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With thE DiRECtion 
that cattle prices have been 
moving since last summer, it 
looks like it is going to become 
even more important to do the 
right things as well as doing 
things right.  Part of making de-
cisions that positively affect the 
profitability of your operation is 
having the best and most up-to-
date information. 

The Saskatchewan Cattle-
men’s Association provides nu-
merous ways to access this type 
of information. 

This spring, SCA held very in-
teractive seminars in six loca-
tions around the province. 
These were designed to educate 
producers on current market 
conditions and how to calculate 
what kind of a price to expect 
this fall based on the futures 
market. There were also presen-
tations on price insurance, pain 
mitigation and BMP funding.  
All of these offer the potential to 
make your operation more prof-
itable. 

At the Saskatchewan Beef In-
dustry Conference in January, 
producers have the opportunity 
to hear researchers and industry 
experts present on ways to im-
prove your operation. 

At our fall district meetings, 
you will have another opportu-

nity to gain some information 
and have input into the industry. 
The time commitment is mini-
mal and it’s close to home. I en-
courage all producers to attend.

This August, the inaugural 
Canadian Beef Industry Con-
ference is being held in Calgary.  
This will be another excellent 
opportunity to learn more 
about the industry in which we 
make our living. I encourage all 
cattle producers to attend if you 
can make it work.

Part of the value of these events 
is the opportunity to bounce 
ideas off other industry leaders 
and hear what is working for 
other producers.  

What you learn will more than 
cover the cost to go, and you will 
have fun while you are there.

If you can’t make it to industry 
events, technology allows you to 
keep up to date on the newest re-
search and what is going on in 
the beef industry. 

The Beef Cattle Research Coun-
cil communicates through webi-
nars, emails and its website, 
 beefresearch.ca. 

Saskatchewan Stock Growers, 
Saskatchewan Agriculture and 
the Canadian Cattlemen’s As-
sociation also have emails to 
keep producers up to date on 
what is happening. 

The Saskatchewan Cattle-
men’s Association is putting to-
gether an email list so that we 
can communicate with all Sas-
katchewan producers in the 
method they prefer. I ask every-
one to send your email address 
to info@saskbeef.com so we can 
keep you updated on what is 
happening and provide infor-
mation that will benefit you.  

Successful managers need to 
make the best decisions possi-
ble. To do this, you need to be 

aware of what is going on and 
understand current market 
conditions. You also need to be 
using the best information and 
technology available. 

Spend some time and money 
to continue to educate yourself, 

stay informed and participate in 
industry events. You will be-
come more successful and get 
more enjoyment out of doing 
what we all do every day.  

ryAn BEIErBAch | SCA CHAir

ScA UrgES ALL prodUcErS To gET on BoArd

C h a i r  r e p o r t

This August, the inaugural Canadian 
Beef Industry Conference is being 
held in Calgary.  This will be another 
excellent opportunity to learn more 
about the industry in which we make 
our living.
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District 1:
Ryan Beierbach • Whitewood, SK

p: 306-532-4809 C: 306-735-1341
E: shophighplains@me.com 

District 2:
Philip Lynn • Marquis, SK

p: 306-788-4421 C: 306-361-9299
E: Philip@bpcattle.com 

District 3A:
Laurie Disney • Rockglen, SK

p: 306-476-2729 C: 306-476-7522
E: odiznee@gmail.com

District 3B:
Larry Grant • Val Marie, SK

p: 306-298-4901 C: 306-741-9867
E: drylake@sasktel.net 

District 4:
Rick Toney • Gull Lake, SK

p: 306-672-3703 C: 306-671-7900
E: rtoney@xplornet.com

District 5:
Levi Hull • Willowbrook, SK

p: 306-641-6271
E: levihull507@msn.com

District 6:
Garret Hill • Duval, SK

p: 306-725-4909 C: 306-725-7451
E: lbranch.ghill@gmail.com

District 7:
Paula Larson • D’Arcy, SK

p: 306-379-4523 C: 306-221-0509
E: larsonranchphoto@sasktel.net

District 8:
Michael Spratt • Melfort, SK

p: 306-752-6336 C: 306-921-7175
E: mspratt@sasktel.net

District 9A:
Arnold Balicki • Shellbrook, SK

p: 306-468-2935 C: 306-468-7240
E: balickiangus@yahoo.com

District 9B:
Dean Moore • Paradise Hill, SK

p: 306-344-5370 C: 306-344-7981
E: dsmoore@bellevista.ca

SCFA
Bill Jameson, Board Chair • Moose Jaw, SK

p: 306-692-4911 C: 306-631-0005
E: billjameson@jglcattle.com

Brad Welter . Viscount, SK
Phone: 306-365-4281

E: welter@pound-maker.ca

SSGA
Lloyd Thompson • Estevan, SK

p: 701-340-5133
E: tfourranches@xplornet.com

Harold Martens • Swift Current, SK
p: 306-741-3961 / SSgA: 306-757-8523

E: mranchltd@shaw.ca

Staff
Ryder lee, CeO

P: 306-585-2333 E: ceo@saskbeef.com

Christina Patterson, Policy Analyst
P: 306-585-2333 E: policy@saskbeef.com

Scott Sakatch, Communications Specialist
P: 306-585-2333 E: communications @saskbeef.com

A mESSAgE To connEcTIon rEAdErS

thiS WiLL bE the final edition of the Saskatchewan Cattlemen’s Connection magazine, 
published as a partnership between Saskatchewan Cattlemen’s Association and Western 
Producer Publications.

We hope that over the past few years of our joint venture, you have found Connection to be 
an informative view of the Saskatchewan Cattlemen’s Association member activities and an 
engaging look at some of the people who lead the cattle industry in our province.

