESSIONAL ADVISOR

The Motts started planning the business in 2008 and 
it took six years to get it up and running because 
they started by planting an eight-acre orchard. 

They did a lot of research into the best varieties  
for making hard cider and hired Ken Wilson, a 
recently-retired apple specialist with the Ministry  
of Agriculture, Food and Rural Affairs, to help with 
the production side of things, including orchard 
layout, choosing root stock, and figuring out pest 
control strategies.

“He was an indispensible resource when we were 
starting out,” Mott says.

While doing their homework, the Motts found 
out they had to apply to the Niagara Escarpment 
Commission (NEC) for permission to build the 
cidery, and had to register as a winery, since there 
was no designation at that time for cideries. Theirs 
was the first application of its kind to be approved 
through the Thornbury NEC office. 

They continue to seek out the latest ways of 
improving their business by exploring what others 
are doing. 

“Every time we go on vacation, we visit different 
cideries to see what’s going on in the industry,” 
Mott says. 

 W TIMING IS IMPORTANT
John Mott credits the idea of being outside in the 
fresh air and the healthy lifestyle as part of the 
reason for starting the business. He also did his 
market research and recognized a great opportunity.

 “The cider market was taking off exponentially  
and there was no one else thinking or planning for 
cider in the area, so it seemed a natural thing to 
do,” Mott says. 



Cider is one of the Liquor Control Board of 
Ontario’s (LCBO) fastest-growing sales categories. 
Ontario craft cider sales rose by 89 per cent per 
year from 2011 to 2015.

 W SHOW PERSEVERANCE 
Mott says that the most difficult aspect of the 
business is keeping the orchard healthy and 
productive. He grows a number of North American 
species, including Roxbury Russet - the oldest 
named variety on the continent. They all have many 
natural pests - from ‘umpteen’ species of insects, 
mice, rabbits, deer and birds. But he enjoys the 
challenge. 

While he only presses 15,000 litres of hard cider per 
year, Mott has to adhere to the same tax structure 
as the larger volume wineries and breweries, which 
has a big effect on his revenues. 

He sells all his production from the premises to 
save on taxes and because he wants to make the 
business into more of a destination for visitors than 
an industrial cidery.

 W DIVERSIFYING BY MOVING INTO 
AGRI-TOURISM

Mott is developing more attractions like a nature 
trail to complement the cidery, orchard and 
heritage buildings that already exist.  Guided 
tours are offered every Sunday at noon during the 
season. They also have free tastings.

Mott makes sure that the business is on every 
tourist map that’s developed for the area - including 
the ‘Saints and Sinners’ map of wineries, brewers 
and cideries in Bruce, Grey and Simcoe counties.

He also has accounts on Facebook, Twitter and 
Instagram, but really likes the idea of being 
discovered by people from Toronto and Kitchener-
Waterloo who regularly drive up the popular county 
road.

 W ADVICE FOR OTHERS
Mott believes that if you want to start a business, 
you have to have passion. “You can’t buy it or make 
it up,” he says. 

He also advises would-be business owners to 
make sure they have a market for their product 
and clear idea of who their customers will be. He 
thinks you need to know the numbers well enough 
to determine whether it will be economically viable 
and worthwhile.

In his constant search for more and better products, 
Mott has joined the Ontario Craft Cider Association 
which supports and promotes producers, 
funds research into cider apples and provides a 
network of like-minded business owners to share 
information, resources and advice. 

AMI can help!
For more information on farm business 

management, visit www.Takeanewapproach.ca 

or call the Agri-food Managment Institute  

at 519-822-6618.



Debbie Nightingale’s lifelong love 
of goats has turned into a thriving 
business called Haute Goat from  
which she sells goat milk skin and 
cuticle creams, soaps, candies and 
even a goat milk caramel corn. 

She shied away from making and selling the 
traditional goat milk and cheeses, since many 
others were already in that market.

In 2016, she will diversify the business further by 
helping city-dwellers better understand agriculture 
through tours and educational outings for school 
children on the farm. 

