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Organic History Seminar

Joseph R. Heckman, Ph.D., Specialist in Soil Fertility

Any citizen of the United States would know that George
Washington was a key figure in the founding of our coun-
try.  Likewise, any organic farmer should know that Sir

Albert Howard was a key figure in the development of the organic
system of agriculture.  Nevertheless, I am often surprised to find that
when dropping Howard’s name into a conversation with an enthusias-
tic supporter of organic agriculture that the person draws a blank.
Apparently, the recent rapid growth of the organic movement has lost
some contact with its historic roots.  For this reason, I chose Sir Albert
Howard and the Origin of Organic Agriculture as a seminar topic when
invited in November 2002 to give a presentation before the Council
on History, Philosophy, and Sociology of Soil Science that meets in
association with the Soil Science Society of America.  This subject was
very timely since it came on the heels of the implementation of the
USDA Organic Certification Program.  The level of attendance at the
seminar indicated a keen interest in the history of organics.  While I
am currently engaged in further historical research on the life and
work of Sir Albert Howard for a journal article, I wish to offer myself as
a speaker on this topic to NOFA and other interested organizations.  A
brief synopsis of my seminar as it appeared in Agronomy Abstracts is
reprinted below:
Abstract: Sir Albert Howard’s War in the Soil and the
Origins of Organic Agriculture

Sir Albert Howard (1873-1957), born son of a farmer in England,
educated at Werkin College and at Cambridge, taught agricultural
science (1899-1902) at Wye College, and served (1905-1924) as
Imperial Economic Botanist to the Government of India before
permanently returning to England in 1931.  While in India, he devel-
oped the Indore Composting Process, improved strains of wheat, and
found solutions to some plant and animal health problems that had
been mistakenly assumed to be caused by pathogens.  Although
Howard was an effective agricultural researcher, he is less well known
for his scientific contributions than for his passionate advocacy for
organic farming.  He wrote several books, including An Agricultural
Testament, The Soil and Health, and War in the Soil, that publicized the
concept that nearly any plant, animal, or human disease was caused by
unhealthy soil and that organic farming techniques could make the soil
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Pruning Blueberries -
Fact & Fiction

Gary C. Pavlis, Ph.D., Agricultural Agent,
Rutgers Cooperative Extension of Atlantic
County

New Jersey has approximately eight thousand
acres of blueberries under cultivation and this

is the primary crop for which I have extension responsi-
bilities.  Pruning continues to be little understood and
poorly executed throughout the industry.  In fact, it is
rare to find two growers who prune the same.  I would
like to clear up a few misconceptions and try to outline
a simple method of pruning blueberries.

The first place to start would be to discuss the
importance of pruning.  Growers often feel that pruning
is of little value because the effects are not immediately
apparent or dramatic.  It should be noted that a well
known blueberry researcher, Phil Marucci stated many
years ago that there were a few factors which have
greatly influenced the lack of increase in blueberry
yield on a per acre basis over the last 30 years and
pruning was the most significant factor.

More recent research has revealed that young canes
are more efficient fruit producers than old canes.  In
fact, canes which are 3 to 10 years old allocate greater
than 50% of applied water and fertilizer to fruit produc-
tion.  By the time a cane reaches 20 years of age, only
25% is allocated to fruit.  (Water and fertilizer costs the
grower money and there is no profit in the production
of blueberry leaves.)  Additional research compared
three pruning types on yield and fruit size.  Plants were
1) regularly pruned in a moderate manner such that one
out of every six canes per cut out, 2) heavily pruned by
removing 40% of all canes out every five years and 3)
not pruned at all.  The result was that the regular
moderate pruning had the highest yield on the least
number of canes.  Research has also shown that as
pruning increases, new cane production increases.

These studies show us that young canes out pro-
duce old canes, the removal of one out of six canes
produces the right number of new canes and the
highest yield and fruit weight is produced with regular
moderate pruning.