While the decision has been made to stop publishing Connection, SCA will continue its 
hard work and advocacy for the Saskatchewan cattle industry.

The Western Producer would like to thank the SCA board and staff for the opportunity to 
publish Connection magazine and we look forward to developing other avenues to work with 
the association.

SCA members can watch (and listen!) for new outreach programs in the near future — 
keeping you informed on your association activities and events.

Thank you for your readership.

ShAUn JESSomE  |  PuBLiSHER, THE WESTERn PRoDuCER
& rydEr LEE  |  SCA Ceo

So Long, And ThAnkS 
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LASt yEAR, the vision really came to life in a 
tangible way when the doors opened to the Cana-
dian Beef Centre of Excellence (CBCE) in Calgary. 

Then, just a couple of weeks ago, with the release 
of the video We put the best of Canada into our beef,  
one hears the essence of what sets our beef brand 
apart from the rest of the world. 

Meijer says the consumer wants to consume 
more than our beef product: they want to consume 
our story. And, in developing the story line for the 
brand strategy, they captured the snapshot of what 
Canadian beef brings to the table. The video, nar-
rated by Canadian country music star Paul Brandt, 
uses the Canadian landscape with its “wide-open 
spaces, cool crisp fresh air and an abundance of 
clear clean water, hearty winters, long summer 
days and rich grasslands” to show consumers the 

healthful environment our cattle are raised in.
“The way to build trust and loyalty for the Cana-

dian beef brand is to tell our story in a transparent 
and meaningful manner,” says Meijer. “That is the 
first pillar of this strategy. 

“The second most important pillar is to have a sus-
tained conversation with our customers. The story 
line is always evolving and will be written and re-
written every day of every year. 

“We recognize that the beef industry is not a 
stand-alone entity. We are part of a team and we 
have forged partnerships and aligned ourselves 
with the Government of Canada under a brand 
Canada strategy linking us to the trade commis-
sioners and embassies around the world. We have 
joined our co-branding partners in the wine in-
dustry, cheese, canola oil, flax, lentils and many 

WE PuT  
THE bEST  
OF CANAdA 
iNTO OuR bEEF

C o v e r  s t o r y

Five years ago, when newly minted Canada Beef 
named rob Meijer as president, he announced to the 
industry that he had a new vision for the way Canadian 
beef would be marketed both in this country and 
abroad. By BonnIE wArnycA  |  EDiToR
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others to appeal to a wider and more diversi-
fied array of new customers. The brand, 
which we call the Canadian Beef Culinary 
Series or Branding Series, has already taken 
us into the marketplace like never before.”  

Here in Canada, Meijer’s goal is to place 
beef on the plate more often than chicken or 
pork. To develop the strategy to make that 

happen, Canada Beef took a microscopic 
look at what today’s  Canadian family looks 
like and their opinions about the beef indus-
try as a whole. 

“There is a high concern about food safety 
among the population and an even higher 
percentage of the public that aren’t sure if 
our food animals are treated humanely,” 

says Meijer. 
“Some retailers have created programs 

telling their customers that their animal 
products were raised humanely. Who are we 
if we aren’t an industry that treats our live-
stock humanely?

The way to build trust and loyalty for the Canadian beef brand 
is to tell our story in a transparent and meaningful manner.

Rob MEijER  |  Canada Beef president

continued on page 8 ›› 

rob Meijer (right) says the 
consumer wants to consume 
more than our beef product, 
they want to consume our 
story. country western singer 
Paul Brandt (left) narrated the 
new canada Beef video to 
show the world what sets our 
beef brand apart.  
|  Neil Zeller pHoto



8   |   ConneCtion  

“We need to be proactive about culling out 
those in our industry who don’t follow the 
“humanely raised” values. If a problem arises, 
we need to be honest, transparent and own it.”

Meanwhile, in April, the Earls restaurant 
chain released a statement that it was going 
to move to serving certified humane beef in 
its North American restaurants and source 
that beef from the United States.

“We are disappointed that Earls didn’t en-
gage with us or other industry groups before 
making their supply sourcing decision,” says 
Meijer. 

“We could have helped them understand 
Canada’s world-class standards in the areas of 
animal care, beef quality and food safety and 
how they could share that information with 
their customers. We could have demonstrat-
ed the power of the Canadian beef brand and 
Canadian consumers’ trust and loyalty to our 
beef producers. We understand that the food-
service sector is a competitive market and 
that companies are looking for ways to differ-
entiate themselves in the market place, but we 
could have partnered with them to do so with 
Canadian beef.”

Within days, after a huge social media out-
pouring from Canadian beef supporters, 
Earls did an about face and company presi-
dent Mo Jessa announced that “Earls will 
work with local ranchers to build a supply of 
Alberta beef that meets their criteria for an-
imal care and treatment”. 

In response, Meijer thanked the Canadian 
public for rallying around the issue and 
helping reverse what could have been a seri-
ous blow to the Alberta and Canadian beef 
industry. 

“(However), we need to find solutions for 
our value partners in their decisions as they 
relate to consumers.”

Canada Beef has made tremendous ad-
vances in the global marketplace, by devel-
oping partnerships with Mexican resorts 
and major hotels in other high profile mar-
ketplaces such as Dubai, but the basic phi-
losophy of the bread and butter of beef prof-
itability still comes one consumer at a time. 
That consumer may be in Asia, Mexico, the 
Middle East, Europe, Australia or Canada. 

And while the Canada Beef team works on 
the global marketplace, there is an aggres-
sive strategy to expand beef sales here in 
Canada. 

