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After their son died, a  daughter born shortly 
thereafter developed similar  symptoms and the 
Hills were back down to Sick Children’s Hospital 
in Toronto with her.  Fortunately it was not cancer 
this time and their daughter recovered. But while 
there the Hills saw some of the same families still 
there with their children that they had seen a year 
previously with Ryan, still fighting disease.

It had a profound effect on them and their 
assessment of the foods we eat. Hill referred to 
the use of foods designed to prevent disease as 
“functional foods.”

The Hills had expanded the hog operation from 
the time they were married in 1996. Rose’s 
 agriculture background was horses on a farm just 
one concession from the Hill home farm where 
they currently live. She obtained a diploma in the 
food service industry before deciding she would 
be all right working in a hog barn. “I am in the 
earliest part of the food service industry,” observed 
Rose.

The farm was eventually expanded to its  current 
status of 500 sows, farrow-to-finish on the home 
farm with a nursery barn and three finishing 
barns on other properties. The family too has 
grown to include their daughter Maddie, 8, and a 
son Joey, 7. 

Becoming “price makers” instead of “price 
 takers” comes with a price itself. That is the added 
work load of marketing a product well beyond the 
farm gate – all the way to the top of the CN tower 
and its restaurant in Toronto for instance. Hill 
often gets up at 1 a.m. to drive his refrigerated 
truck to Toronto, delivering product to distribu-
tors, then drives home in time to do morning 
chores. Fitting it all in requires “30 hour days,” 
said Hill, admitting there are times when the 
 challenges of carving out market share in a highly 
compet it ive food indust ry a re  a lmost 
overwhelming. 

Just the nerve to step outside the comfort zone 
that normally sees a farmer focusing on farm 
related chores is wearing. Hill recalled making 
28 phone calls to the Deerhurst Inn in Huntsville 
in trying to convince the chef there to try his 
Omega 3 pork. “The chef could have had him 
charged for stalking,” said Rose. However his 
 persistence paid off with the chef not only trying 
and purchasing his pork but becoming a  champion 
in its promotion. His pork was served to visiting 
country leaders at the G8 summit in Huntsville 
this past summer. 

Hill and chef Rory Goldem are now on a 
 first-name basis. To win over chefs, whom he now 
deals with quite frequently, the product has to be 
more than just healthy. It has to have taste appeal. 
Again Hill has taken a wide departure from what 
the hog industry in Ontario deems the ideal 
 market pig, based on a lean carcass. 

To give him the flavor that fat or marbling is 

responsible for, he had to raise a fatter pig. This 
he did by acquiring two quite rare breeds of pigs 
for Ontario, Topigs for supplying females and 
Tempo for the boar breed, both more common in 
Europe. He found the Tempo more resistant to the 
Circo virus that has caused widespread disease in 
the Canadian hog industry. 

He found he didn’t have to vaccinate and in fact 
removed the use of all drugs from  his entire hog 
operation. He admitted that was a scary move, 
questioned strongly by his full-time herd person 
but has proven beneficial not only in the barn but 
in the marketplace as well. 

While crossing the breeds and providing a 
 custom ration has given him the flavorful product 
he sought, half of his market hogs go through 
conventional market channels where they are 
heavily discounted because of the higher fat 
 content. Depending on how successful he is in 
growing the Omega 3 market demand, all his 
hogs will eventually be marketed direct. 

An on-farm store sells the product direct to 
 consumers, much the same as the roadside garden 
product stands common in rural Ontario, on the 
honor system, since the Hills do not have the time 
to oversee it continuously throughout the day. 

So far Hill has found distributors very receptive 
simply because his product is different. He 
believes they are tired of beating each other up for 
a cent or two a pound on commodity pork and are 
willing to accept the higher margins Hill needs 
to justify the work he has done while creating a 
profit as well. 

Hill credits assistance provided to him by the 
Ontario Ministry of Agriculture and Rural Affairs 
(OMAFRA) export division personnel. Currently 
he is trying to open markets in both the United 
States and Mexico. 

At the same time he has experienced  tremendous 
frustration with the Canadian Food Inspection 
Agency (CFIA) and rules applying to labeling of 
food products. Similar to the losing battle so far 
fought to segregate genetically modified food 
ingredients, the agency will not allow any health 
claims made on labeling.

 “There have been 14,000 studies done proving 
the benefits of Omega 3 and I’m not allowed to 
tell anyone about it,” said Hill. 

Recently Paul and Rose were presented with an 
Industry Leadership Award from the Ontario 
Pork Congress at its annual meeting. 

“The award really meant a lot to me because it 
meant acceptance by my peers,” said Hill. He 
realizes his marketing initiative has not been fully 
supported in all quarters and sometime even 
 criticized by other hog producers. 

He credits his brother-in-law and partner Jan 
Holland for helping. The positive results have 
come at close-enough intervals to provide 
 encouragement for carrying on. 

Cancer was explained in very 
simple terms to him, said Hill: 
that everyone has cells capable 
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of causing cancer within their 
body “so you don’t want to piss 
them off.” Preventing cancer is 
currently the best way of dealing 
with it and any foods that can do 
that should be embraced, added 
Hill. 