It is also important to understand how a blueberry
plant grows.  Each year, canes are initiated from the
base of the plant.  Each succeeding year, the cane
produces laterals; laterals produce laterals and so on.
Each year the lateral production on any individual cane
decreases in diameter, or in other words, the wood
becomes progressively twiggy.  It should be realized
that as wood becomes smaller, fruit size decreases.  This
is why we detail prune to increase fruit size.

With this information under our belts we can
address how to prune.  There are really 5 basic steps to
keep in mind when approaching a bush which is to be
pruned.  1.) Assess the plants overall vigor; is cane
production adequate?  2.) Prune out all dead wood.  3.)
Locate the oldest canes and prune out one of every six
canes. Thus if the plant has twelve canes, remove two of
the oldest.  4.) Prune out all low branches which will
never be picked and are a source for disease.  5.) Detail
prune, i.e. remove as much twiggy wood as time allows.

Armed with these basics, we can now deal with the
different plant situations that arise.  First, pruning young
plantings has the primary objective of establishing the
plant to obtain full production as soon as possible.
Thus, the first two years the procedure is to remove
flower buds.  Some growers cut off as much as the top
half of the plant.  This is really quite drastic.  Rubbing
off lower buds would be sufficient however, in a big
operation it is usually less labor intensive to cut the top
3-5 inches off each cane which will remove most flower
buds.  Any weak twiggy growth should also be removed.

In year three, a small crop is possible but not at the
expense of stunting the plant.  Usually 1-2 pints/bush is
the optimum and fruit should only be on strong wood.

The fourth and fifth year twiggy growth must again
be removed as well as any lateral canes which have
developed.  Fruit production can be increased but the
amount is dependent on the number of new canes
which were produced the preceding years, 3-5 canes/yr
is optimum.  The blueberry planting should be in full
production by the sixth year though there are numerous
variables which will influence this timing.  The most
important of these being proper pH and nutrition, water
management and the crop to cane production balance.

I have found it is also helpful to growers to discuss
blueberry pruning strategies based on plant status.  I do
not believe there is a strategy for each variety though
any one variety may fall into one of the following
categories most of the time.  For example, the variety
Blueray often has a spreading or open habit in which
canes tend to bend down to the ground.  Plants of this
type must be thinned to the 1 of 6 rule, however canes
that are bent over also tend to produce an upright
shoot.  These canes should be pruned just above this
upright shoot to produce a more erect plant.  Other
varieties which often fit into this category are Berkeley,
Bluetta, Coville, Weymouth and Patriot.

Varieties such as Bluecrop, Collins, Darrow,
Earliblue, Herbert, Jersey, Lateblue and Elliot often fall
into the erect plant category.  These plants become
overly dense in the center which decreases fruit bud
initiation.  The pruning strategy for this category is to
remove older central canes before all others.

When plants are overly vigorous, the primary
strategy is to remove entire canes rather than spend

SEE PRUNING BLUEBERRIES ON PAGE 3
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healthy.  Howard was extremely critical of the agricul-
tural establishment and called the “conflict between the
birthright of humanity - fresh food from fertile soil -
and the profits of a section of Big Business” (i.e.,
artificial fertilizers and poison sprays) “The War in the
Soil”.  Howard was a polarizing figure who contributed
to the rift that prevented a dialogue between the
organic community and traditional agricultural scien-
tists for several decades.  Recently, the growing popu-
larity of organic farming has reopened a channel of
communication. ❏

time on detail pruning.  This is done at least until the
proper fruit to cane production balance can be estab-
lished through nutrition and fruit production manage-
ment.  Varieties which are prone to this situation are
Earliblue, Collins, Blueray, Herbert and Collins though
any variety can potentially be overly vigorous.

Weak plants are treated in the opposite manner.
The primary procedure is to detail prune rather than
whole cane elimination.  Varieties which are classically
put into this category are Weymouth and Bluetta.

I should take a moment to address the method of
pruning on a field which has been neglected for a long time
and needs to be rejuvenated.  This question often comes up
when a grower has purchased one of these fields.