Meijer says there is a virtual growing melt-
ing pot of consumers that don’t fit the old 

demographic of the Caucasian beef con-
sumer, and the Canada Beef brand needs to 
relate to, and be relevant to, this diverse eth-
nic population. These communities of peo-
ple come from a culture where pork, chicken 
and fish are more dominant than beef.

“There is an Achilles heel that we can’t ig-
nore in this culturally diverse population. 
These first, second or even third generation 
of immigrants come from countries that 
don’t necessarily view imports as a problem. 
Many, in fact, once viewed imports with a 
higher regard than that of their own domes-
tic production,” says Meijer.

“As long as the protein product is safe and 
of good quality, we cannot assume that Ca-
nadian brand loyalty is there.” 

Beef is no longer just a celebratory meal 
featuring roast beef, steak and burgers. 

 “At the Centre of Excellence, we are very 
aggressively creating new recipes for the di-
versified palates of our consumers,” says 
Meijer. “We no longer rely solely on food 
brokers to market our product. We invite re-
tailers, chefs, service industries and the like 
into the centre to listen to their needs and 
develop new beef products to meet those 
needs. The Canadian beef brand is not about 
one size fits all. It is about using our beef in 
every menu plan no matter how diverse.”

After launching the video We put the best of 
Canada into our beef, the plan now is to de-

liver that same message in point of sale mate-
rials to help tell our story and invite consum-
ers to enjoy the Canadian experience.

Social media has a place in that conversa-
tion, and many ranchers and farmers have 
become adept at telling their story through 
tweets and blogs. However, Meijer says so-
cial media alone cannot drive change or 
clinch the trust and the loyalty of our brand.

“We want the industry and the product to 
speak itself,” says Meijer. 

Whether we are talking about sustainabil-
ity, social licence to operate or building trust 
with our consumers, we will use a variety of 
platforms to advance a sustained conversa-
tion with the customer. 

“Our partnership with the CFL (Canadian 
Football League), for instance, allowed us to 
align ourselves with health and nutrition. 
Contrast that with last year’s Co-op stores 
western Canadian initiative in which we 
gave a voice to local producers to tell their 
production story.” 

Meijer hopes that the new brand strategy, 
“We put the best of Canada into our beef,” is 
a unifying call for both industry and the con-
sumer and that no matter where you live in 
this great country, you are growing the best 
beef that Canada has to offer and that you put 
the best of Canada on your dinner table. 

To view the new Canada Beef video, visit  
www.canadabeef.ca.  

An inside view of the work being done in the calgary-based canadian Beef centre 
of excellence. the cBce is creating new recipes for the diversified palates of 
canadian consumers.  |  CAnADA BEEF PHoTo 

›› continued from page 7

C o v e r  s t o r y
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CAnADA’S bEEf industry 
has many moving parts and a 
number of them have been in 
the media spotlight recently. 
This attention has been benefi-
cial, as it provides the opportu-
nity to share information about 
the industry and production 
practices in an effort to make 
what producers do, and why, less 
of a mystery to those without a 
background in, or connection 
to, agriculture. 

The Canadian Cattlemen’s As-
sociation (CCA) believes trans-
parency around production 
practices, particularly those sig-
nificant to proper animal care 
and welfare, is paramount to 
promoting understanding 
among consumers and provid-
ing assurances so they can con-
tinue to feel good about eating 
beef. 

Beef producers take a lot of 
pride in raising a high-quality 
and nutritious product. As a 
beef producer myself, words 

cannot adequately capture the 
pride I felt in May when people 
were moved to take action on so-
cial media and make their pas-
sion for Canadian beef known 
loud and clear.  

On behalf of myself and the 
other producers operating Can-
ada’s 68,500 beef farms, I would 
like to commend consumers for 
their overwhelming support of 
the high-quality, world-class 
Canadian beef we work hard ev-
ery single day to produce. We re-
ally cannot thank you enough.

Raising cattle is not easy work. 
In fact, it is all-consuming. Sub-
sequently, the people who do 
raise livestock are passionate 
and devoted. 

Nowhere is this demonstrated 
more clearly than in the success 
of the Cattlemen’s Young Lead-
ers (CYL) program. This nation-
al youth initiative of the CCA is 
now in its fifth year and has 
grown into a well-established 
and comprehensive mentorship 
program. 

CYL candidates are matched 
with a mentor for a nine-month 
mentorship in their area of in-
terest. The program accommo-
dates a range of focus areas, 
from production focusses to 
marketing and trade to industry 
policy to advocacy. 

CYLs gain knowledge in their 
area of interest, exposure to the 
CCA and its provincial member 
associations, an expanded net-
work and personal growth.

This year, the 24 semifinalists 
will take part in the new Cana-
dian Beef Industry Conference 
(CBIC) in Calgary from August 
9-11, where they will vie for the 
16 mentorship positions. I wish 
them all the best of luck as they 
compete for a spot in this excel-

lent program.
The CBIC is another example 

of the beef industry working to-
gether to promote understand-
ing on a broad range of interests 
and issues. 

The conference is the first of its 
kind in Canada and is designed 
to create a national meeting 
place for stakeholders through-
out the entire beef value chain. 
Developed under the vision of 
the National Beef Strategy, the 
conference will also support a 
new level of meaningful interac-
tion and relationship building 
to drive industry progress based 
on shared interests.

I am excited about this confer-
ence and I encourage producers 
to attend. 

In addition to business meet-
ings and updates of several orga-
nizations, including the CCA 
semi-annual meeting, there will 
be social events, educational 
sessions and speakers high-
lighting the four pillars of the 
National Beef Strategy: compe-
tiveness, beef demand, produc-
tivity and connectivity. 

The long-term competitive-
ness of Canada’s beef industry 
relies on an engaged industry 
and the retention of youth in ag-
riculture. 

