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VBP Registration: Overview of the

ON-FARM AUDIT

Canada’s On-Farm Food Safety Program for Cattle Producers

DRIVING CONSUMER 
CONFIDENCE

A PRACTICAL APPROACH 
TO FOOD SAFETY

PROOF OF RESPONSIBLE 
MANAGEMENT

Canadian Beef is Sustainable, Safe and Wholesome.
Let’s become VERIFIED and show consumers why!

Audit fees are a flat $500 per on-farm audit and beef producers in 
Saskatchewan can get 50% back through the On-Farm Food Safety 
Funding (OFFS) program for their First Certification Audit. 

Complete the                    
On-Farm Audit

Apply SOPs on the         
Beef Operation

Take the 
Training

VERIFICATION OF THE OPERATION

Our 3rd party auditors are also beef 

producers and understand the industry. 

Takes about 3 hours and is mostly done 

in the comfort of your home, through 

discussion and review of your records.

STANDARD OPERATING PROCEDURES

Industry-led Practices focused on Food 

Safety during beef production are being 

used on the cattle operation:

• Feedlots: 3 months of Records

• Cow-Calf: 6 months of Records

IN-PERSON WORKSHOP OR ONLINE

Education on Food Safety Practices:

• Inject in the Neck

• Reduce Broken Needles

• Meet Withdrawal Times

• Keep Records

ENHANCING CONSUMER CONFIDENCE IN THE WHOLESOMENESS OF BEEF VBP IS A NATIONAL PROGRAM RECOGNIZED BY CFIA

The
PROOF:
Credibility

Visit saskvbp.ca or contact Coy Schellenberg, Provincial 
Coordinator, at 306.859.9110 or office@saskvbp.ca

To learn more about 
VBP in Saskatchewan: 
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VBP Verification Audit:

WHAT IS INVOLVED?

NO ANNUAL FEES

• F = Full On-Farm Audit
• R = Records Assessment (sample)
• S = Self Declaration

• VBP Registration Certificate and 
VBP Operation Gate Sign are 
provided to the operation

• VBP Registered Producers in SK 
are eligible for 50% up to $2,000 
towards eligible equipment  
(neck extenders, scale with load 
bars, record keeping software)

MAINTAINING 
REGISTRATION

8 year cycle of annual reviews
F-R-S-S-R-S-S-S (and repeat)

VBP IS A NATIONAL PROGRAM RECOGNIZED BY CFIA

The
PROOF:
Credibility

Visit saskvbp.ca or contact Coy Schellenberg, Provincial 
Coordinator, at 306.859.9110 or office@saskvbp.ca

To learn more about 
VBP in Saskatchewan: 

If you choose to become REGISTERED  
with the VBP Program:

• you need records as per the Must Do’s in the VBP Manual

• then contact the Sask VBP office to request a validation 

audit if all components are met

• we will help prepare you for the audit, ensuring that you    

understand our program and that you are ready

• then the auditor will connect with you directly to schedule 

the on-farm audit

The dairy, pork and poultry industries have all implemented some type of Quality Assurance program similar 

to ours.  Retailers and consumers are looking for it and this is our opportunity to use an industry created 

program to enhance our social license to produce beef by gaining consumer trust.  There is strong potential 

to increase local consumption and global exports of Canadian beef.  Let’s show the world why Canadian beef 

is the safest, highest quality protein product on the planet!



C h a i r  r e p o r t

I attended an announcement in late 
February made by Lyle Stewart, Saskatche-
wan’s Minister of Agriculture, and Shawn 
Jaques, CEO of the Saskatchewan Crop In-
surance Corp., on changes to forage insur-
ance.

These changes will make the program 
more useful to cattle producers. One of the 
major changes is removing the price cap on 
the variable price option. In the past, the 
maximum price increase allowed was 50 
percent, now there is no cap. To take ad-
vantage of this, you need to choose one of 
the variable price options. This also means 
that if the price of hay drops through the 
season that you can end up getting less 
than the spring price (up to 50 percent less) 
so you must weigh the advantages and dis-
advantages of each.  We will continue to 
work to make forage insurance more use-
ful to cattle producers.

The Western Livestock Price Insurance 
Program is now available on calves. The 
program premiums are based on market 
volatility and the insurable price is based on 
the projected U.S. to Canadian dollar ex-
change rate, barley prices, live cattle futures, 
and the basis.

I encourage all producers to look at the 
insurable prices and premiums and make 
a decision on whether the level of coverage 
works for your operation.

It’s important to look at this as a risk mit-
igation tool, not a market speculation tool. 
Although everyone would like to get the 

highest coverage for the lowest premium, it 
is difficult to predict what the insurable 
prices and premiums will be in the next few 
months. Remember that the calf program 
is only available until the end of May. 

If you see a coverage level that you can 
make a good profit at, it might be a good idea 
to insure some of your calves. You can buy 
insurance in different weeks to take advan-
tage of the chance that premiums might go 
down and insurable prices might go up, but 
reduce your risk if it goes the other way. 
Make sure that the settlement date is on or 
after when you plan to sell your calves so you 
are covered for the risk of a market drop the 
week you sell. With the run up in the Cana-
dian dollar the first week of March, and the 
drop in calf prices through the fall run last 
fall, everyone should be aware that the mar-
ket can change fast. Price insurance can be 
a good tool to help us deal with market risk.

We can also mitigate risk with how we 
manage our operations. Carrying some 
grass over on good years, making sure we 
don’t end up overstocked, and having a 
plan to reduce numbers in a drought can go 
a long way to improving the stability of our 
businesses. Some producers carry over 
feed or make sure they have cash available 
to buy feed in years when feed is short. 
There are numerous other things we can do 
to decrease our risk just by being aware and 
managing for it.

I encourage everyone to take some time 
this month to identify the risks that you 
face on your operation and make a written 
plan on what you can do to lessen the im-
pact of each of them. We are still seeing 
strong prices for cattle but if we look at the 
cattle futures, they are predicting that pric-
es will weaken through the year. Which 
way our dollar will go is anyone’s guess. It 
is looking like we will start out dry this 
spring in many parts of the province. Hav-
ing a written plan to control the things we 
can and mitigate the risks we can’t will help 
ensure the long term successes of our op-
erations.

Make it a great day.  

RYAN BEIERBACH  |  sca chair
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BY BoNNIE WARNYCA  |  editor

In the CyPReSS hILLS of south-
west Saskatchewan, the McNabb family 
runs 450 Red Angus cross cows and rou-
tinely feeds their calves to 900 pounds. 

They are slowly adapting new industry 
technologies to measure their progress 
and recently went through the McDon-
ald’s verification program. 

The ranch has been in place since the 
1960s when Evans McNabb moved his 
Mankota cattle operation to the Cypress 
Hills near Shaunavon. Ironically, the next 
two generations of McNabbs all left pro-
fessional careers to carry on the love of 
ranching.

“My husband’s dad, Jim, is a pharmacist 
and his mom, Gena, a nurse; both quit 
their jobs to return to the ranch,” says 
daughter-in-law Karmen McNabb. “My 
husband Jason and I are both mechanical 
engineers, and in 1996, we also packed up 
our belongings and moved back to the 
ranch.

“While Jim and Gena are officially re-

On the rOad tO 
sustainability

We keep all our own replacements so the 
plan is to add in the Beefbooster cross and 
then work back to Red Angus to keep the 
cows as close to 50/50 as possible.

KaRMen MCnabb

C o v e r  s t o r y

Family adapts to new industry standards

The McNabbs began using Beefbooster bulls to add more hybrid vigor to the Red Angus 
commercial cow herd.  |  KARMEN McNaBB Photo
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tired, they help out when needed and allow 
us vacation time with our family.”

When the younger McNabbs returned to 
the ranch, there were about 200 momma 
cows and about 2,000 acres of crop land. 
By 2007, after a couple of tough years in 
farming, the family auctioned off the farm 
equipment and began the march to put the 
crop acres back into grass.

“We took our time and only planted one 
new quarter a year,” continued McNabb. 
“We tried some native blends, but with lit-
tle success. We now rely on a mixture of 
Alfalfa, Timothy, Meadow Brome and 
Russian Wildrye.  

“But, my husband is still a farmer at 
heart, and we’re again planting about 
1,000 acres for cash crops. We grow du-
rum, peas and canola. By having the grain 
land, we maintain enough equipment to 
turn over the hay fields. 

“A hay field only gets good production 
for four to six years and then it’s grazed for 
another three to five years. After that, we 
grow crops for a couple of years then re-
seed back to grass. The grain farm helps to 

keep the forage land in rotation.”
The cow herd has increased to 450 and 

Jason and Karmen and their children Al-
ex, in his first year attending the Univer-
sity of Saskatchewan (engineering) and 
Kaitie, graduating grade 12 this year, are a 
big help on the ranch.

The McNabbs usually begin feeding 
cows around Christmas and have used 
bale grazing and swath grazing as a means 
to cut back on winter chores. With the 
higher price of barley these past couple of 
years, they have relied more heavily on the 
bale grazing to get the cattle through the 
winter.

“We usually winter the cows for two or 
three years in one field before moving 
them. We run everything together but 
separate the heifers and keep them closer 
to the house,” says McNabb. 

“We calve the third week of April and 
over the past two years have used Beef-
booster bulls. We thought the cattle were 
becoming too red and we wanted to intro-
duce a bit more hybrid vigor. We had used 
Charolais bulls, but found they were too 

big for our type of management. We are 
looking to develop a crossbred cow in that 
1400 lb. range which can maintain herself 
on a strictly forage diet. We do, however, 
give the bred heifers grain screenings prior 
to calving and shortly after.

“We keep all our own replacements so 
the plan is to add in the Beefbooster cross 
and then work back to Red Angus to keep 
the cows as close to 50/50 as possible.”

The cow bulls are producing birth-
weights in that 80 to 100 lb. range with 
heifer bulls in the 50 to 70 lb. range. 

“We are involved in a parentage study 
with the Beef Development Centre and 
know which bulls sired which calves. We 
are looking forward to seeing how the new 
genetics play out in the herd.

 “We usually run about 20 bulls which 
gives us a few extras in case one gets hurt.” 

In 2001, the family added a background-
ing lot with a 500 head capacity which al-
lows them to feed the majority of the calves 
to those 900 lbs.

The McNabbs began using Beefbooster bulls to add more hybrid vigor to the Red Angus 
commercial cow herd.  |  KARMEN McNaBB Photo

Jason and Karen are working on strategies to be able to manage the ranch without 
outside labour.   |  GENA McNaBB Photo

continued on page 8 ›› 
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C o v e r  s t o r y

“There was a Sask. Wetland Conserva-
tion Corporation program to help produc-
ers move out of the creek bottom,” says 
McNabb. “Up until then, we wintered our 
calves along Bone Creek. The financial as-
sistance helped us to develop a feedlot up-
land. The feedlot allows us to background 
our calves until the market signals the 
right price.”