Nightingale and her partner Shain Jaffe own and 
milk 20 goats on a 200-acre farm in Newtonville, 
near Port Hope, Ontario. The herd is expected to  
be a lot bigger with more goats for visitors to see 
and touch in spring 2016, when the 12 does that 
have been bred give birth. 

 W START WITH GOOD PRODUCTS
Nightingale’s Nigerian Dwarf goats produce  
milk with the highest butterfat content of all  
goats. That means that the skin and cuticle creams 
she makes are of a very high quality. The salted 
goat milk caramels, goat cheese chocolates, goat 

butter fudge and goat milk caramel corn she  
sells are also unique products that aren’t  
available elsewhere. 

 W HIRE THE BEST PEOPLE FOR THE JOB
Nightingale’s career as a television producer has her 
seeking out and finding the best people to do the 
jobs she can’t. That’s why she turned to Shannon 
Hitchon, a master candy-maker, who develops and 
tests recipes for her.  

She also gets advice from business people in her 
network and is collaborating with local farmers  
who are planting interesting crops on her property 
like buckwheat, heritage grains, fruit and nut trees 
on the property. The idea is to educate farm  
visitors on how these crops are grown and why 
they are important. 

 W BE STRATEGIC
Nightingale says that moving her farm from 
Campbellford to Newtonville in the fall of 2015 was a 
calculated move to be more accessible to the Toronto 
market, and to increase the number of visitors she 
will attract. While she will continue making and selling 
the goat milk products, she’s now concentrating on 
building up the agri-tourism aspect of her business, 
including tourist groups and school outings. Besides 

HAUTE GOAT FARM 
GIVES URBANITES 
A TASTE OF 
AGRICULTURE

 @AMIOntario  Agri-food Management Institute



diversifying her income streams, Nightingale wants to 
get people to know what farming is about.

“I want to get people out here to touch and see  
and feel the real experience of how a farm works,” 
she says. 

 W MARKET, MARKET, MARKET
Nightingale says she or her partner attend about  
10 consumer trade events a year - including the 
Royal Winter Fair - to show off their products and 
attract more customers. 

“Consumer shows are starting to be worth the price 
of admission as we grow our reputation and start 
getting repeat business at those shows,” she says.

Haute Goat also has a website and a strong 
presence on Facebook, Twitter, Instagram and 
Google+. Again, Nightingale credits the expertise of 
Rebecca Ruddle, a social media expert she hired in 
early 2014 to help boost the company’s profile. 

After only three months, the website was averaging 
700 visits per month and sales began rising. Haute 
Goat has also benefited from being profiled in 
major publications like the Globe and Mail, Toronto 
Star and Food and Drink. 

 W AWARD-WINNING COMBINATION
As an entrepreneur, Nightingale has leveraged her 
own passion for goats and educating the public, 
good advice from people in the know, and savvy 
marketing techniques to build Haute Goat into a 
business that received a Premier’s Award for Agri-
Food Innovation in 2015.

 W RESOURCES
Start, manage and grow a business with the new 
2015 Guide to Food and Beverage Manufacturing 
in Ontario. This comprehensive resource can help 
entrepreneurs and existing companies learn more 
about growing and operating a food and beverage 
business in Ontario. 

Find the guide here: http://bit.ly/1VnJ5pl

THINGS TO CONSIDER FOR AN  
AGRI-TOURISM OPERATION:

 W Physical set-up — land, climate, season  
length, buildings, natural attractions 
(woodlots, wetlands)

 W Strengths and goals — people skills, 
marketing ability, knowledge of area, history

 W Markets — school groups, seniors groups, 
drop-ins, bus tours

 W Activities — serving food, selling products, 
pick-your-own, conducting tours, petting 
farm, mazes, hayrides

 W Rules — labour laws, food safety,  
zoning permits

 W Managing risk — insurance, liability,  
on-farm transportation, biosecurity

 W Marketing — community papers and radio 
advertising, road signage, websites, social 
media, cross-promotion with area attractions

Source: Developing an Agri-tourism Operation in Ontario - Ministry 
of Agriculture, Food and Rural Affairs Fact Sheet 

AMI can help!
For more information on farm business 

management, visit www.Takeanewapproach.ca 

or call the Agri-food Managment Institute  

at 519-822-6618.
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ROASTING UP 
A GREAT NEW 
BUSINESS

 @AMIOntario  Agri-food Management Institute

Jamie Nichols turned his passion 
for roasting coffee into a business 
venture when his contract as 
a cartographer with Lakehead 
University ended. 