It also depends on beneficial 
market access and trade agree-
ments. Recently, I was in Brus-
sels, Belgium with International 
Trade Minister Chyrstia Free-
land as she promoted the bene-
fits of the Comprehensive Eco-
nomic and Trade Agreement 
(CETA) to the European Union 
(EU) Parliament’s International 
Trade Committee meeting.

Along with CCA Director, 
Government and International 

Relations John Masswohl, I en-
sured the Canadian beef indus-
try’s position on CETA was well 
communicated to the minister 
and other key influencers at-
tending the April meetings and 
related networking events. 

The CETA will remove a pro-
hibitively high European tariff 
for nearly 65,000 tonnes of Ca-
nadian beef exports per year 
once implemented. 

However, the immense poten-
tial of the CETA for Canadian 
beef producers will be impossi-
ble to achieve if longstanding 
technical barriers are not re-
solved. 

The CCA has been clear that its 
support for the CETA is condi-
tional upon the Canadian beef 
sector’s ability to realize the full 
potential of the landmark deal’s 
trade benefits – and that means 
resolving the technical barriers.

I applaud Minister Freeland 
for raising this discussion with 
her EU counterparts during this 
mission and her commitment to 
getting the issue resolved. 

The minister told the EU Par-
liament that CETA is a progres-
sive agreement that will help 
make all people more prosper-
ous. 

We are confident that includes 
Canada’s beef producers, as only 
through resolution of the out-
standing technical issues can 
CETA become the gold stan-
dard trade agreement she envi-
sions for Canada.

The CCA will continue its ef-
forts as outreach is entering a 
crucial phase, with the minister 
envisioning CETA implementa-
tion in 2017.  

dAn dArLIng  |  CCA PRESiDEnT

cca presidenT’s MessaGe

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
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By ShIrLEy ByErS

by APRiL 16, the cattle at the Daryk and 
Bonnie Simonson ranch near Dinsmore, 
Sask., had been on pasture for 10 days.

It’s all about grass on this 7,200 acre ranch, 
but that wasn’t always the case. 

The Simonsons began their married life in 
1996 as grain farmers with a small herd of 
cattle, but when it came time to upgrade the 
farm implements, they opted to become 
full-time cattle producers. 

They breed Angus cross cows to Angus 
and Hereford bulls. Of about 20 to 25 bulls, 
only two or three are Herefords. This year 
they will  calve out about 600 cows and keep 
about 300 calves over winter. Some of these 
will be bred the following year as heifers and 
some will be grassed and sold as yearlings. 

Converting a grain farm to a cattle ranch 
means planting lots of grass. Early on, the 
couple seeded either crested wheat grass 
with alfalfa, brome grass with alfalfa, or wild 
rye with alfalfa. 

“We had fairly good luck with those com-
binations, but 10 years later, we could still see 
the rows in the field where they were plant-
ed,” Bonnie Simonson says. “None of the 
plants had a creeping root so we began seed-
ing a mixture of grasses.”

This mixture varies, depending on the sa-
linity of the soil, how hilly it is or what they 
want to use the field for. These blends still have 
brome and crested wheat but may contain 
green leaf pubescent wheat grass, tall fescue, 
western wheat grass, green needle grass, and 
cicer milk vetch (a non-bloating legume).

Simonson offers an example of a mixture 
custom-made for a particular pasture. One 
paddock, located near the farmyard, is seed-
ed with a blend of brome, crested wheat 
grass, green leaf pubescent, tall fescue, slen-

der wheat grass and cicer milk vetch.  
“Our goal is to let our grass rest for at least 

45 days between grazings and longer if we 
can. But the pasture by the yard might be used 
for a few animals for a few days, and not 
grazed down properly. Three weeks later, a 
different herd might end up in the same pas-
ture for a couple of days. This pasture isn’t get-
ting the rest it needs, but the brome and crest-
ed wheat grass can handle some abuse, which 
is part of the reason we planted that mix.”

This year the Simonsons are seeding a new 
annual forage mix that has some brassicas in 

it, blended with 10 pounds of peas and 10 of 
oats.  They’ll plant a quarter section to the 
new mix and let the grassers finish the sum-
mer on it. Besides providing better weight 
gains, the mix should increase both the fer-
tility of the soil and grazing days. 

You got to know when to move ’em
Timing is an important component of in-

tensive grazing — moving cattle onto the 
grass at the right time and in the right num-
bers and moving them off at the right time. 

Although the Simonsons try for a 45-day 

iT’s all 
abouT The 
Grass

the Simonsons say that as a general principle when moving cattle, try to leave 
enough leaf to use the sunlight to grow instead of just relying on the roots.   
|  BoNNie SimoNSoN pHoto

g r a s s  m i x t u r e s
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rest period on each paddock, brome grass 
and alfalfa should have a bit longer. Crested 
wheat, on the other hand, is ideal for grazing 
when it’s on the verge of flowering, but if they 
wait much longer than 45 days and it’s al-
ready headed out, it doesn’t seem to get a re-
growth after grazing.

Last summer’s drought forced the couple to 
sell all their grassers and heifers. They put 
540 cows in one big pasture and rotated them 
frequently. They stayed in an 80 to 100 acre 
paddock for one, two or sometimes three 
days. This year, they will have four different 
groups of cattle in smaller groups of 200 to 
250 at the most. 

My backyard is also my smörgåsbord. That’s 
why I’m imploring you not to stash, dump or 
burn any automotive waste. You have the best 
recycling facilities this side of the wheat field, so 
use ‘em, eh.

When you recycle used oil, filters and 
antifreeze, their containers and DEF containers, 
you keep tonnes of automotive waste out of your 
waters, your air and my supper.