 The family has made many changes over 
the years as they adapt to environment 
changes, market changes and the new 
challenges in the industry of ‘say what you 
mean – mean what you say – and then 
prove it’.

“We tag the calves when they are born 
and use an Excel spread sheet system to 
record our vaccinations, treatments and 

weights on weaned calves and weights 
when they are sold,” says McNabb. 

“We believe we keep good records and 
have nothing to hide.

“We get carcass data back with BIXs but 
the problem for a commercial producer is 
that by the time a steer is finished, its moth-
er has already had a couple more  calves. 
Since our bull battery only lasts about four 
years, that doesn’t give us much time to ad-
just our breeding program.”

The McNabbs went through the McDon-
ald’s verification process last October. They 
say it took only took a few hours at the kitch-
en table and another couple of hours driving 
around the ranch to complete.

They volunteered to have the verification 
done because while the industry has been 
trying to tell the story of the “happy cow”, 
they feel it’s time to get on board to validate it.  

“Basically we realized we have to record 
everything we do – we’re doing things right 
but there isn’t always a paper trail,” says 
McNabb.

“For instance, one of the questions asked 
in the McDonald’s verification program 
was, “do you provide good water for the cat-
tle”. Of course we said “yes”. The springs are 
there and have good water flow and the dug-
outs are full. But can we prove it?

“Ironically, a couple of years ago we had a 
student come out to the ranch to take some 
water samples for a project she was doing at 
school and I just happened to have the re-
sults. Because I had documentation which 
proved our water was good - we got an A for 
water.

“Now I’m looking at things differently to 
make sure we record our good stewardship 
of the land and the cattle.”

Calving begins the third week of April and the McNabb kids love working with the young calves.   |  KARMEN McNaBB Photo

›› continued from page 7



Whatever it  
takes to WORK. 

AGRICULTURAL | CONSTRUCTION | TRUCKS & TRAILERS

More Power When You Need It
Case IH Puma tractors offer intuitive innovation through their Continuously Variable Transmission (CVT). 
No programming required -- set your speed and let your equipment do the work.

redheadequipment.ca

apriL / May  2016   |   98   |   ConneCtion  

While the family doesn’t provide pain 
medication at branding, they do give pain 
medication if the odd calf needs dehorning. 
The calves are banded at two weeks of age 
and immediately released onto the summer 
pasture.

Going forward, the family is already pre-
paring to deal with the labour shortage in 
the Ag sector. While Jason and Karmen are 
only in their early 50s, they plan to continue 
to manage the ranch by themselves in the 
future. 

With an eye to working as efficiently as 
possible, the McNabbs use quads to check 
cattle, calve on pasture and bale graze 
through the winter. They’re also improving 
fencing and handling facilities with a two-
person work crew in mind. 

No indication yet that their children will 
get degrees and return to the ranch just like 
their parents and grandparents. But, time 
will tell.   

Alex and Kaitie McNabb (both in school) still help out on the ranch whenever 
studies permit.  |  KARMEN McNaBB Photo
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BY sHIRlEY BYERs 

KILLdeeR CattLe PRoduCeR 
Elwood Pituley well remembers the early 
summer of 2015. Rain was scarce to non-
existent; many pastures were compro-
mised and hay crops were in trouble. 

On July 5, seeing that the grass on the 
pasture was drying up, he decided to move 
a herd of more than 80 cows and their 
calves to a better location. This pasture, al-
though not overly lush, had a river run-
ning through it and the grass was very vig-
orous along its banks. After relocating the 
cattle he headed out to do some haying.

But, on July 13, when a shower chased 
him out of the hay fields he decided to use 
the down time to drive that riverside herd 
home for vaccinations. The family round-
ed up the cattle and began the 3.5 to 4 mile 
trip back to the home place. 

It began as an uneventful journey. 
“They came out good and walked along 
nice and quiet,” he recalls. “Then, about 
two miles into the trip, one of the boys 
rode up and said, ‘We’ve got a cow that’s 

in trouble back here.’”
When Pituley went back to take a look, 

he saw an animal clearly in distress. Her 
head was tilted back; her gaze was fixed on 
the sky. Her tongue was hanging out and 
she was gasping for air.  

“Before I could say ‘probably a heart at-
tack,’ she was dead,“ he recalls. “Within 
about five minutes, she went from walking 
with the bunch to dead.” 

Taking it slowly, the crew drove the rest 
of the cattle home. They were sorting 
calves from the cows when Pituley’s son 
came to him and said another cow was be-
having much like the one that had just 
died. They got the cow out of the corral as 
quickly as possible but within minutes she 
died much the same way as the first one. 

Pituley phoned his vet, Kelly Lightfoot at 
Assiniboia, and told him what had hap-
pened. The vet advised him to go ahead 
with what he was doing but to call him if 
anything else went sideways.

The cattle were left in a small pasture 
overnight and trailed back to pasture the 
next day. Everything seemed quiet and 

looking fantastic, but after about half a 
mile, another one died. 

Leaving the cows where they were to set-
tle, Pituley again called Dr. Lightfoot and 
asked if he could come out and do a post 
mortem. 

Based on the events and the findings 
from the post mortem, the veterinarian’s 
diagnosis was acute interstitial pneumo-
nia (AIP).

What it looks like on the inside
“The cow’s lungs were about twice the 

normal size,” says Lightfoot. “They were 
heavy and full of emphysema. They had a 
meaty appearance rather than looking 
like normal lung tissue. There was lots of 
fluid in them and they deflated very rap-
idly when cut.

“Acute interstitial pneumonia occurs 
when L-tryptophan, a naturally occur-
ring amino acid, is converted to 3-methyl 
indole (3-MI) in the rumen.  Once ab-
sorbed, 3-MI causes toxic changes in the 
lungs like the ones I saw in the dead ani-
mals. When L-tryptophan, changes to 

pa s t U r e  Wa r n i n G

Pasture chaNge caN 
trigger LETHAL DISEASE

Last summer, Elwood and Debbie Pituley 
learned a hard lesson about a lethal 
disease after moving cattle to a new lush 
pasture.  |  KIRSTEN KNELSEN PHOTO
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3-MI, it attracts water. The affected animal 
basically drowns.” 

He explains that there will be laboured 
breathing because the lungs won’t collapse 
and the animal is unable to exhale. One 
might also see a lot of slobbering and gasping 
for air. Some will grunt as they try to push air 
out of their lungs.

When cattle are moved from an older pas-
ture to a lusher pasture, levels of L-trypto-
phan and subsequently 3-MI increase rap-
idly in about the first three days and up to a 
week after the animals begin feeding on the 
new diet. After a week or so though, the two 
begin to gradually die off and the environ-

ment in the stomach changes as the bugs 
naturally present in the stomach get used to 
the new diet. When this happens L-trypto-
phan and 3-MI are no longer produced or 
are produced in small amounts. 

The combined effect of the increased 3-MI 
levels, the stress of being rounded up and 
moved, the extra walking and increased 
body temperature caused the fatalities in 
the Pituley herd, says Lightfoot. 

According to a study done at South Da-
kota State University, the percentage of a 
group affected with AIP can vary widely, 
but it can affect 50 percent or more of the 
group. Of cattle clinically affected with 
AIP, about 30 percent will die, regardless of 
treatment. 

In feedlots, antihistamines are sometimes 
administered, as are non-steroidal anti-in-
flammatory drugs and steroidal drugs to 
try to draw fluid out of the lungs, says Light-
foot, but adds that no treatment seems to 

work and if the animal is not running a fe-
ver, the best option may be to slaughter it.

If you’re going to move cattle to another 
lusher pasture, Dr. Lightfoot advises watch-
ing them carefully and letting them get 
used to the richer diet before you start 
working them. It is also recommended that 
you allow 10-14 days before the next move.  

Watch cattle when you move them from 
an older to a newer lush pasture, says Light-
foot. “The literature says you should time 
graze them and move them off to allow 
them to gradually get used to the new diet. 
But in reality, that’s not practical for most 
cattle producers.”

It’s also advised to use the rumen modi-
fier, Rumensin, but you can’t do that on pas-
ture either, he says.

Yearlings are less susceptible to AIP than 
mature cows, and calves are almost never 
affected. Sheep and horses appear to be not 
affected or are much less affected. 

Dr. Kelly Lightfoot of the Assiniboia 
veterinary Clinic tells producers that if 
you move cattle to a new lusher pasture, 
let them get used to the richer diet and  
give them 10–14 days before moving 
them again.  |  crystal Breault Photo
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the WeSteRn Beef Devel-
opment Centre estimates the 
cost of developing a heifer to 
that first calf stage is between 
$1,900 and $2,000. And, at to-
day’s calf prices, she will need to 
wean three consecutive calves 
in order to recover the invest-
ment. If prices return to levels 
seen prior to 2014, (i.e. below 
$2.00/lb.), it would take six or 
seven calves to recover the ini-
tial investment (assuming a 
$750/cow cost of production). 

No doubt, the cost of develop-
ing a replacement heifer is daunt-
ing, but research done at the 
WBDC has uncovered strategies 
that could help lower post-wean 
winter feed costs without sacri-
ficing fertility and longevity. 

For years, it has been recom-
mended that producers strive 
to get that heifer to 60 to 65 per-
cent of her mature body weight 
by the time of first breeding. 
While that has been the rule of 
thumb since the 1960s, re-
search by Dr. Rick Funston at 
the University of Nebraska-
Lincoln successfully chal-
lenged those target weights. 
Funston’s findings led WBDC’s 
Dr. Bart Lardner to partner 
with Funston on a subsequent 

collaborative project further 
investigating heifer weight at 
time of first breeding. 

The objectives of the two-year 
study were to evaluate the ef-
fects of developing two groups 
of heifers to different pre-
breeding target body weights 
(BW). One group was fed to 
reach 55 percent of mature BW 
(moderate gain) at the time of 
first breeding and the other 
group was fed to reach 62.5 per-
cent (midway point of the 60-
65 percent rule of thumb). 

The heifers were sub-divided 
further, with half managed 
post-weaning in an extensive 
bale grazing system and half 
fed in a drylot pen during win-
ter feeding. All heifers were fed 
smooth brome grass-alfalfa 
hay along with supplemental 
barley grain as an energy 
source to reach the desired tar-
get BW pre-breeding. Daily 
supplemental barley grain was 
offered for 1.5 to 5.0 lb/d de-
pending again on targeted 
gain. Essentially, the moderate 
gain heifers were fed to gain 1.1 
lb/d while the high gain heifers 
(62.5 percent MBW target) 
were fed to gain 1.5 lb/d. The 
heifers had access to a commer-
cial 2:1 mineral supplement 
and cobalt-iodized salt over the 

course of the trial.
After the winter feeding pe-

riod, in early June, the heifers 
were managed together on 
summer pasture. 