Since July 2015, he has been building and 

growing his business, called the Rose N Crantz 

Roasting Co. Now, he sells at the local farmers’ 

market and supplies several Thunder Bay 

restaurants and coffee shops with high-quality 

roasted coffee beans. 

 W START WITH A GREAT PRODUCT
“All my products are single-origin coffee beans,” 

he says. “Much of the coffee you see is blended  

— each of my products come from a specific  

farm or co-operative in a specific country, so they 

each have their own story.”

The coffee beans he roasts are shipped from 

Costa Rica, Guatemala, Rwanda, Burundi, Kenya 

and Yemen. Nichols only sources from fair trade 

companies like Cafe Imports, whose mission 

is “to bring to the global market the highest 

quality green coffees in the world by sourcing, 

developing, and innovating at origin, while 

empowering farmers with price, traceability,  

and long-term partnerships.”

 W DO YOUR RESEARCH
Nichols did a great deal of research, spending 

hours online, digging for the best coffee-roasting 

practices. A website called ‘Sweet Maria’s’ was a 

major resource for his higher learning in coffee. 

He also did a lot of market research and found 

2015 information from PCdatabase that said 

there is a $1.85 million market for roasted coffee 

beans in the Thunder Bay area. That’s just people 

who want to brew at home, and doesn’t include 

restaurants or institutions. 

 W WRITE A BUSINESS PLAN
Nichols turned to the Northern Ontario Heritage 

Fund Corporation for funding to make the 

business big enough to earn a wage. In order to 

apply, he needed a business plan, which is now 

his blueprint for expanding the business. His 



plans include having a storefront, a ‘cupping lab’ 

in which people taste test different coffees, and 

conducting brewing workshops to “get people as 

excited as I am about coffee.”

His advice for aspiring entrepreneurs is that, if 

they are serious about making their business 

competitive, they have to have a business plan to 

attract investors and obtain bank financing.

 W TOUGH IT OUT
Nichols started his business when the Canadian 

dollar was at par with the U.S. dollar so there 

have been tough times recently with currency 

exchange rates.

As a result, the storefront will have to wait until his 

margins improve. But he is optimistic for what the 

future will bring. 

In the meantime, he says he will continue focusing 

on regional markets and is looking to the Ignace, 

Red Lake and Dryden areas of northwestern 

Ontario for expansion opportunities.

 W RESOURCES
Start, manage and grow a business with the  

new 2015 Guide to Food and Beverage 

Manufacturing in Ontario. This comprehensive 

resource can help entrepreneurs and existing 

companies learn more about growing and 

operating a food and beverage business  

in Ontario. 

Find the guide here: http://bit.ly/1VnJ5pl

10 STEPS TO STARTING UP A  
FOOD PROCESSING BUSINESS:

1. Product idea

2. Market research and business planning

3. Organize the business 
sole proprietorship, partnership, corporation

4. Insurance and regulations

5. Food safety 

6. Manufacturing strategies 
buy or rent facilities, equipment

7. Product development

8. Packing and labeling

9. Marketing 

10. Distribution

AMI can help!
For more information on farm business 

management, visit www.Takeanewapproach.ca 

or call the Agri-food Managment Institute  

at 519-822-6618.



PRODUCT 
DIFFERENTIATION 
MAKES SLATE RIVER 
DAIRY THRIVE
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Jim and Wilma Mol milk 45 cows on 
a 450-acre farm in Neebing, a half-
hour’s drive outside Thunder Bay.  
Both are life-long dairy farmers. 

Wilma immigrated to Canada from The Netherlands 
as a farm worker in the early 1990s. They’ve been 
on their own farm since 1996 where they are raising 
four children. 