So I thank you. Everyone in my food chain 
thanks you, as does Mother Nature.

usedoilrecyclingsk.com

Saskatchewan Association for Resource Recovery Corp.

SK Cattlemen’s Connection Ad | 3.5” x 9.75” | Badger | FINAL

2110-24262_SK_CattlemenConnection_BadgerAndCow_3_5x9_75_FINAL.indd   1 2016-05-16   12:22 PM

continued on page 12 ›› 
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They’ll divide their 80 acre fields in half 
and continue to move the cattle at about the 
same rate. 

They watch the height of grass. When they 
started rotational grazing, they left cows in 
a field for up to a week, eating the grass down 
to one to two inches tall. Now they move 
them off a paddock when the grass is about 
three or four inches tall. As a general prin-
ciple, Bonnie says to leave enough leaf to use 
the sunlight to grow instead of just relying 
on the roots.

Working with other friends of grass 
Since the late 1990s, when seeding most of 

their land to grass, the Simonsons worked 
with various environmental organizations, 
including the Saskatchewan Watershed Au-
thority, Ducks Unlimited and Nature Con-
servancy Canada. The Simonsons recog-
nized that these partnerships could enhance 
the environment, increase knowledge about 
grasslands and grazing protocols and help 
their bottom line.

“Different organizations helped us to set 
our goals for the land, which in turn helped 
us decide what to plant and how to seed it,” 
says Bonnie.  

“They helped pay for the grass seed, some-
times covered part of the cost of seeding and in 

earlier years sometimes helped with fencing 
costs. In return, we were to keep it under per-
manent cover for 10 to 12 years, depending on 
the contract. These contracts have changed 
and evolved over the years with different pro-
ducer incentives being added or deleted.”

For example, Ducks Unlimited might help 
seed a quarter section to grass if the produc-
er defers grazing on some native grass land 
to promote habitat for endangered species 
such as Sprague’s pipit. 

“Management ultimately is left up to the 
producer as long as we follow their terms of 
keeping the cover and defer the grazing,” 
says Bonnie. 

“Also, there might be a clause in the con-
tract that allows the producer to break up the 
pasture if it needs to be rejuvenated.

Because of hilly terrain, the Simonsons 
have many potholes on their land. The Sas-
katchewan Watershed Authority has helped 
with the costs of seeding riparian areas to 
keep the runoff from getting into the water. 
And through the Environmental Farm Plan, 
part of Growing Forward, they have ac-
cessed money for seeding down highly erod-
ible and saline soils to grasses and cross fenc-
ing to protect waterways. Through Nature 
Conservancy Canada, they have placed an 
easement on about 200 acres. This land will 
be left in its natural state for perpetuity.   

Daryk and Bonnie Simonson initially 
seeded forages using alfalfa, brome 
grass with alfalfa and wild rye with 
alfalfa. But after 10 years realizing none 
of the plants had a creeping root, they 
switched to seeding several different 
grass mixtures.  |  KARMEn SiMonSon PHoTo

›› continued from page 11
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By BonnIE wArnycA

MikE AnD bonnE kLink, along with 
their son Mark and his wife Delores and 
their children Daegan, Katie and Dillan, run 
300 Angus cows south of Gull Lake, Sas-
katchewan. Their cow herd numbers once 
reached 500 but dry years dictated a down-
sizing which also prompted a change in cat-
tle management.

“About 10 years ago, with fewer cows, we 
wanted to do a better job of tracking our 
herd’s performance and bought a Tru-Test 
weigh scale to help us to target the most pro-
ductive females,” says Mike Klink. “Previ-
ously, we used conformation to determine 
which cows stayed and which ones were 
culled. Now, by using a scale, we are able to 
let the calves tell us how their moms did. 

“We weigh the calves at weaning in No-
vember and then again as yearlings but the 
last two falls we shipped our steer calves in 
November to take advantage of the higher 
prices.”

Calving May and June and weaning in No-
vember, the Klinks cull the bottom end of 
the cows which are determined by the weight 
of the calves. They compare weights to an 
Expected Progeny Differences (EPDs) with-
in the herd and quickly find out which cows 
are above the average or mean, and which 
cows are dropped to the bottom end. Those 
not pulling their weight, no matter their age, 
are put in the sell pen. 

Klink makes allowances for the ages of the 

calves when comparing their weights and 
age verification records allows the scale re-
sults to determine who to keep.

“Before we invested in a scale, we sent the 
moms of the smaller calves to market but 
we’ve since realized that some of the smaller 
calves are just as good, if not better, than the 
ones born earlier,” he says. “Again, the scale 
tells the true performance of each cow and 

it’s a much better measurement than our old 
way of judging each cow by eyeballing her 
and her calf.

“It’s the weights per day that have helped us 
improve our genetics and have cut back on 
our feed costs because we are raising more 
feed-efficient cattle.”

a weiGh scale 
Tells The Tale
one couple improved their herd genetics and cut back on feed costs to raise more feed-
efficient cattle. How did they do it? By weighing their cattle.

t r a C k i n g  p e r f o r m a n C e

continued on page 14 ›› 

the Klink family gathered together in early May to weigh 
some yearlings and process some early calves. 

the Klink boys get a closer look at a young calf  |  trACy miller pHotoS
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The Klinks choose 70-100 heifers to hold 
back as possible replacements in the herd 
and weigh them at weaning and then again 
in late March. 

They say the weight gained through the 
winter is a good indicator of the best heifers 
to keep. The rest will be backgrounded and 
marketed when the price is right. Klink fig-
ures they have increased their weaning 
weights 40 percent or more.