The conclusions showed heif-
ers bred at 55 percent of their ma-
ture body weight had no differ-
ence in reproductive perfor-
mance compared to heifers 
grown to  62.5 percent of their 
mature body weight, even out to 
the third pregnancy diagnosis. 
What was different, however, 
was the cost of the 200 day post-
wean winter feeding period. The 
moderate gain heifers had close 
to $60 per heifer lower costs.   

While WBDC’s research 
shows that heifers can be suc-
cessfully developed to a lower 
target body weight for first 
breeding, producers need to 
have accurate records on their 
mature cow weights and 
weights of heifers at time of first 
breeding before making any 
adjustments to their replace-
ment heifer development plan. 

To view the WBDC fact sheet 
on Effect of Development Sys-
tem on Growth and Reproduc-
tive Performance of Beef Heif-
ers go to:   www.wbdc.sk.ca

Kathy Larson is a Beef 
Economist with the WBDC.

developing replacemenT heifers

Kathy Larson, Beef 
Economist with WBDC, 
says producers can lower 
their target body weights for 
breeding first calf heifers and 
save on winter feed costs. 
But first you need to know 
your heifer and mature cow 
weights.

Cattle grazing  |  File Photo



apriL / May  2016   |   1312   |   ConneCtion  

BY sCott sAkAtCH  |  sca 
COMMuNICATIONS SPECIALIST

they Say When opportu-
nity knocks, you better open the 
door. And opportunity is 
knocking right now in the Cat-
tlemen’s Young Leaders (CYL) 
Development Program.

CYL is taking applications for 
an opening in the program that 
pairs young people (between 
18-35) with experienced men-
tors in the beef industry hand-
picked to match the member’s 
area of interest. This program 
provides a combination of for-
mal and informal opportunities 
to learn from existing beef cattle 
industry leaders and other 
youth organizations undertak-
ing mentorship opportunities. 

“Our mentees get to choose 
what area they want to learn 
more about,” says Jolene Noble, 
Program Manager for CYL.

“We’ve had people involved in 
everything from genetics and 
genomics to marketing to graz-
ing systems to policy develop-
ment. The depth and range of 
what a mentee can learn through 
their mentor is really amazing.”

In addition to focusing on spe-
cific areas, program members 
also have the opportunity to 
participate in provincial, na-
tional and international high 
level discussions that define the 
direction and future of the Ca-
nadian cattle and beef industry. 
CYL provides participants with 
a chance to explore a potential 
career choice or rewarding pro-
vincial/national producer orga-
nization involvement, while 
gaining essential business con-
nections and learning tools 
along the way. 

They also work in advocacy 
roles, such as attending the Cal-
gary Stampede and Canadian 
Western Agribition, as well as 
being active on social media. 

Noble says each mentee is also 
expected to do a minimum of 
one speaking engagement dur-
ing their time with the program.

Shane Klepak of Melfort, one 
of the current CYL members 
from Saskatchewan, is paired 
with Martin Unrau, former 
CCA president and current co-
chair of the National Beef Stra-
tegic Planning Group. Klepak 
says he would recommend the 
program to any young person 
considering a career in the beef 
industry, regardless of your par-
ticular interests.

“My own focus is foreign 
trade, but as a producer, you 
don’t hear a lot about that side of 
things,” says Kelpak. “Martin 
has really helped me along on 
this. He took me out to his farm 
and I learned directly from him. 
We went to the National West-
ern Stock Show in Denver in 
January and it was an amazing 
opportunity.”

Unrau helped Klepak set out 

five specific objectives for his 
term in CYL, three of which he’s 
completed so far. Klepak says 
his CYL experience has re-
quired a considerable time 
commitment, and cautions 
anyone applying for the pro-
gram to be prepared for the ef-
fort that will be required to get 
the most out of the experience.

“I’ve talked to other young 
producers who say they don’t 
have the time (for CYL) and I get 
that,” he says.

“It’s not something you want 
to just get into because you 
think it would be interesting. It’s 
up to you to lead the conversa-
tion with your mentor and to 
take advantage of the experi-
ence. You’ll only get out as much 
as you put into it, but if you’re 
willing to do the work, you’re 

going to get experiences and 
contacts that you wouldn’t be 
able to get anywhere else.”

The selection process for CYL 
is very competitive, with dozens 
of people applying for each open-
ing. Applicants need to be pre-
pared for the process, which will 
include interviews if they reach 
the final stages of selection.

The SCA’s own chair, Ryan 
Beierbach, is a graduate of the 
CYL program and also a former 
mentor himself. He says his ex-
perience with CYL was invalu-
able on both sides.

“I would recommend it to any-
one who has the interest and the 
drive to take advantage of it,” 
says Beierbach. “My own men-
tor was (ALMA board member 
and AdFarm co-founder) Kim 
McConnell and he helped me 
meet a lot of interesting people 
who gave me new perspectives 
about the industry.”

Noble says the program isn’t 
just for producers. Anyone pur-
suing an education and/or ca-
reer in the beef industry, rural 
or urban, is welcome to apply.

“We want people who think 
outside the box, because there 
will be doors opening for them 
that will introduce them to things 
they didn’t even know existed. 
There are tons of opportunities to 
learn and develop.”

Many of the program’s 84 grads 
have gone on to become leaders in 
a number of aspects of the indus-
try, including industry politics, 
she says.

“Not everyone has that focus, 
but CYL has produced a lot of 
people who have gone on to lead-
ership roles in governance, and 
that’s really encouraging. We 
need leadership in the new gen-
eration that’s coming up.”

Anyone who would like to learn 
more about CYL or apply for the 
opening can find out more at: 
cattlemensyoungleaders.com

M e n t o r s h i p

Cyl Offers unlimited OPPOrtunities
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henRy McCaRthy operates a single 
vet practice at Wawota. He is almost certain 
that if he put his practice up for sale, it 
wouldn’t sell. And, he believes there is a 
shortage of veterinarians in rural Saskatch-
ewan. “I don’t know if it’s a shortage in num-
bers of veterinarians, or a distribution,” he 
says.  

“Several factors contributed to this situa-
tion. While the May 20, 2003, discovery of an 
Alberta cow with BSE was 13 years ago, the 
effects direct and indirect, are still being felt. 
Many producers went out of cattle and those 
that were left tightened their belts. Some-
times they didn’t call the vet as quickly as they 
might have done prior to BSE.”

For single vet rural practices, says McCar-
thy, this translated into a decline of as much 
as two thirds in the volume of business which 
then led to a decrease in the number of those 
practices. At the same time, bigger practices 
had to switch from a large to a small animal 
focus.

As producers scrambled to stay in business 
and Internet shopping became more popu-
lar, many cattlemen began shopping online 
for the pharmaceuticals they had once pur-
chased from their veterinarian. 

Producers also began moving away from 
some of the exotic breeds which tended to re-
quire more calving assistance. As the num-
ber of caesareans dropped, so did the number 
of prolapses and calf scours and so did the 
income of rural veterinarians. At the same 
time in some areas, PMU work dried up.

As Alberta Beef Chair, Dr. Murray Jelinski 
heads up an ongoing research program ded-
icated to investigating the demographics of 
the veterinary profession in Western Canada 
with emphasis on the supply and demand of 
food animal veterinary practitioners.

“Each year the Western College of Veteri-
nary Medicine (WCVM) in Saskatoon grad-

uates about 80 veterinarians, about twice the 
number graduated when the college opened 
50 years ago,” he says. “The college of veteri-
nary medicine at Calgary has graduated 
about 30 each year for the past six years.

“Also, there has been a significant migra-
tion of veterinarians into Western Canada 
from schools in Ontario and Prince Edward 
Island, as well as from the U.S. and India. All 
together, these individuals from elsewhere 
make up about 35 percent of all veterinarians 
practicing in Western Canada.

 “I don’t buy into the premise that there’s a 
shortage of food animal vet practitioners,” 
says Jelinski. While some thought there 
would be a genuine shortage in the future, 
research shows in fact the opposite may be 

true.” 
In 2005, Jelinski teamed up with a U of S 

colleague, John Campbell, and they began 
studying the demographics. They found that 
35-40 percent of WCVM students were in 
fact interested in large food animals.  Con-
trast that to the U.S. and U.K. where many of 
the veterinary colleges have less than 10 per-
cent of their graduates interested in food an-
imal production. The exceptions would be 
colleges such as those in Kansas and Iowa 
where the level of interest in large food ani-
mals is similar to here. 

“Across North America, there are about 35 
veterinary schools,” says Jelinski. “We prob-
ably graduate more people who are interested 
in large food animals than anywhere else, or 

v e t  s h o r ta G e

Dr. Murray Jelinski, Alberta Beef Chair, heads up an ongoing research program 
dedicated to investigating the demographics of the veterinary profession in Western 
Canada. He doesn’t buy the premise that there’s a shortage of food animal vet 
practitioners.  |  JuLIANNA DEuBNER PHOTO

is there a large animal 
vet shOrtage?
As of Mar. 21, the university of Saskatchewan website showed there were 13 communities 
in Saskatchewan looking for a veterinarian. Some have been looking for a while, while 
others are starting anew after finding a vet who opted to move on after a year or two.
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we’re right on par with the top two or three.”
In another survey, Jelinski asked veterinar-

ians who had been out of school for 25 years 
three questions: What area of practice did 
you want to go into when you started vet 
school? What did you want to do when you 
graduated? What are you doing now?

Results showed that a large number of grads 
left school interested in mixed animal prac-
tice but within a year or two half had migrat-
ed elsewhere — to equine practice or small 
animal practice. 

Why did they leave mixed animal prac-
tices? Questions on the survey included: 
Were they mentored properly? Was it the 
right geographical area? Did the clinic have 
up to date diagnostic equipment? 

While there were mixed factors, the num-
ber one reason for leaving a mixed or large 
animal practice was the number of hours re-
quired. 

McCarthy agrees. “When you are a single 
vet practice your family is called upon to 
take a backseat to your business,” he says. 
“My vet clinic is my mistress and if I’m not 
careful how I divide my time between my 
mistress and my family, I may lose one, and 
possibly both.” 

While small town vets, particularly in one 
vet practices, must live with being on call, 
most small animal city practices now have 
emergency clinics handling all the after-
hours calls.

Another survey Jelinski just completed 

shows that in Western Canada, a veterinar-
ian will make roughly the same wages 
whether they’re at a small animal clinic in 
the city or a mixed animal practice in a rural 
area.