The most important step is to inspect the plants in
their field for virus symptoms.  Any plant showing these
symptoms should be pulled out.  The plant inspections
must be done during the growing season because
symptoms are most easily seen on the leaves.  The next
step is to completely prune everything down to the
ground; a chainsaw is the quickest and easiest method.
This pruning is best done in late winter.  An application
of a 10-10-10 fertilizer should be made in early April,
usually at a rate of 400 lbs per acre.  No crop will be
harvested that year, however the following winter the
canes should be thinned to approximately 12-16 canes
per plant.  A full crop can be harvested that year.

In summary, pruning correctly can 1) increase yield,
by producing more young canes, 2) increase fruit size
by producing more strong wood, 3) decrease disease by
removing dead wood and, 4) increase cane initiation
because as pruning increases, cane number increases.
Pruning costs money, but it will cost a grower more if it
isn’t done and it isn’t done correctly. ❏

SIR ALBERT HOWARD FROM PAGE 1

PRUNING BLUEBERRIES FROM PAGE 2 Perimeter Trap Cropping
for Cole Crop Insects

Jude Boucher, University of Connecticut
Extension

Reprinted from adapted version in Vermont Veg-
etable and Berry News, University of Vermont Exten-
sion, December 15, 2002, www.uvm.edu/vtvegandberry.

Trap crops are used to protect a main cash crop’s
pests. A trap crop can be a different plant

species, variety or just a different growth stage of the
same species as the cash crop, as long as it is more
attractive to the pests. Trap cropping works best for
insects of intermediate mobility rather than those, like
aphids, passively dispersed by air currents or those
strong fliers that descend on a crop from high eleva-
tions.

Perimeter trap cropping involves planting the
attractive plant species so it completely encircles the
main crop like fortress walls. Perimeter trap cropping is
useful to protect the crop from an attack that may come
from several or unknown directions. Perimeter trap
cropping can be used to help protect cole crops from
damage by the diamondback mothdiamondback mothdiamondback mothdiamondback mothdiamondback moth (DBM) and/or ffffflealealealealea
beetbeetbeetbeetbeetleslesleslesles; it may not eliminate these insects completely,
but it can substantially reduce their populations on the
main crop.

Adult DBM and flea beetles may survive the winter
under residue of previous cole crops or cruciferous
weeds like wild mustard or radish. Therefore, it is
important to rotate your crops and eliminate weeds in
the cabbage family from your fields, to prevent these
pests from invading the next year’s planting from within
the protective perimeter trap planting. Both pests are
mobile insects, but not strong fliers.

Diamondback moth larvae may also arrive on
infested southern-grown transplants or may arrive as
adult moths on storm fronts later in the season. This
pest has three to five generations per season. The DBM
is treated as part of a cole crop caterpillar complex,
which includes the imporimporimporimporimported cted cted cted cted cabababababbababababagegegegegewwwwwormormormormorm, cccccabababababbababababagegegegege
looperlooperlooperlooperlooper and sometimes the crcrcrcrcross-stross-stross-stross-stross-stripipipipipped cped cped cped cped cabababababbababababage-ge-ge-ge-ge-
wwwwwormormormormorm.

Flea beetles primarily damage seedlings during
establishment or prior to the five-leaf stage. In addition
to surviving the winter under cruciferous weed and
crop residue, they hide under leaf litter in tree lines and
hedgerows. They move into the field from shelter sites
daily, especially on sunny days. Leaf feeding is often
concentrated on crop rows near the field margins.
Several different species make up the flea beetle
complex that may damage cole crops. Individual
species have one or two generations per season, and

SEE TRAP CROPPING ON PAGE 4
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Smart Marketing Back to the Future:
Customer Relationship Marketing

in Food Retailing
Rod Hawkes, Senior Extension Associate, Food Industry
Management Program, Cornell University

Reprinted from Vegetable Notes, University of Massachusetts
Extension, November, 2002, http://umassvegetable.org/newsletters/
index.html.