They haven’t weighed their cow herd but 
estimate they’re in the 1,400-pound range. 
Last fall’s calves when weaned averaged 645 
lb. after shrink. While this is in line with pre-
vious years, they had to creep feed the calves 
because of a shortage of feed, again due to 
drier conditions.

“Some of our herd is purebred but not reg-
istered, so we are able to raise a few of our 
own bulls,” says Klink. “That saves us money 
as well.

“We buy bulls from reputable herds and try 
to find as much information about the calves 
as we can. We don’t purchase bulls before 
first going to the farm or ranch to look at 
their mothers and the calf ’s pen mates. 
When you look at a pen of bull calves for sale, 
they may all have the same bloodlines and 
fed the same but some are in better shape, 
which to us is an indicator he will provide 
better feed efficiency in his offspring. 

They’ve also found another use for the Tru-
Test scale when having to supplement the cow 
herd during a tough winter with grain. They 
bought a set of load bars to put under a feeder 
on the back of the pickup and just move the 
scale head to help to meter out the grain.

Rockglen cattle producers Kendra Loucks 
and Chad McGonigal have just completed a 
new handling system with squeeze, alley, 
tubs and a Tru-Test weight system inside 
their barn. 

The couple runs 250 Angus cow-calf pairs 
and are in the early stages of a major cull, but 
plan to keep more replacements to increase 
their herd numbers.   

“We added the weigh scale in February and 
immediately weighed the cow herd to iden-
tify the heavier cows,” says Loucks. “The 
herd averaged 1,300 to 1,500 pounds but we 

›› continued from page 13

It’S ALL hAnDS On DecK  when processing cattle at the Klink farm. Before 
they invested in a tru-test weigh scale they culled cows with lighter calves 
without realizing they could be just as efficient as the moms that produced 
bigger calf weights. |  trACy miller pHoto  
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identified that some of the older cows weigh-
ing over 2,000 pounds. didn’t wean any big-
ger calves than the much smaller females. 

“We age verify our calves and keep track of 
them with the RIFD tags. Now that we have 
a weigh scale, we plan to weigh our replace-
ment heifers at weaning and then again in 
the spring. It will help us decide which ones 
to keep.”

Loucks says the total output for the weigh 
scale was around $6,000, but with grants 
from the Verified Beef Program and the Sas-
katchewan Livestock Traceability Rebate, 
the cost was reduced by about 65 percent.

Jason Williams, Tru-Test marketing man-
ager for western Canada, says more and 

more producers are looking to weigh sys-
tems to gain a better idea of when to sell their 
cattle. He says his customers range from 
farms with 10 cows to ranches with as many 
as 12,000 head. 

“Using a scale you can better track the 
growth and performance of your animals, 
which also helps to reduce feed costs by mar-
keting feeders and culls at the most cost-ef-
fective time,” says Williams. “And knowing 
forage test weights helps producers develop 
a stronger nutritional program while reduc-
ing the possibility of overfeeding or under-
feeding. 

“There are other benefits too. Knowing the 
exact weight of an animal before adminis-

tering vaccinations or treatments can also 
help to reduce the dosage rate and withdraw-
al times.”

To make this point, Williams uses an ex-
ample of a producer that has a small feedlot 
of 500 steers and assumes that upon arrival, 
a load of steers averages 600 pounds. He 
treats the animals with Draxxin. 

When the calves are weighed, some of the 
animals weigh more than 600 pounds and 
some weigh less. 

Williams estimates the cost to re-treat the 
animals that were under-dosed is about $50/
head, which includes labour, meds and pos-
sible loss of production. The steers that were 
overdosed cost the feedlot $5.50/ml.  

Using a scale you can better track the growth and performance of your 
animals, which also helps to reduce feed costs by marketing feeders and 
culls at the most cost-effective time.

jASon WiLLiAMS  |  tru-test marketing manager



16   |   ConneCtion  

RealDirt: When and why did you start 
blogging? 
Adrienne: Growing up on a grain farm in 
northeastern Saskatchewan and now own-
ing and operating a cattle ranch have helped 
me to see that I love all parts of agriculture 
from canola to cattle. I started blogging 
about a year ago to share my passion for all 
things ag with those not fortunate enough to 
live this life. 

Although I had been sharing my story fre-
quently on social media, I needed more 
space. Blogging also helped me share anoth-
er passion of mine: amateur photography. 
Life on the ranch is beautiful, and I love be-
ing able to share that beauty with those not 
as lucky as myself. 

RealDirt: Tell us briefly about your farm.
Adrienne: Our farm consists of a, 1,100 pair 
cow-calf herd, a 1,000 head yearling grasser 
program and a 2,500 head feedlot. For all of 
these animals, we manage over 9,000 acres 
of land.

Our cattle are intensively grazed and are 
out on pasture 365 days per year. Forages are 
the heart of our operation. In fact, we like to 
say that we are not cattle farmers, we are 
grass farmers, and the cattle are a tool to har-
vest that grass. 

Our cows calve in late spring and early 
summer. The pairs are moved every few days 
onto fresh grass through a grazing plan that 
is set out at the beginning of the year. The 
calves stay with the cows until around Feb-

ruary, when they are weaned. After wean-
ing, calves are fed in our feedlot until they 
can be turned out in early spring. Those 
calves are grazed as yearlings, or “grassers,” 
for the summer. At fall, they are fed in a feed-
lot until they are “finished.”

Our farm is very much a family operation. 
Nothing makes me more proud then to be 
raising two small ranchers. 

Our children are actively involved in the 
daily chores of the farm and even own their 
own goat herd. We like to say that we do not 
use our children to raise cattle; we use our 
cattle to raise better children.