The fact that there’s no effort to entice vet-
erinarians to rural areas with higher sala-
ries tells him there’s not a huge demand for 
mixed animal practitioners in those re-
gions. “Not that money would be a main 
driver,” he says, “but money will pull people 
into certain areas.”

Where are the dead zones? 
Working with Saskatchewan Stock Grow-

ers, Jelinski asked cattle producers if there 
was a vet shortage in their area. Out of 352 
respondents, 90 percent said they were satis-
fied or very satisfied with the service they 
received from their local veterinary clinic. 

Jelinski says he knows many veterinarians 
who maintain there is a shortage; clinics 
have closed. However, he submits that from 
a business point of view, these clinics have 
closed for the same reason many other busi-
nesses in small town Saskatchewan have 
closed; there wasn’t enough population to 
support them. And, he adds, there are prob-
ably other clinics still open within an hour’s 
drive.

“We are heading for an oversupply of vets 
if we’re not already there,” he says. “Wages 
aren’t going up dramatically and that’s an 
indicator for demand.”  
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CRyStaL MaCKay, Ceo for Farm & 
Food Care Canada, compares getting a so-
cial licence to operate to getting a driver’s 
licence. While, to a young teen, getting a li-
cence to drive means less walking, no more 
chauffeuring and the ticket to freedom, the 
underlying goal for passing the driver’s test 
is a reward for being a good driver. 

“It’s no different for food production,” says 
Mackay. “Our real goal is to do the right 
thing and earn public trust in our food and 
how we grow it. That ensures that we retain 
our social licence to operate. 

“I think Karen Ross, Secretary of Agricul-
ture, California State put it best when she 
said, ‘We farm because our urban neigh-
bours allow us to’.”

Part of the problem we have is the huge 
divide between the farmgate and the plate. 
Consumers don’t have a reference for how 
food animals are cared for other than an im-
age of their lap dog or cat and the image im-
printed on their brain of what Old McDon-
ald’s farm used to look like. Add to that, the 
image of what farm food activists call a “fac-
tory farm” and a true picture of our industry 
is fuzzy at best.  

“Yet, those images couldn’t be farther 
from the truth,” says Mackay. “A family 
owned ranch has the same values as their 
grandparents and great-grandparents. They 
still get up in the middle of the night to help 
a cow that is calving. And they do that be-
cause they care.”

Mackay says Canada is where the U.K. was 
20 years ago and if you want to drive change, 
you have to get out of the back of the truck. 

 “We never used to wear seatbelts and for 
years thought smoking in the car wasn’t 
harmful,” says Mackay. 

“The conversation about building trust in 
our industry is not a whitewash campaign. 
It is genuinely rooted in doing the right 
thing. The introduction of pain mitigation 
for some livestock procedures is one good 
example of continuous improvement.”

While it seems in vogue for some advertis-

ers to create the illusion that animals raised 
without the use of antibiotics are somehow 
better, Farm & Food Care Canada has sur-
veyed the public about their feelings to-
wards using antibiotics for animals that get 
sick. The majority are concerned about the 
idea of antibiotics in their meat, but they al-
so believe it’s OK to treat a sick animal. 

The bottom line is that people just don’t 
want to feel guilty about their food. 

“The marketing people in restaurant 
chains have taken over this topic by making 
the claims that no antibiotics in their meat 
sets them apart from their competitors,” 
says Mackay.

“One good example happened last Octo-
ber when Subway U.S. issued a statement 
saying, ‘Starting in 2016, we’ll transition to 
serve meat that’s never received antibiotics 
to make our products even better’. 

This lit up Twitter and McKay immediate-
ly responded with, “SUBWAY: Better how? 
Disappointing news “no antibiotics ever” 
surest way to cause suffering. Stand up for 
safe food AND animal wellbeing.”

“While the tweets were fast and furious 
from the Canadian farm team, there was 
one particular blog from an American vet-
erinarian that stood out in the crowd,” says 
Mackay. “In it, he says he got up that morn-
ing and read the Subway announcement of 
‘no antibiotics ever’. He mulled it over in his 
mind and decided that was a good thing — 
at least until he walked out to the barn and 
saw a sick calf. In an instant he tweeted - 
‘Sorry SUBWAY it’s over’.”

In an unprecedented move, a few days lat-
er SUBWAY changed their position from no 
antibiotics ever to: ‘We recognize that anti-
biotics are critical tools for keeping animals 
healthy and that they should be used re-
sponsibly to preserve their effectiveness in 
veterinary and human medicine. Our poli-
cy is that antibiotics can be used to treat, 
control and prevent disease, but not for 
growth promotion of farm animals’. 

Mackay says that while the farm teams of 
North America quickly jumped into this di-
alogue, we were still playing defence. But the 
difference was instead of it being a shouting 

s o C i a L  L i C e n C e 

dO yOu have a sOCial 
liCenCe tO OPerate?
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match which no one can win, it became a 
reasonable discussion. 

“In the past, we’ve allowed the minority to 
have big microphones to get their message 
of ‘don’t eat meat’ and oppose basically ev-
erything we do in the Agri food industry 

and in animal care,” she says.
“The goal of Farm & Food Care Canada is 

to gather all of the thousands of quiet con-
versations that happen every day in every 
coffee shop in the country and get our mes-
sage out. We need to be seen as a good source 
of the truth about animal food production 
to newspapers with large urban circulation 
and grab the ear of the CEOs of the biggest 
food companies in the country.” 

Listening to Mackay speak at the February 
Alberta Beef Industry Conference was ener-
gizing. She uses wit, humour and obvious pas-
sion to get her message across of how her orga-
nization fits into the new dialogue necessary 
to maintain our protein position in society. 

This Scottish dynamo comes from an Ot-
tawa Valley mixed farming operation where 
her family still raises commercial cattle. She 
credits 4-H for introducing her to a micro-
phone and lighting the fire to become an ad-
vocate for the industry. 

In grade 12 she was crowned dairy prin-
cess and spoke to school students around 
Ontario about the cattle industry. She says 

that same year, the Ontario Farm Animal 
Council (OFAC) was formed and she views 
that as happenstance. 

“I went on to the University of Guelph and 
took animal science with a minor in com-
munication,” she says. “In between my third 
and fourth year, animal rights activists did 
a whole campus publication on their view of 
the industry. As president of the Ag College, 
I immediately gathered a number of farm 
kids together and we wrote articles to tell 
our story of animal production.”

That single event seemed to secure Mack-
ay’s future in food animal advocacy. 

That summer, she got a job with OFAC to 
take the “model farm” to trade shows and 
events across the province. After graduating 
university in 1992, she landed a full time job 
with them as public events coordinator do-
ing 100 events in a year. 

After that, she worked for the Ontario 
Pork industry for seven years in producer 
and consumer relations. 

Crystal Mackay, CEO Farm & Food 
Care Canada says if you want to drive 
change, you have to get out of the back 
of the truck.  |  FARM & FOOD CARE CANADA PHOTO

continued on page 18 ›› 
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The job opened the door to creativity and 
allowed her to spread her wings farther than 
ever before.

“I created the Speak Up team and hand 
selected 25 pork producers to train how to 
be good ambassadors, how to talk with the 
media, and do presentations

“The first piece of training was getting the 
leadership to recognize that just because a 
certain person was the chair or vice chair, 
they may not be the go-to one for each oc-
casion. While the chair was excellent on ex-
port and trade or value of the pork industry, 
a producer named Liz was the better one to 
discuss sow stalls.’

Mackay is tireless taking the Farm & Food 
Care across the country and she doesn’t 
leave home without a little humour. Her 
scratch and sniff handout is evidence of 
that. She says they work for people that don’t 
want to be educated, but want to learn a lit-
tle more about livestock production. And, 
they are an inexpensive way to get the atten-
tion of kids of all ages. Mackay calls it toilet 
humour and has lost count of the number of 
adults that pull out a coin to try to scratch 
the manure illustration.

While the front of the handout says: 

Scratch & sniff manure – Guess the species 
behind the feces. On the flip side it says: 
GOTCHA! For the real scoop on poop -  
visit  www.farmfoodcare.org.

It’s humour together with open and honest 
interaction with consumers that will help to 
tell the real story about food animal produc-
tion, says Mackay. “All the roundtables, 
codes of practice, environmental farm plans 
are all working together under the sustain-
ability umbrella allowing us to prove how we 
have improved our management systems for 
the environment and animal care.

“Social media has many voices and we 
can’t always choose our messengers, but we 
can equip those that want to speak on behalf 
of their industry with the messaging.”

Mackay points to The Real Dirt on Farm-
ing publication and the newly printed The 
Real Dirt on Beef Farming as new tools to 
help walk consumers through the beef cat-
tle production cycle answering their ques-
tions all along the way. In October last year 
Farm & Food Care Saskatchewan distrib-
uted 300,000 copies of the Real Dirt on 
Farming throughout the Federated Coop 
Grocery stores.

In Alberta, Taste Alberta has begun “prai-
rie on the plate” where they partner with 
local restaurants each Tuesday of the month 

to introduce their customers to foods grown 
in their province. Ontario does the same 
type of event during Local Ontario Food 
week.

Provincially, there is only Farm & Food 
Care Ontario and Farm & Food Care Sas-
katchewan. It is hoped that in the not too 
distant future, the other provinces will 
come on board to share in the messaging 
about livestock production. 

A plate of steak would look lonely without 
a potato or rice or other starch, it would look 
empty without vegetables and the trim-
mings. It is hoped that the whole food pro-
duction system will one day join together to 
be transparent and open about their story. 
Each one has a story to tell — and together 
it’s a great story — in fact it’s a plateful.

“We have the ammunition and resources. 
We have the volume. Lead with the caring 
and be honest and be proud of your indus-
try,” says Mackay.

Editor’s note: The Center for Food Integrity 
(a U.S. based think tank) will be launched 
May 31, 2016 as a division of Farm & Food 
Care Canada. At the same time, the results 
of a new study on “Public Trust” will be re-
leased.

s o C i a L  L i C e n C e 
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Joyce Parslow is a home economist 
with Canada Beef. She champions 
all things culinary when it comes to 
buying, handling and cooking beef 
at home.

MInute SteaK, a.k.a. fast-fry/
sandwich steak sometimes gets a 
bad rap, but there are things about 
this humble steak that make it great. 

Think of minute steak as a starter 
steak for those lazy eaters — since 
minute steaks are mechanically 
tenderized, tenderness is built in.

Made from some of those more af-
fordable, ‘less than tender’ cuts 
from the hip, such as the eye of 
round, inside/outside round and 
sirloin tip, minute steaks allow you 
to skip the step of marinating and 
still get good results. And even 
when cooked to well done, a minute 
steak is still pretty good eating.