Close your eyes and imagine traveling back 75 years in time to
1927, when small, independent neighborhood grocery stores

and specialty shops were the norm. In those days, the grocer/owner
knew most of the customers by name and many of their food prefer-
ences and needs. The store was probably a family operation and the
grocer’s family may have lived right in the neighborhood, if not above
the store itself.

That type of customer intimacy has largely disappeared as large
supermarkets replaced grocery stores and supermarket chains have
increasingly replaced independent ownership in many parts of the
world.

However, history has a tendency to repeat itself and often what is
old becomes new again. Such is the case with a new trend in food
retailing called customer relationship marketing (CRM). Essentially,
CRM is an attempt to regain the customer intimacy that was so much a
part of the grocery industry in the past. The goal of CRM is to create
and maintain customer loyalty because a loyal customer can be less
costly to serve and, therefore, may be more profitable in the long run.

Customer relationship marketing (CRM) can be defined as under-
standing the specific needs and preferences of individual consumer
households and marketing, staffing, and merchandising to meet those
needs. The key CRM objectives are to increase (1) operational and
marketing efficiency, (2) customer loyalty, and (3) long-term profitability.

The difference today is the huge size of current supermarkets
makes it difficult to establish actual person-to-person relationships as
in the early days of the 20th century.

Two major factors are driving the exploration and adoption of
CRM by food retailers: technology and competition. Technology is
enabling retailers to track purchases by individual household through
bar code scanning and customer identification cards. Retailers are
thereby able to target promotions and advertising to the customers
who actually use various products.

Competition from other supermarkets, non-traditional food
retailers such as super centers, wholesale clubs, drug stores, and
convenience stores, and many rejuvenated farm markets has resulted in
too many outlets vying for the grocery spending of a consumer base
that is not growing as fast as the number of shopping alternatives. As
the number of stores in a market increases, competition forces prices
to decline, putting a premium on efficiency to maintain profitability
and sales growth.

In this environment, smart retailers recognize that the cost of
acquiring a new customer is much higher than the cost of keeping a
current customer. Also, loyal customers can be more profitable, espe-

the population peak of one species may
be closely followed by that of another.

Perimeter trap cropping for DBM:
For early spring plantings, transplant two
rows of collards on all sides of the main
cole crop planting. The collard seedlings
can be transplanted by machine on two
sides of the field, while seven to nine
collard transplants should be set by hand
at the end of each row to provide a
barrier on the third and fourth sides.
Transplant the collards at the same time
as the main crop and provide both with
similar fertilizer, irrigation and cultivation
programs. For late spring or summer
plantings, direct seed or transplant the
collard barrier 1 to 2 weeks before
establishing the main crop, to assure a
trap crop of adequate size and attrac-
tiveness. Remember that collard seed-
lings develop a little slower than tradi-
tional cole crops. One possible spacing
would be 40 inches between rows and
10 to 12 inches between plants within
rows (or the same as your main crop
spacing). ‘Vates’, ‘Georgia’ or ‘Champion’
collard varieties make good trap crops.
Make sure the trap crop barrier remains
lush all through the season to attract the
pest and the barrier extends all the way
around the crop you wish to protect.
Unless you plan to market the collards,
researchers in Florida recommend not
spraying the trap crop to allow it to serve
as a refuge for insecticide-susceptible
DBM individuals (for resistance manage-
ment); and to build up high populations
of DBM parasites.

Perimeter trap cropping for flea
beetles: simply replace the collard
barrier described above with Chinese
‘Southern Giant’ mustard. Alternatively,
you can plant several rows of mustard on
the outside of the collards to trap out
both pests. It is best to make multiple
sowings, several days apart, to provide
an ample and continuous supply of
attractive, young mustard plants that
protect the main crop adequately. Do
not let the mustard go to seed, or it will
become a weed in future plantings. ❏

TRAP CROPPING FROM PAGE 3

SEE CRM ON PAGE 5
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cially over their lifetime, than customers who switch
stores on a regular basis. Therefore, CRM focuses on
identifying and nurturing a store’s best customers and
trying to increase the loyalty of the rest of the store’s
customer base.