RealDirt: What is the biggest misconcep-
tion about your type of farming?

view froM The ranch porch

a d v o C a C y

Meet Adrienne ivey of Evergreen Cattle Co. near ituna, Sask. She 
blogs at www.viewfromtheranchporch.wordpress.com and is also on 
Twitter @adrienneivey and instagram @aderivey. Here’s what 
Adrienne had to say when she talked with the folks from the Real 
Dirt on Farming publication.
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Tara Mulhern Davidson, AAg
Rancher / Consultant
Lonesome Dove Ranch
Ponteix, SK

Tara consults in the range and forage sectors by 
providing applied research, report writing services, 
market surveys, and rangeland field work. She is 
also an active communications consultant and 
writes a biweekly column and blog. Tara runs a 
Gelbvieh cow/calf operation with her husband.

“Being registered as an agrologist ensures that I 
maintain professionalism in my career and stay current with emerging trends 
and concerns within our sector.”

Tara was raised on a mixed farm at Meyronne, SK. She received a BSA in 
animal science from the University of Saskatchewan. Tara previously worked 
with the Saskatchewan Watershed Authority and Agriculture & Agri-Food 
Canada.

FEATURED AGROLOGIST

Jeremy Brown, PAg
Agrologist
Water Security Agency
North Battleford, SK

Jeremy provides information and advice to farmers, 
ranchers, and the public on how to manage their 
land and water. His favourite aspect is working 
in the area of livestock management, where he 
assists ranchers in grazing and water management. 
Jeremy also provides ecological health assessments 
and general water management advice.

“The professional agrologist (PAg) designation provides assurance to those 
I work with of my education and commitment to ongoing professional 
development.”

Jeremy was raised on a mixed farm at Rockhaven, SK. He received a BSA in 
animal science from the University of Saskatchewan. He previously worked 
with the Province of Alberta.view froM The ranch porch

Adrienne: I think that non-ranching people don’t realize 
just how well ranchers care for their animals. We lay awake 
at night thinking of ways to improve our herd health and cre-
ate a whole farm system that keeps every animal both healthy 
and happy. Ranchers are often portrayed in the media in two 
ways: as uneducated country bumpkins (dusty cowboy hats 
and manure-stained boots) or as money-hungry corporate 
types that have little to do with daily ranch operations. The 
reality is that ranchers are highly educated (we have over 12 
years of post-secondary education on our ranch alone) busi-
ness people that choose to get their hands and boots dirty on 
a daily basis and truly love working with animals.

RealDirt: What is your greatest achievement thus far?  
What are your goals?  
Adrienne: It is really difficult to choose our greatest 
achievement because most days just being able to live this 
life seems like the highest possible achievement. One mo-
ment that really stands out was being named 2014 Saskatch-
ewan Outstanding Young Farmers. Saskatchewan is full of 
really amazing farms and farmers, so being chosen for this 
award was a huge honour. 

Going forward, we really only have one goal: to build a 
ranch that is sustainable both environmentally and eco-
nomically while bringing the best and most delicious beef 
to the marketplace.

RealDirt: What do you love most about farming? What has 
been the most challenging part of farming for you? 
Adrienne: I absolutely love that cattle ranching is the art of 
combining nature and human will. Our vast grasslands are 
home to so many species of wildlife and birds. We are for-
tunate to be able to spend the majority of our days sur-
rounded by that kind of beauty. 

As ranchers, it is our job to take the power of nature and 
use it to produce some of the most delicious and nutritious 
food out there.  

There are too many challenges in farming to count. Cash 
flow and business planning are a constant juggle. Like many 
entrepreneurs, we are tied to our farm on a daily basis. Wheth-
er it is Christmas Day or our child’s first birthday, our cattle 
must be fed, and their daily needs come first. To be a rancher, 
you need to be a jack of all trades: accountant, veterinarian, 
mechanic, mathematician, animal nutritionist, sales manag-
er, teacher, plant pathologist and many, many more. 

Even though we take every opportunity to learn more 
about all parts of ranching, sometimes it is overwhelming 
to try to know everything about it all.  

continued on page 18 ›› 
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RealDirt: When you’re not farming and 
blogging, how do you like to spend your time?
Adrienne: I am a mom first and a rancher 
second. I spend the majority of my time off 
the farm hauling kids to their activities. 
Most of my winter is spent in a hockey rink 
or volunteering at the arena’s kitchen. Sum-
mers will find me hooked to a horse trailer 
hauling my daughter and her mare to horse 
shows. We are fortunate that our ranch life 
allows us to make horses a part of our lives. 

Because we live in a very small rural com-
munity, volunteering is a way of life. We like 
to spend as much time as possible helping 
out at the local skating and curling rinks, 
leading 4-H or being part of the local school 
or day-care boards. 

We also feel that it’s our responsibility as 
farmers to be active in our industry. I like to 
spend time with organizations such as Farm 
& Food Care and Agriculture in the Class-
room, and most recently I have been acting 

as a mentor for the Cattlemen’s Young Lead-
ers program. 

RealDirt: What is one message you’d like to 
get across to the general public about what 
you do? 
Adrienne: Ranching is a complex business, 
and there is no one right way to ranch. Every 
single cattle ranch is different: from when 
calves are born to what breeds are used to 
what medicines are needed. Ranchers are 
highly educated, passionate people that 
ranch for only one reason: they love every 
part of what they do. 

RealDirt: What advice would you give to 
anyone interested in getting into farming?
Adrienne: Farming and ranching take more 
than just passion; it takes dedication, drive, 
intellect and most of all risk. You need to be 
comfortable to put everything on the line ev-
ery single day and roll the dice that Mother 
Nature, the markets and the animals you are 

caring for will all work in your favour. 
Farming is an open community — we love 

newcomers — but to succeed you must be 
willing to learn new things every day, work 
endless hours and put yourself last. I like to 
think that farming is like parenting: the mo-
ment you think you have it all figured out, 
everything changes! 