Unlocking the mysteries of the 
minute steak

You can buy minute steak ready-
made at the grocery store, or you can 
do it yourself at home with any mar-
inating steak. Invest in a meat mallet 
and you take tenderizing into your 
own hands. This is what is known as 
mechanically tenderizing — on a 
small scale when done at home. 

Minute steak is the perfect steak for 
steak sandwiches, which makes it a 
super simple speedy supper. A min-
ute steak is an easy bite when posi-
tioned on a soft bun and is perfect 
topped off with some sautéed onion 
and thinly sliced Havarti cheese. 

Cut minute steaks into strips for 
the speediest stir-fry  and it doesn’t 
have to be Asian — try out our 
southwestern steak with kidney 
beans at canadabeef.ca for a ver-
sion that can quickly be pulled to-
gether from pantry ingredients. 
And lastly, minute steaks are fast to 
cook. That just might be the reason 
behind the name.

MINUTE STEAK   |  seRves 2

Made with a simple ginger-infused broth and thinly sliced lean Flank Steak for beef, this deli-
cious meal-soup is low in fat and high in flavour. You can substitute stir-fry strips or other thinly 
sliced steak. Cooked spaghettini or capellini pasta or two 85 g packages of dried oriental noodles 
can sub-in for the fresh chow mein noodles (omitting the flavouring sachets). Prep time: 10 mins  
Cook time: 10 mins Total time: 20 mins

 2  Beef fast-fry/minute steaks 
 2 tsp (10 mL) Herb de province, divided (or a mix of dried tarragon, oregano, thyme leaves) 
 1/2 tsp (2 mL)  each salt and pepper 
 1 tbsp (15 mL)  vegetable oil 
 1  small zucchini, diced 
 1  clove garlic, minced 
 1  small sweet onion, diced 
 20  cherry tomatoes, halved 
 1/3 cup (75 mL)  crumbled feta cheese 
 1/4 cup (50 mL)  minced Italian parsley or basil, optional

Season the steaks with 1 tsp of the herb de province and salt and pepper. 

Heat oil in medium non-stick pan over medium-high heat. Add steaks and cook, turning twice or 
more with tongs to desired doneness. Remove from pan and keep warm. 

Add zucchini, garlic, onion and remaining 1 tsp Herb de Provence to pan. Sauté, stirring, for two 
to three minutes. Add tomatoes and continue to cook for two to three minutes. Remove from heat, 
stir in feta and parsley (if using) and serve over steak.

Finish each with a few drops of sesame oil, fish sauce and oyster or hoisin sauce.

Drop me a line at Canadabeef.ca – sign up to join in on the conversations. To receive our recipes & blog posts monthly 
at your in-box, join the Make it Beef Club. 

f o o D  f o r  t h o U G h t
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C o n s U M e r  t r U s t

The rules of engagemenT 
have changed
BY BoNNIE WARNYCA   |  editor

Many PeoPLe have heaRd the 
phrase “who’s driving the bus” or “you need 
to control the message,” but according to 
Charlie Arnot, CEO for the Center for Food 
Integrity, control is an illusion.

CFI, a U.S. entity, was formed in 2007 with 
a vision for a transparent, sustainable food 
system in which practices align with con-
sumer expectations and the public discus-
sion is well-informed and balanced. 

While CFI is funded by a long list of mem-
bers of the agricultural community, any 
beef organizations are still noticeably ab-
sent. However, in May of this year, Farm and 
Food Care Canada will launch its formal-
ized partnership with CFI. The CFI vision is 
in alignment with the goal of the new FFCC 
and will supply ongoing support, counsel, 
programming and consumer messaging 
that has already been tested among U.S. 
consumers. The North American alliance 
offers a sharing of both resources and strat-
egies between the two countries. 

Much of the ground-breaking research 
that CFI has accomplished so far is to de-
velop new ways to communicate the food 
story.

To win in the trenches, we must virtually 
throw out what we have known about “the 
message we want to convey to consumers 
and how to deliver that message” and begin 
afresh.

In order to maintain our social licence to 
operate, Arnot says science will tell us “if we 
can” but society will tell us “if we should”. 
“And,” he says, “the opportunity in social 
licence lies in improving our ability to an-
swer the ‘should’ question.” 

While speaking at the Saskatchewan Beef 
Industry Conference in January, Arnot says 
that in order to maintain our social license 
to operate, we must increase our transpar-
ency about what we do and how we do it. 
Only then will we begin to increase con-
sumer trust. While there is no premium for 
doing what’s right, there is a significant cost 
to violating public trust. 

According to Arnot, the issue of trust has 
been slowly eroded over time with such 

events as the 1972 Watergate break-in, 
Three-Mile Island in ’79, Exxon Valdez in 
’89 and the more recent subprime mortgage 
collapse in the U.S.

Our new reality

•	 The social decision making process is 
complex and multidimensional

•	 Decisions are not made on facts and ratio-
nal thought alone

•	 Mistrust of institutions has become the 
social norm

•	 Tribal communication and “relational ex-
pertise” influences trusted sources and 
messages

•	 Growing pressure on brands to drive so-
cial change

In order to gain public trust, activities or 
actions must be consistent with social expec-
tations and the values of the community and 
other stakeholders. It’s time to lead with your 
values. Then, once you get someone’s atten-
tion, you can deliver your message. 

According to data collected by CFI, shared 
values are three to five times more important 
to building trust than sharing facts or dem-
onstrating technical skills or expertise. 

Arnot says the old way we communicated 
about agriculture was to defend science, at-
tack our attackers and use traditional public 
relations (PR). But to build back trust, we 
need to change how we communicate. He 
emphasized his message with a quote from 
Teddy Roosevelt; “People don’t care how 
much you know until they know how much 
you care.” 

He urges everyone to get on board and open 
the digital door to today’s food system and 
find ways to make what we do transparent in 
order to illustrate our commitment to doing 
“what’s right”. 

Everyone wants clean air and clean water 
– in fact, truth be known, everyone wants 
similar things but often differ about how to 
achieve them. With the consumer so far away 
from food animal production, it’s no wonder 
the waters between the farmgate, the meat 
counter and the plate have become so murky. 

In a 2015 interview, Kim McConnell, 

founder and former CEO of AdFarm asked 
Arnot to define the work of the Center. Here 
are some of his responses:

The Centre for Food Integrity is an organi-
zation that encompasses everyone in the food 
system who shares the long-term vision of 
building consumer trust; it is non-partisan 
and non-protectionist. It encompasses a di-
verse stakeholder group building trust in-
stead of defending interests. 

What began as an Ag organization has 
transitioned to include the rest of the value 
chain. And what first began in the U.S. will 
transition to Canada as an adjunct to Farm 
and Food Care Canada. 

U.S. Center for Food Integrity initiatives in-
clude:

Farmers Feed Us – provides consumers 
with a website to meet a farmer and learn 
what takes place in farming today.  Millions 
of consumers have visited this site to ask 
questions and interact with producers.

Best Food Facts – is an online platform for 
consumers where academics answer con-
sumer questions; provide information to 
help them make informed choices about 
their food. In January of this year, there were 
120,000 unique visitors to this site and it has 
become a significant communication base 
for CFI.

Charlie Arnot, CEO for the Center for 
Food Integrity says the public wants 
information from academics but not 
academic information. We need to 
learn how to speak the language of 
social media.  |  cFi Photo



Cash Flow Solutions For Your Farm

The cash advance program administered by CCGA is made 
available to Canadian farmers through Agriculture and Agri-Food 
Canada’s Advance Payments Program.

Boost your marketing plan and lower your financing costs with a cash advance.

INTEREST FREE

$400,000$100,000
GRAIN & LIVESTOCK COMMODITIES

ONE APPLICATION, ONE LOW FEE  
MAXIMUM ADVANCE

45

Whether you’re just getting started or have been farming for years, a cash advance offers solutions  
for your farm, including:

• financial flexibility, so you can market your crop or livestock when the timing and price  
is best for you,

• a low blended interest rate, so you can lower your cost of production, and 

• cash flow solutions for the everyday challenges of managing a farm.

Applying is easier than ever too, with all your advance needs in one place at CCGA. 
Applications for 2016 accepted beginning in March.

Find out more at 1-866-745-2256 
or www.ccga.ca.
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At the Saskatchewan Beef Industry con-
ference Arnot left producers with six take 
away messages in order to increase trust: 

•	 Transparency is no longer optional – it’s a 
basic consumer expectation

•	 Consumers primarily hold food compa-
nies responsible for transparency

•	 Transparency is the key to overcoming 
the “Big is Bad” bias

•	 Consumers want information on your 
practices – practices are an illustration of 
values in action and values drive trust

•	 Consumers want the ability to engage. 
They want to be heard and acknowledged 
and they want straight answers to their 
questions.
 

Editor’s Note:  After locating the Best Food 
Facts online you will notice there is a group 
called FOODUCATE directly beneath it. 
And it says, “There’s a new organization 
trying to promote chemical agribusiness 
and the processed food industry. It’s called 
“Best Food Facts” (BFF) and it adorns it-
self with scientists and registered dieti-

tians who answer questions about food 
processing, modern agriculture, and food 
safety. In reality, BFF is a spinoff of an in-
dustry front group named “the Center for 
Food Integrity” CFI. Unfortunately, CFI 
symbolizes anything but integrity, as it is 
simply another lobbying organization for 
Monsanto, the US Soybean Board, and 
other large agro-corps.” 

This vividly drives home the message of 
why the Ag community must not let down 
its guard nor stop telling its story. If you 
don’t – others will tell it for you.

FAR LEFT:  Shared values 
are 3-5x more important to 
building trust than sharing 
facts or demonstrating 
technical skills/expertise.

LEFT:  Trust research 
published in Dec. 2009 – 
Journal of Rural Sociology  |  
the ceNtre For Food iNtegrity

TRUST

SHARED
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FACTS

What drives consumer trust? CFI Trust Model
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C a n a D i a n  C at t L e M e n ’ s  a s s o C i at i o n

My naMe IS Dan Darling 
and I am pleased to address you 
as president of the Canadian 
Cattlemen’s Association. I, along 
with vice president David Hay-
wood-Farmer, were elected by 
acclamation at the CCA 2016 
Annual General Meeting in 
March.

I am truly honoured to take on 
the role of CCA president and 
will continue to focus on achiev-
ing excellence in all files and to 
represent the best interests of 
beef producers across Canada.

I would like to thank past-pres-
ident Dave Solverson for his lead-
ership during the past two years. 
The CCA achieved many impor-
tant accomplishments under Sol-
verson’s tenure. I can assure you 
that the CCA’s focus on continu-
ous improvement will not change. 
Organizationally, the CCA is well 
equipped to deal with the head-

winds that face the industry going 
forward and I have confidence in 
the exceptional work we do on be-
half of Canada’s 68,500 beef op-
erations.