For at least the past 40 years, food retailers have
treated all customers as if they were equally important
(i.e. profitable) to the company. Advertising fliers are
universally available in stores or as newspaper inserts, as
are discounts, coupons, and even frequent shopper
card membership. Customers who only purchase a few
discounted sale items have been treated the same as
customers who purchase the majority of their food and
household goods each week in one store.

Today many retailers understand that as little as 30
percent of their customers may account for as much as
80 percent of their sales. Obviously, all customers are
not created equal! CRM offers a vehicle by which
retailers can better manage their biggest asset, custom-
ers, by rewarding the best customers for their loyalty.

The large scale of supermarket operations requires
sophisticated computerized database management to
effectively deploy CRM. However, since CRM principles
can be deployed on a smaller scale without a huge
technology investment, this may be an area where small
stores, farm stands, and farmer’s markets may have a
distinct advantage over their giant competitors. Smaller
operations often already enjoy a more intimate rela-
tionship with their customers that can be enhanced and
solidified through attention to customer needs and
service. In fact, one of the acknowledged supermarket
CRM leaders in the country is a one-store operator in
Syracuse, NY called Green Hills Farms Market.

Small size and local ownership are attractive for a
growing segment of shoppers across most demographic
groups. Evidence of this trend is found in the parallel
movement of major retail chains to build smaller stores,
incorporate local and regional products, and to become
more involved in supporting activities in each store’s
local community, among many other things. On the
consumer side, recent events have caused more and
more concern about the origin, handling, and safety of
the foods they buy. Locally owned and operated food
stores can alleviate some of these concerns with their
familiar faces, product knowledge, local sourcing, and
customer service. Small store operators may also be
able to respond quicker to changes in consumer tastes
and demand. All of these features may allow small
operators to achieve the ultimate goal of CRM: Cus-
tomer Loyalty. ❏

CRM FROM PAGE 4 Jersey Eggplant Gets its
Moment of Truth

Jeff Diamant, Star-Ledger Staff

Excerpted from the Newark Star Ledger, December
15, 2002.

Sometime in the late 1990s, a prankster sent an e-
mail and started the following rumor:

“Two-thirds of the world’s eggplant is grown in
New Jersey.”

A fabulous claim, but it’s just not true.
Yet after being forwarded hundreds, if not thou-

sands, of times as part of a “Betcha Didn’t Know” e-
mail, the eggplant rumor gained credibility, bolstered
by repeated media mentions as far away as Australia.

Last year, CNN mentioned New Jersey’s supposed
eggplant riches as “garden trivia.” Internet searches
show that ABC’s “Good Morning, America” and CBS’s
“The Early Show” also have stated it as fact, as have
newspapers in Oklahoma, Florida, Missouri, Louisiana,
as well as Melbourne, Australia.

Locally, the eggplant myth most recently surfaced
as a teaser for a Tri-State Mercedes-Benz radio adver-
tisement. Repeated airings spur waves of surprised
listeners to call the state’s Department of Agriculture for
verification.

“We’ve gotten phone call after phone call about
eggplant,” said Becky Cross, an amused and slightly
annoyed department statistician. “It’s kind of funny, but
it’s not true. I don’t know where they got the informa-
tion.”

In the universe of stereotypes, being called the
Eggplant Capital — especially for New Jersey — seems
a benign hit, and easily disproved by anyone taking the
time to look it up. For the record, New Jersey grew just
under 15 percent of the nation’s eggplant last year.
California, with 1,800 acres harvested, grew the most,
followed by Florida, with 1,600 acres. New Jersey
eggplant farmers harvested 800 acres.