An encounter in 2010 with a local restaurant 
waitress turned on a switch for Wilma Mol. After 
ordering a glass of milk she felt was not up to her 
high standard, Wilma said she didn’t want any 
unless it was local.

“The waitress had no idea that we even have  
dairy farmers in the area,” she says. The Mols knew 
they could produce higher-quality milk products 
than what was available. So they decided that, 
 rather than seeing all their raw milk shipped 
to Winnipeg or Sudbury and having processed 
products shipped back, they would start their  
own dairy processing operation.

 W RESEARCH IS KEY
Wilma put in a lot of time and effort doing research 
into how to process and market dairy products — 
mostly yogurt - in Ontario and in The Netherlands. 

“I spent the summer of 2011 on the phone or on the 
computer at least 30 to 40 hours a week, on top of 
working on the farm,” she says. 

Her market research said that the need for fluid milk 
products was very high, and butter was even more 
in demand. 

“There are 25 dairy farmers in the area producing  
19 million litres of milk a year, and Thunder Bay 
alone drinks 21 million litres a year,” she says. “That’s 
just fluid milk - not other dairy products.”

 W EDUCATION IS IMPORTANT
Wilma and her husband also took a two-day milk-
processing course at the University of Wisconsin-
Madison, which convinced the Mols that making 
only pure, wholesome products with no additives 
was the way they would operate.  Yogurt is 
sometimes made commercially with thickeners like 
starch and pectin. 

Dropping into a Wisconsin dairy on the way home 
that sold non-homogenized, pasteurized milk in 
glass bottles made them realize that this was the 
product they wanted to sell. Non-homogenized milk 
is less processed with the cream floating to the top. 
Some consumers will pay a premium for the richer 
taste of the milk and to be able to skim off the 
cream for coffee and other uses.



 W USE THE HELP AVAILABLE  
FOR BUSINESS PLANS

In the summer of 2011, Wilma started the paperwork 
she needed to build the dairy processing facility 
with the Ontario Ministry of Agriculture, Food 
and Rural Affairs. She also applied to Northern 
Ontario Heritage Fund (NOHFC) to help finance its 
construction. The NOHFC required a business plan, 
and for that, Wilma found tremendous support from 
the staff at the Northwestern Ontario Innovation 
Centre and Bioenterprise Corporation. 

 W PERSISTENCE PAYS OFF
Getting Slate River Dairy up and running took four 
years, including obtaining more than 18 different 
permits and licences. There were also serious 
financial and building setbacks that nearly derailed 
the dream. But the Mols persisted, because they 
believed in their product and their ability to sell it.

Even after launching in August 2015, equipment 
breakdowns plagued the business, and at one 
point, Wilma had to dump 800 litres of milk. The 
original budget of $1 million ballooned to just 
under $1.35 million, with a $250,000 grant and a 
$250,000 repayable loan from the heritage fund.  

Still, she would encourage any farmer, if they have 
the vision and determination, to go into processing 
because it is, in the end, a rewarding endeavour.

 W MARKETING
The Mols sell white and chocolate milk, yogurt 
and many other dairy products in their own 
on-farm store, at the Thunder Bay Country Market 
and several other stores and restaurants in the 
area.  They have a website and are very active on 
Facebook. But they haven’t had to spend a cent on 
advertising to promote their products.

“The support from the community and the media 
has been fantastic,” she says.

 W LOOKING FORWARD
As to the future, Wilma says they built the dairy plant 
big enough to be able triple their current production 
volume of 1,000 litres a week. She’s also looking at 
buying a butter churn to tap into that market. 

With help from professionals and the community 
along with their drive to learn and persevere, the 
Mols are well on their way to business success.

HINTS FROM THE MOLS FOR  
STARTING A PROCESSING BUSINESS:

 W Do lots of research

 W Develop a high-quality product that  
people want

 W Educate yourself about proper  
processing practices

 W Use professional help with business  
plans and financing

 W Keep an eye on costs and build in  
a contingency fund

 W Be persistent

AMI can help!
For more information on farm business 

management, visit www.Takeanewapproach.ca 

or call the Agri-food Managment Institute  

at 519-822-6618.
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