The CCA’s focus on trade will 
continue. My top trade priorities 
include achieving a bilateral 
trade agreement with Japan, ac-
cess for beef from animals over 
30 months of age with Mexico, 
and resolution of the longstand-
ing technical barriers that have 
prevented the European Union 
from approving Canada’s main 
packing plants to export to the 
EU. Traceability is crucial to ex-
panding trade, and I would like 
movement with the Govern-
ment toward having the indus-
try-supported Cattle Implemen-
tation Plan accepted as the busi-
ness plan that best reflects the 
realities of cattle production.

Climate is a major focus of the 
Government of Canada. Fortu-
nately, Canadian beef cattle pro-
ducers are already among the 
most sustainable and efficient in 
the world. They are utilizing 
tools like managed grazing and 
raising feed-efficient cattle to 
maintain that trend. Due to in-
vestment in research and inno-
vation the beef cattle sector in 
Canada has one of the lowest 
greenhouse gas (GHG) foot-
prints for beef in the world. A re-
cent study showed the GHG in-
tensity per kilogram of beef has 
decreased by 15 percent from 
1981-2011, and that in 2011, it re-
quired 24 percent less land and 
27 percent fewer cattle to pro-
duce an equivalent amount of 
beef as in 1981.

The CCA and groups like the 
Canadian Roundtable for Sus-
tainable Beef (CRSB) are pro-
ducing leading-edge work in 
this area going forward. I look 
forward to engaging with Envi-
ronment Minister Catherine 
McKenna to discuss the for-
ward-thinking work underway 
in the beef cattle sector.

The beef cattle industry is a 
major driver of the Canadian 
economy in both rural and ur-
ban areas. In 2014, the beef cattle 
industry contributed $18.7 bil-
lion to Canadian gross domestic 
product. With market access ex-
pansions and potential trade 
deals on the horizon, this will 
mean more opportunity to ex-
port Canadian beef and beef 
products. Industry must make 
the most of these opportunities, 
but the current labour situation 
is a serious threat to competi-
tiveness.

The recently released Labour 
Market Information Study 
(LMIS) underscores the need for 
the Canadian Agricultural and 
Agri-Food Workforce Action 
Plan. 

The LMIS found that the 
chronic workforce shortages in 
Canada’s agricultural sector are 
expected to continue, with the 
number of unfilled jobs in the 
beef sector forecast to more than 
quadruple over the next decade. 
The study also found unfilled 
vacancies costing the beef in-
dustry $141 million in sales 
(farm gate cash receipts) in 2014.  

A dedicated plan for Canadian 
agriculture is critical to ensure 
the industry has a sufficient 

workforce to take advantage of 
significant opportunities in the 
future. The CCA stands with ev-
ery other segment of Canadian 
agriculture and primary pro-
cessing in supporting the La-
bour Task Force’s Canadian Ag-
ricultural and Agri-Food Work-
force Action Plan, and 
encourages its swift implemen-
tation. Proactively addressing 
workforce issues in agriculture, 
in terms of insufficient labour to 
fill jobs at packing plants and 
farms and the lost opportunity 
those chronic job vacancies cre-
ate, is top priority for the CCA. 

Finally, a bit about me. I’m the 
first Ontario-based CCA presi-
dent since Stan Eby (2004-2006). 
Along with my brother, Van, I 
operate a cow-calf operation 
with 250 cows and background 
calves on 1,500 acres in the 
Township of Cramahe of Nor-
thumberland County, in Ontar-
io.

We cash crop corn, soybeans 
and wheat for grain, as well as 
forages to feed our cow herd. We 
also sell freezer beef by the cut 
and side to local consumers. 
Along with my experience at the 
CCA, I’m a past-president of 
Beef Farmers of Ontario (BFO) 
and represented Ontario beef 
farmers provincially on the BFO 
Cow-Calf and Government Re-
lations Committees.

I look forward to keeping pro-
ducers updated on the CCA’s ac-
tivities and successes in this col-
umn. 

Until next time,

DAN DARlINg  |  cca PresideNt

cca presidenT’s message
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cmc – anoTher Beef
indusTrY advocaTe
BY sHIRlEY BYERs

the CanadIan Meat 
Council represents Canada’s 
federally inspected meat pack-
ers and processors, suppliers of 
equipment, technology and ser-
vices. Their mission is to advo-
cate on behalf of the needs of 
members, to secure and im-
prove Canada’s global meat 
competitiveness with a vision 
that “Canada is a trusted world 
leader in the provision of safe 
and wholesome meat.” 

Formed in 1919, the objectives 
of the CMC fall under four pri-
orities: Member Services, Regu-
latory Context, International 
Trade and Animal Welfare. 

“Animal welfare has become 
an objective because of the in-
crease of stories in the media 
about some bad acts in the in-
dustry. There aren’t many, but 
we all know that one bad actor 
can have an effect on every-
body,” says Jim Laws, executive 
director, Canadian Meat Coun-
cil.

All members work on this is-
sue. They share best practices 
and educate members through 
annual symposiums and attend 
meetings with their U.S. coun-
terpart, the North American 
Meat Institute.”

The CMC is also a founding 
member of the National Farm 
Animal Care Council working 
with other industry members to 
improve farm animal care. 
Readers will remember that Ry-
der Lee represented the Cana-
dian Cattlemen’s Association 
on the NFACC before being 
elected SCA CEO in 2015. 

Canada’s abattoirs have un-
dertaken many changes over 
the years - adopting the most 
up-to-date animal holding pen 

designs and animal care proto-
cols. The CMC has asked that 
the federal government partici-
pate in the funding of this im-
portant initiative as it benefits 
the entire Canadian farm ani-
mal industry.  

Food safety
Education is a key factor in the 

issue of food safety. “We have 
regular symposiums and annu-
al conferences, and share best 
practices,” saws Laws. “Compa-
nies that sell new equipment to 
make food safer are members of 
the CMC and they promote 
their new products at various 
trade shows.”

Regulations
Parliament passed the Safe 

Food for Canadians Act but the 
regulations have not yet been 
drafted. The CMC reviewed 
those regulations, says Laws. 
“When this Act becomes law, it 
will mean that the meat inspec-
tion act, the fish inspection act 
and a couple portions of some 
other acts will be rolled into one. 
The new act will provide a little 
more flexibility for food proces-
sors to produce safe food prod-
ucts more effectively. 

“For example, the new regula-
tions will allow new equipment, 
which makes use of new technol-
ogy to be incorporated more 
quickly. As long as they can 
prove by microbiological testing, 
that this device works and that it 
has no ill effects on the food and 
no food safety issues — then they 
would be allowed to use that new 
equipment. 

“Also, incorporation by refer-
ence, would allow the regula-
tions to refer to international 
standards already set. When an 
international body updates 

those standards, then they auto-
matically would be the stan-
dards Canada would refer to.” 

International trade
Last year Canada exported 

over $5.5 billion worth of meat.  
As a sparsely populated country, 
we need access to international 
markets to sell products. Also, 
other parts of world, such as Chi-
na, value parts of cattle we value 
less and will pay more for them. 

The CMC plays an important 
part in expanding that market, 
says Laws. “We are the voice of 
Canada’s meat industry. We 
meet with Canada’s chief agri-
cultural negotiators. We advo-
cate for what we need and apply 
pressure to ensure the best out-
comes with our colleagues.

“For example, the Trans Pacific 
Partnership Agreement (TPP) is 
very important for Canada espe-
cially for obtaining better access 
to markets such as Japan, Viet 
Nam and Malaysia. When the 
Americans had a free trade 
agreement with Korea before us, 
they got better access to that 
country through lower tariffs 
and we paid a big price by losing 
a significant market share. If 
we’re not in the game and active-
ly negotiating, then we’re left be-
hind. The CMC advocates and 
lobbies the federal government 
to make sure they are actively 
participating in these interna-
tional agreements.”

Laws says Canada’s food regu-
lations show up well when com-
pared to other countries. “Our 
cold winters control a lot of dis-
eases that plague warmer coun-
tries, and we have good supplies 
of the water and electricity nec-
essary for refrigeration and hy-
giene. And, we’re improving 
transportation networks that get 

our products quickly to ports.
Working with the people who 

raise the cattle is very important 
to the CMC. The government 
wants industry to help fund in-
ternational delegations so they 
help them find facilities. Last 
year, they had auditors from 
China, Japan, Ukraine, and 
Saudi Arabia and coming soon, 
there will be auditors from Tai-
wan. They usually want to tour 
farms so they work with orga-
nizations like the Saskatche-
wan Cattlemen’s Association 
to find exemplary farms for the 
tours.”

“CMC lobby efforts include 
quick implementation of new 
regulations under the Safe 
Food for Canadians Act, 
advocating for continued 
access to temporary 
foreign workers and a 
strong participation in the 
Regulatory Co-operation 
Council to standardize 
American and Canadian 
regulations and processes,” 
says Jim Laws, Executive 
Director, Canadian Meat 
Council.  |  CMC photo

i n D U s t r y
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r e s e a r C h

RUN THE NUMBERS TO KNOW 
WHEN IT PAYS TO PREg CHECK

aCCoRdIng to the 2015 
Western Canadian Cow-Calf 
Survey, 60 percent of producers 
include pregnancy detection as 
part of their management strat-
egy. That’s up from 49 percent 
nearly two decades ago, accord-
ing to the 1997-98 Alberta Cow-
Calf Survey results and up from 
34 percent reported by the 1987-
89 Alberta survey.  

But the question remains as to 
why 40 percent of producers in 
Western Canada choose not to 
preg-check their cows.  

Assuming a spring calving 
schedule, generally producers 
have three options for manag-
ing open cows:

1. Preg-check cows in the fall 
and cull opens immediately
Pros: Realize value of cull 
cows in the fall and avoid in-
curring costs of overwinter-
ing open cows. 
Cons: Incur vet costs and for-
go the value of cull cows in 
spring during higher market 
prices.

2. Preg-check in the fall and 
feed open cows separately to 
market at a later date
Pros:  Avoids selling during 
the lower market prices dur-
ing the fall and adds weight to 
cull cows before they’re sold
Cons: Incur vet costs, absorb 
overwintering costs for open 
cows and supplemental feed

3. Do not preg-check
Overwinter all cows together 
and cull opens in the spring 
after the herd has finished 
calving.

The economics of preg-check-
ing depends on:
•	 cull cow market price,
•	 the management system em-

ployed by the producer, 
•	 feed and overhead costs, and
•	 veterinary costs. 