Worldwide, China grows the most eggplant, more
than half the supply, according to the U.S. Department
of Agriculture. India is second, followed by Turkey and
Egypt. The United States is 14th, supplying about one-
third of 1 percent of the world total. ❏
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EQIP Incentive Ends Jan. 10

The Natural Resources Conservation Service
(NRCS) in New Jersey has established an

Incentive Bonus Period for the Environmental Quality
Incentives Program (EQIP) sign ups within the current
application period. In order to be eligible to receive the
bonus of an additional 10 percent of their final EQIP
score, applications must be submitted by Friday,
January 10, 2003, with an agreement to develop a
conservation plan for the application tract.

The end date for this round of EQIP applications
has not been established and will be announced in the
future. The January date marks the end of the Incentive
Bonus Period, not the application period. For more
information on the EQIP application this bonus period,
contact your local NRCS office or visit their website at
www.nj.nrcs.usda.gov. ❏

FSA Targets Funds for
Socially Disadvantaged

Persons

Paul Hlubik, The State Execu-tive Director for
New Jersey Farm Service Agency (FSA) an-

nounced that funds will be available for the Socially
Disadvantaged (SDA) farm loan program.  New Jersey
FSA, an agency of the USDA, will have available loan
funds for the current fiscal year (FY 2003) for Socially
Disadvantaged (SDA) applicants in New Jersey to buy
and operate family-size farms and ranches.  These
funds are set aside for members of specific groups such
as African Americans, American Indians, Alaskan
Natives, Hispanics, Asian and Pacific Islanders and
women each year.

These funds may be used for the following loan
categories: Direct Farm Ownership, Direct Farm
Operating, Guaranteed Farm Ownership, Guaranteed
Farm Operating and the Beginning Farmer Loan
Programs.  The program assists applicants in purchasing
farms, in construction or improvement of buildings,
installing conservation measures and making other real
estate improvements.  Funding is also available for
equipment and livestock purchases, and crop produc-
tion and living expenses.  Limited assistance is also
available for debt refinancing.   The FSA Farm Loan
Program staff will help the applicant analyze problems,
determine available resources and plan the best use of
those resources.

In Fiscal Year 2002, which ended September 30,
2002, New Jersey FSA Farm Loan Programs made 11
SDA loans totaling $1,287,000.00.

If you are a SDA member, you may obtain more
information from the local FSA Office or by contacting
Gerard G. Hlubik, Farm Loan Chief at (609) 298-3446
extension 208. ❏

Crop Insurance
and Organic Crops

Kim Linonis, Program Associate, Rutgers Coop-
erative Extension of Salem County

Crop insurance can be utilized as an important
part of a total risk management plan to assure a

fixed amount of cash-flow protection from adverse
weather and other unavoidable named perils that
producers are exposed to during the coverage period.
The federal gov-ernment cost sharing can also make the
price of policies very reasonable.

Many organic farmers can utilize crop insurance
protection in their risk management plans. If a crop is
eligible for coverage under traditional farming methods
and the producer requests a buy-up policy (CAT and
pilot program policies not eligible), organic producers
may be able to obtain a written agreement, through
their insurance agent, that specifies their organic
practices and therefore exempts them from needing to
use chemicals to control for weeds and/or pests. Written
agreements must be applied for before the enrollment
deadline. As with all crop insurance, policy coverage
amounts and pricing is done through a licensed agent
for crop insurance.

A complete list of available agents for New Jersey
can be obtained through the Garden State Crop
Insurance Education Initiative on the web at http://
salem.rutgers.edu/cropinsurance or by calling Rutgers
Cooperative Extension of Salem County at 856-769-
0090. Also available is the fact sheet “Insurance Cover-
age for Organic Crops”. ❏

Potential Potato Research
Martha Maletta, Horticultural Consultant and
Research Associate, Rutgers Cooperative
Extension of Hunterdon County

With the 2003 research season in mind, I am
interested in talking with organic or transi-

tional organic growers who raise potatoes. I am consid-
ering a project looking at control of potato leafhopper,
but would like to know more about growers’ experi-
ences with this pest and control tactics currently being
used. Please contact me at Rutgers Cooperative Exten-
sion of Hunterdon County at 908-788-1339, M-Th, 9
a.m. to 4 p.m. after January 1. ❏
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