To help producers determine 
the most economical option for 
their operation based on the 
various factors, an economics of 
preg-checking model was de-
veloped by Western College of 
Veterinary Medicine student 
Elad Ben-Ezra and University of 
Saskatchewan Master of Busi-
ness Administration (MBA) 
student Alex Muzzin in 2015 in 
collaboration with Canfax Re-
search Services.  Using the 
model, several conclusions were 
made:

Conclusion #1: The higher a 
producer’s feed and overwinter-
ing costs, the more favourable 
preg-checking and culling cows 
is in the fall.

Conclusion #2: The ADG of 
cull cows over the winter feed-
ing period has a significant im-
pact on the cow’s spring value. 
Higher weight gains over the 
winter result in higher spring 
values than low weight gains, 
regardless of the market price. 

ADG varies with the manage-
ment system (i.e. traditional 
drylot vs. swath grazing vs. bale 
grazing). 

Conclusion #3: High cull cow 
prices and ADG favour over-
wintering cows until the follow-
ing spring as every pound of 
gain is more valuable.

Cattle market price is a much 
stronger driver of the econom-
ics of preg-checking than over-
wintering costs. Over the last 
ten years producers have not 
benefited from preg-checking 
and culling open cows in the 
fall. The loss of potential income 
experienced by producers for 
preg-checking and culling open 
cattle in the fall was driven 
largely by cattle prices increas-
ing seasonally and annually. 
This may explain the significant 
segment of producers who still 
do not preg-check their herds. 

Consistently higher cull-cow 
prices in the spring can be a 
strong deterrent to preg-check-
ing. Producers in Western Can-
ada that have overwintered 
their open cattle have received, 
on average (2005 to 2014), a 
market price 25.6 percent high-
er than the previous fall (Octo-
ber to March).

However, the seasonality is 
quite variable, ranging from 6 
percent in 2006-2007 to 53 per-
cent in 2009-2010.

Conclusion #4: At current 
market prices, the strategy of 
preg-checking and feeding the 
open cow group a high-energy 
ration for 90 days provides the 
greatest economic benefit to 
producers – a gain of $5.16/head 
compared to overwintering. As 
cow prices have increased an-
nually over the last decade, from 
the 2003 low, preg-checking has 
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Supported by:

Agrologists  |  Qualified. Committed to Ethics. Regulated. Professional.
By Saskatchewan law, only a registered member can practice agrology.

The future of your business deserves a professional.

www.sia.sk.ca/find-a-member 

Tom Harrison, MSc, PAg
Rancher and Consultant
Lumsden, SK

Tom primarily spends his time running his cow/
calf operation near Lumsden, SK. He also consults 
on agri-environmental issues and is currently 
contracted as the Executive Director with the South 
of the Divide Conservation Action Program Inc. 

“A professional agrologist (PAg) designation adds 
credibility to my work and indicates that I am 
providing advice and making decisions based on 

science-based information.”

Originally from Herbert, SK, Tom received a BSA in animal science and 
an MSC in range science from the University of Saskatchewan. Tom has 
experience working with Ag Canada, First Nations and Saskatchewan 
Wetlands Conservation Corporation/Water Security Agency.

FEATURED AGROLOGIST

Cody McNernie, AAg
Sales Associate 
O & T Farms
Regina, SK

Cody provides livestock producers with technical 
advice on feed supplement products. He works with 
them to ensure that their current nutrition plans 
are meeting their animals’ needs when utilizing 
products from O&T Farms.

“Being registered as an agrologist gives my clients 
the confidence that I am providing advice that is 

in their and their operation’s best interest because I am bound to a code of 
ethics and practice standards.”

Cody was raised in St. Paul, AB northeast of Edmonton. He received a BSA 
from the University of Saskatchewan majoring in animal science. Cody 
previously worked in the oil and gas sector before joining O&T Farms.

New Home Warranty & Project 
Management Services Available

BEDROOMS: 3
BATHS: 2; HALF BATHS: 2; 
STORIES: 1; GARAGE BAYS: 2
LIVING AREA: 1,260 sq. ft.
WIDTH/DEPTH: 42”’x 52’

Buildings Materials  - Package Only.

$55,900 
Plus
Taxes

includes blueprints

We use only top quality materials. We will make your new home project 
experience go smoothly! Wetaskiwin Co-op, building with you every 

step of the way! 
Call or See In-Store  - for Details.

Project Centre 780-361-6191
www.wetaskiwincoop.com

New Home Warranty & Project New Home Warranty & Project New Home Warranty & Project 
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not been economically benefi-
cial and producers have seen 
the greatest benefit from over-
wintering cattle and selling at 
the higher price. 

Conclusion #5: Should cull 
cow prices drop to pre-2012 lev-
els (below $0.75/lb.), many sce-
narios indicate that preg-
checking and culling in the fall 
is a better option as the cost of 
overwintering begins to out-
weigh the benefit of selling 
heavier cull cows in the spring.  

To determine which option is 
best for a particular operation 
in various scenarios, a new in-
teractive tool based on the eco-
nomic model is now available 
on the Beef Cattle Research 
Council website, www.beefre-
search.ca. Producers can use 
the tool to help make their man-
agement decisions. 

When producers visit the 
webpage, they’ll find two vari-
ations of the model:

1. Basic Model: requires only 
six pieces of information: herd 
size, type of management sys-
tem, the month preg-checking 
will occur, the anticipated 
calving month, and the current 
fall month and market price. 

2. Advanced Model: allows 
producers to enter custom da-
ta for their herd including: 
cost of production, ADG, 
length of winter feeding peri-
od, herd open rate, and veteri-
nary cost to more accurately 
calculate the net gain or loss of 
preg-checking.

Both versions have the op-
tion to enter parameters for 
feeding cull cows as a separate 
group. 
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BY BoNNIE WARNYCA  |  editor

CanadIan feedLotS 
have adopted many manage-
ment practices over the years to 
ensure feeder cattle are physi-
cally healthy and stress free. 

Recently, the National Cattle 
Feeders Association led a task 
force to develop a new national 
standard for all Canadian cattle 
feeding operations as a means to 
prove their commitment to ani-
mal welfare and to provide au-
ditable documentation of their 
procedures.

“In 2013, the National Farm 
Animal Council released the 
new beef code of practice for the 
care and handling of beef cattle 
and while it provides the gener-
al beef industry a blueprint for 
enhancing their production 
practices, we felt we needed a 
nation-wide standard specific 
to cattle feeders,” says Casey 
Vander Ploeg, policy and re-
search manager at the NCFA.

“Some beef processors were 
beginning to ask our members 
to sign affidavits on how they 
cared for their animals so we de-
cided it was time to develop a 
new standard of care called the 
Feedlot Assessment Tool 
(FLAT). This tool is a compan-
ion to the new beef code but has 
more teeth. It’s auditable and a 
document that has been agreed 
upon by cattle feeders, proces-
sors and retailers.”

Dr. Karen Schwartzkopf-
Genswein with Agriculture and 
Agri-Food Canada and Dr. 
Joyce Donkersgoed with Alber-
ta Beef Health Solutions were 

the project leads in developing 
the tool. An advisory commit-
tee made up of cow-calf produc-
ers, feedlot operators, beef pro-
cessors and veterinarians col-
laborated to develop FLAT.

It covers every procedure for a 
cattle feeding operation includ-
ing feed and water, handling fa-
cilities and practices, transpor-
tation, lighting, non-slip floor-
ing, loading and unloading and 
arrival procedures. And, prior 
to NCFA board approval in Feb-
ruary, the tool was tested in 
feedlots across the country.

“Last summer, veterinarians 
took the tool and visited a vari-
ety of different sized feedlots in 
B.C., Alberta, Saskatchewan, 
Manitoba and Quebec and au-
dited them following the FLAT 
directives,” says Vander Ploeg.

“We found a high level of com-
pliance. The feedlots were al-
ready doing what was outlined 
in the new national standard, 
but they weren’t always docu-
menting their actions. The tool 
is intended to do two things — 
verify feedlots are following in-
dustry standards for animal 
care and to push for continued 
improvement.

“FLAT has been certified by 

the Professional Animal Audi-
tors Certification Organization 
(PAAC0) in the U.S., and they 
will train auditors to use the 
tool. We are in consultation 
with our American counter-
parts to hopefully make this a 
North American standard.”

In the meantime, the NCFA is 
wrapping up one other big ini-
tiative dealing with regulatory 
reform. While for years, the in-
dustry has been accusing the 
many layers of red tape and reg-
ulations for reducing their abil-
ity to compete on the world 
stage, NCFA set out to identify 
the main inhibitors. 

“We didn’t have a handle on 
the most troublesome regula-
tions and their cost to the indus-
try,” says Vander Ploeg. “So we 

pulled together cattle feeders, 
veterinarians, ranchers, trans-
porters and auction market op-
erators to develop an inventory 
of regulations they believe are 
most harmful to the feeding in-
dustry.” 

NCFA held focus groups 
across Canada and distilled the 
list down to six priority items to 
take an in-depth look at and 
identify their impact on the 
feeding industry. To do that, the 
NCFA hired a group of econo-
mists experienced in cost/ben-
efit analysis and regulations to 
determine the cost associated 
with these regulations. The re-
sults of this study will provide a 
business-based case for improv-
ing the regulatory environment 
for feeding cattle in Canada.

a n i M a L  W e L fa r e 

A NEW NATIONAL 
staNdard oF 
ANIMAL CARE

Feedlots across Canada now have a new standard of care 
called the Feedlot Assessment Tool (FLAT) to prove their 
commitment to animal welfare  |  NcFa Photo

Casey vander Ploeg



FEEDLOT
LAMENESS
ROUNDTABLE
Tuesday, Mar 3rd

CALGARY, AB

Wednesday, May 4th

LETHBRIDGE, AB

Before April 26th - $50
After April 26th - $100
For more information:
1-866-269-8387

This meeting is supported by:

This producer-oriented session is meant to inform 
and educate local feedlot owners, managers and staff 

as well as herd health veterinarians about the most 
common causes and risk factors associated with 

lameness in feedlot cattle.  This one-day session will 
also facilitate awareness and discussion regarding 

producer perspectives on how lameness affects 
day-to-day management, welfare and economics.

Agenda and registration online at:

www.wcabp.com

Get your Bale King 
Bale Processors and V-Rakes at Glenmor

Old Hwy. #2 South
Box 1654

Prince Albert, SK
S6V 5T2

PH. 1-888-708-3739
306-764-2325  |  Fax: 306-922-1912

www.glenmor.cc
Email: glenmor@sasktel.net

1-800-667-6929  or visit us online
www.producer.com   |

with our FREE e-newsletters.

Stay
Connected
Get the same great ag news content from ALL of 
our family of publications DELIVERED FREE to 
your email, tablet, phone or desktop.
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MR TIRE
8 OR MORE TIRES • FREE DELIVERY IN SASKATCHEWAN

528 518 211 216
FULL WARRANTY

Check out: www.mrtirecorp.com

CALL MYLO 
306•921•6555

Spring 
     Sale
11R-22.5
$299

11R-24.5
$309

CALL and LOCK IN the price!

Affordable Livestock Equipment
1-844-500-5341 www.affordablelivestockequipment.com

Freestanding Corral Panels 
priced $199.-$259. 

10’ Corral Panels, Windbreak Frames,
Framed Gates, 

Continuous Corral Sections, Round Pen Kits, 
Bison Panels, Bale Feeders, plus lots more...

20’ Bunk
Feeder Panel

$399

Horse Haysaver $459
Also Sheep & Goat

Model

Windbreak Frames
$399. 

less boards

Continuous Corral
Sections

Heavy Duty $189.

(306)739-2900 primegrains.com/prime-sainfoin.htm
jhusband@primegrains.com

Organic Sainfoin Seed 
Europe’s “Healthy Hay” - sainfoin.eu

An ancient, non-bloating, 
nutritious, low input, perennial 
forage loved by all animals. 
Recent research from Utah State 
University indicates both better 
meat fl avor and nutrition from 
sainfoin supplemented forage.

GOT
PAIN?

Stem cells from your own fat and bone marrow 
for arthritis of joints and

low back / neck pain
A� ordable alternative to surgery without

the down time
Hundreds of Western Canadian farmers treated

www.docereclinics.com
(435) 604-0438

Find out why 
half our patients 

are happy Western 
Canadian farmers

Locations in Park City, Utah,
close to the Salt Lake City airport

WWW.BERGENINDUSTRIES.COM
306-363-2131

BERGEN

CHOOSE THE BERGEN ADVANTAGE: 
Quality Canadian manufacturing with 

safety for livestock and handler
emphasized. Four year limited warranty. 

Custom trailers available.

Nobody covers farming better or in more 
detail than The Western Producer. 
We regularly post about our features, 
recipes, stories about machinery, livestock 
and agronomy, and reader contests. 
In print and online, if it’s farming, it’s here.

Let’s meet face-
to-Facebook. 

www.producer.com  |  



> 10 YEAR warranty

> Battle algae black colour

> Translucent white colour

> UV protected

> Heavy duty style

> Ribbed for superior strength

> Good for liquid fertilizer or water

> FDA and good grade approved

> Manufactured Canada tough

> Hold-on is proudly and privately owned by Canadian residents

Low Profi le Tank Sale 
On Now

1.800.383.2228
www.holdonindustries.com

The best priced, best warrantied, best tank on the market. 

Low Profi le Tank Sale Low Profi le Tank Sale Low Profi le Tank Sale Low Profi le Tank Sale Low Profi le Tank Sale Low Profi le Tank Sale 
1200 Gallon

1560 Gallon

2000 Gallon

2500 Gallon3400 Gallon

YOUR BEST SOURCE FOR ANGUS 
BULLS & FEMALES

Black & Red Angus Bulls & Females for Sale!
We have been developing our Angus herd for over 

40 years, and Angus is our only business. 

We invite you to stop by the farm any time to 
view the cattle and visit!

LEE, LAURA & JACKIE BROWN TRISH & TIM HENDERSON
PHONE: 403-742-4226 BOX 217, ERSKINE AB T0C 1G0

www.llbangus.com   llbangus@xplornet.com

Made Especially For You!

306.764.2121 or 800.249.3969

Canadian Manufactured Modular Homes
• Multi Section • Single Section • Motel Style • Duplex Family Units

Large Inventory to choose from
or 

Factory Order to your speci� cations
Selling and Servicing Across Western Canada for Over 40 Years!

Check out our inventory at: www.medallion-homes.ca

Stop in anytime to view our show 
homes, no appointment needed

Order Now For
Spring Delivery
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SuStaInabILIty keeps 
coming up, but there doesn’t 
seem to be a single definition for 
the term. Why is it so popular and 
why should producers care? 

Sustainable beef production is 
what most Canadian beef cattle 
producers do every day. In a 
nutshell, sustainable means be-
ing able to continue at the cur-
rent pace. Most farms and 
ranches are constantly improv-
ing in various areas just to stay 
ahead of inflation and other 
competing land uses.

There are typically three as-
pects of sustainability. Environ-
mental sustainability is being 
improved all over Canada in 
water management, species at 
risk, improving soil, improving 
the balance of plants in range, 
the interface with wildlife and 
generally coexisting with the 
parts of nature that don’t add to 
the bottom line of a farm or 
ranch but do show how well it’s 
managed. 

The second aspect of sustain-
ability is social. For Canadian 
producers this is mainly related 
to cattle care.

The Canadian industry con-
tinuously improves animal care 
by selecting cattle that thrive in 
Canada, that are able to deliver 
calves from the bulls they are 
paired with, through genetics 

improvements, by changing 
how and when husbandry prac-
tices are done, making timely 
culling decisions, and making 
animal welfare a priority. Farm-
ers and ranchers also contribute 
to social sustainability in their 
employment practices, by vol-
unteering in their local com-
munity and beyond, and by 
keeping rural and small town 
Canada going.

The third aspect of sustain-
ability is economic. It’s vitally 
important to the economy of 
Canada to keep wealth-generat-
ing industries such as agricul-
ture vibrant. It’s also important 
to the other two aspects of sus-
tainability, as they often have 
real cash costs and, if there is no 
cash, then improvements can’t 
be made, or less than ideal 
choices get made. These can 
have impacts on the operation 
and the land, water or animals 
over time. Producers take many 
steps to stay economically via-
ble, including the many hours 
spent on farm activities or man-
agement, helping each other, 
and even working off farm to 
ensure economic viability. 

Unfortunately, consumers 
don’t see all that. Through no 
fault of their own, they know 
less and less about what goes in-
to food production. The in-
creasing ability to produce food 
means it takes fewer people with 
first-hand knowledge. Con-
sumers know there are farmers 
out there, they generally think 
they are honest, hard-working 
people, but beyond that there is 
uncertainty. What’s presented 
in the media and increasingly 
online is what is “known.” And 
that’s often far from positive, es-
pecially when it comes to mod-
ern agriculture.

Consumers evolve and change 
how they shop, what they buy 

and how they interact with their 
providers. Increasingly, they 
want to know they’re “doing the 
right thing.” Am I buying things 
that are good for my family’s 
health, for the environment, for 
the world, for the animals? 
We’re back to sustainability. 

Stores and restaurants want to 
say “buy from us and you can be 
assured you are doing the right 
thing.” But this looks different 
in each store, because brands 
want to be different. That’s not 
new. What is new is the custom-
er’s ability to publicly hold busi-
nesses accountable.

You now see activists buying 
shares and moving to make 
companies change their prac-
tices. Customers complain vig-
orously on Twitter, and it works. 
Online social networks make 
companies vulnerable. They 
want to be able to answer ques-
tions. Quality control? Envi-
ronmental impact? Animal im-
pact? Human impact? Carbon 
footprint?

Retail and food service busi-
nesses are taking steps to have 
every answer at hand. They of-
ten do this through require-
ments of their suppliers. As sup-
pliers of suppliers, farmers and 
ranchers are not the first ones to 
be asked to show our work but it 
is happening. We mostly see it 
in smaller value chains but it is 
moving to the non-niche play-
ers. Wal-Mart is a big one taking 
steps to show they are reducing 
their environmental impact. 
McDonald’s is probably the big-
gest player in the beef sector 
taking these steps. 

There are two ways to do this: 
dictate to producers, or work 
with producers. We’ve seen 
plenty of programs where pro-
ducers can choose whether to 
sign up. We’ve seen some that 
weren’t promoted enough to 

producers. And we’re seeing 
some programs developed with 
producers. That’s where the Ca-
nadian Roundtable for Sustain-
able Beef (CRSB) comes in. The 
idea of the CRSB, and the Glob-
al Roundtable and several other 
country or region roundtables, 
is to bring decision makers to-
gether so the whole beef value 
chain can make better informed 
decisions about how to get ev-
eryone on the same “sustain-
ability” page.

McDonald’s is part of this 
working with Canadian pro-
ducers to define what “sustain-
able beef” means. They are 
working with farmers in Eu-
rope and touting success in re-
ducing their carbon footprint. 
Their supply chain director 
Connor McVeigh put it well by 
saying “We need to work with 
farmers for solutions before 
they become the priority for our 
customers.”

Customers are headed there. 
Industry is working together to 
be there first to have the answers 
to the questions they have so 
they don’t turn to other sources 
of protein that are working on 
their own stories.

The beef industry has been 
there for a long time with Veri-
fied Beef Production (VBP) to 
demonstrate food safety. Now 
modules on animal care, envi-
ronment and biosecurity are be-
ing added. You can start down 
the road with Verified Beef Pro-
duction, go to www.saskvbp.ca. 

Retail and food service need to 
answer consumer questions. 
Producers can help them and at 
the same time take a step toward 
recognition of all the things we 
do to sustainably bring beef to 
tables around the world.
    

RYDER lEE  |  sca ceo

C e o  r e p o r t

whY do we keep hearing “susTainaBiliTY”?



No More
Pail Feeding!

• Made to discharge rolled 
grain, pellets, ground and 
rolled barley, minerals 
and more.

• Epoxy coated interior 
for easy clean-out and 
corrosion protection.

• Available sizes from 
15bu. to 95bu.

• Many options available: 
3PTH, Trailer kit, Digital 
scale and more.

Call For Your
Nearest Dealer

1-877-695-2532
Also now available through your 

local Co-op Agro Center

www.ezefeeder.ca

Proveta Nutrition Ltd. located 
in Bruno, SK is now taking 
bookings for 

SUMMER 
PASTURE PROGRAMS. 

  • Backgrounding 
  • Finishing 
  • Range 
  • Cow Pellets

  • Dairy
  • Horse
  • Poultry 

FOR MORE INFORMATION
GIVE US A CALL!

  306-369-2911
WWW.PROVETA.CA

Proveta is a Multi-Species 
Feed Manufacturer.

We manufacture 
all types of 

pellets including: 
ELITE AUTOMOTIVE GROUP INC. O/A

SUBARU OF 
SASKATOON

MORE VEHICLES AT 
WWW.SUBARUOFSASKATOON.COM

*MSRP does not include Freight, PDI,Taxes & Fees *See dealer for details

471 CIRCLE PLACE • 665-6898 OR 
1-877-373-2662

CONSUMER REPORTS picks Subaru for 3 
of the TOP 10 picks in 2015

SUBARU WINS A HAT-TRICK!!

2015 IMPREZA
BEST COMPACT CAR!

2015 LEGACY
BEST SEDAN!

2015 IMPREZA2015 IMPREZA
BEST COMPACT CAR!BEST COMPACT CAR!

2015 FORESTER
BEST SMALL SUV!
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