Be sure to check out Adrienne’s blog at 
viewfromtheranchporch.wordpress.com 
and follow her on Twitter @adrienneivey 
and Instagram @aderivey.  

Reprinted with permission from Farm and 
Food Care Canada.

›› continued from page 17
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A world traveler 
brings her expertise 
home to benefit 
Saskatchewan 
cattle producers.

SinCE hER EARLy DAyS 
growing up on her family’s 
Burr-area cattle ranch, Mari-
anne Possberg has earned a 
master’s degree, worked in 
South Korea and Ottawa, and 
married a U.S. soldier. 

However, while she has en-
joyed seeing the world and tack-
ling new challenges, Possberg’s 
latest endeavour has brought 
her full circle, back to her home 
province to begin a new career 
as the beef production specialist 
for the Saskatchewan Cattle-
men’s Association.

“I grew up with a beef herd, so 
beef production has been a part 
of my life for a very long time,” 
she says. 

“Beef has always been a topic at 
the dinner table. We talk about 
politics and we talk about beef 
and we talk about grain. I’ve got-
ten into this industry because 
I’ve always enjoyed those con-
versations so much.”

The family operation started 
as cow-calf, then expanded to 
backgrounding and finishing 
with a feedlot in the 1990s. 

Though her parents and broth-
er have taken the herd out of the 
operation in recent years to fo-
cus on finishing, Possberg says 

her lifetime of experience has al-
lowed her to get to know the en-
tire supply chain.

While her feet were firmly on 
the ground, however, her mind 
was on a more abstract track, 
which drove her to pursue a de-
gree in political science at the 
University of Saskatchewan. 

That eventually led her to a job 
teaching English in Korea for 
two years. 

There she was introduced to 
that country’s fascinating agri-
culture industry, and a U.S. sol-
dier who would eventually be-
come her husband.

After two years of teaching, 
Possberg moved to Ottawa to 
work for a litigation research 
firm as a research assistant while 
he was stationed in Iraq. The two 
managed to find time to get 
married before finally reuniting 
in Canada as Possberg pursued 
her master’s degree in ag eco-
nomics.

“I realized I was always look-
ing for a place where I could 
study policy that could help pro-
ducers,” she says. 

“Our family operation has had 
to do a lot of research to keep vi-
able. I ultimately decided that ag 
economics was the best way to 

help them and others do that.”
After courses at Carleton Uni-

versity, she finished her thesis at 
the University of Saskatchewan 
this year. 

She says the opportunity to 
work for the SCA right after fin-
ishing seemed like fate.

“This is really the opportunity 
I was looking for. I know it’s go-
ing to be a huge challenge, but 
it’s something that I know will 
make a difference.”

The beef production portfolio 
is a new one for the SCA, and Pos-
sberg is currently introducing 
herself to the producers and play-
ers in the beef industry. 

She says her main priority is en-
suring research results flow to 
producers so they can access and 
use all the resources available to 
them. 

The bottom line for her posi-
tion is to provide support to the 
production side of the industry.

“Beef is a dynamic industry,” 
she says. 

“But if producers don’t put re-
search into action, there’s no ben-
efit to that research. We need to 
ensure that our research projects 
will be profitable for them. It 
needs to be of value to producers 
or it’s not valuable at all.”  

By ScoTT SAkATch

nEW BEEF PRoDuCTion SPECiALiST joiNS SCA

This is really the 
opportunity I was 
looking for. I know 
it’s going to be a huge 
challenge, but it’s 
something that I 
know will make a 
difference.

MARiAnnE PoSSbERg  |   
sCa Beef produCtion 
speCialist

s C a
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foR SASkAtChEWAn 
beef producers Tamara and 
Russ Carter, administering a 
pain control product to calves 
before branding and castration 
procedures was just the right 
thing to do.

Over the past three calving 
seasons, the Carters, who ranch 
near Lacadena in southwestern 
Saskatchewan, have been treat-
ing spring calves with an injec-
tion of Metacam just prior to 
processing. The product from 
Boehringer Ingelheim has been 
on the market for several years. 
It was developed as an anti-in-
flammatory and pain relief 
product, quite commonly used 
in treating companion animals, 
but it has also gained traction 
for use in treating livestock.

The 1.5 millilitre dose for 
young calves appears to consid-
erably reduce the post-process-
ing discomfort level of calves, 
says Tamara, and while they 
have no formal research trials to 
confirm observations, they also 
believe calves have improved 
weight gain performance right 
through to weaning.

”Our herd veterinarian, Dr. 
Glen Griffin of Southwest Ani-
mal Clinic, first suggested we 
look at the product partway 
through the 2013 calving sea-
son,” says Carter. 

“It quickly became apparent 
that it made a difference in the 
comfort level of the calves.

“Calves that received pain 
control treatment with Meta-
cam hopped up much faster af-
ter being processed, they paired 
up with their mothers sooner 
and returned to nursing and 
eating sooner. In the 48 hours 
following processing, the calves 
treated with Metacam looked 

more comfortable and spent less 
time lying around.” 

As well, Carter says there were 
no secondary infections of any 
scrotums, which occasionally 
needed to be treated in the past.

Calves treated in batches
The Carters run a mixed farm-

ing operation near the South 
Saskatchewan River about half 
way between Swift Current and 
Kindersley. They crop about 
3,800 acres and run a 300 head 
cow herd of straight Black An-
gus cattle. Calves are processed 
in smaller batches of 30 to 40 

head at a time, usually between 
two to three weeks of age. The 
Metacam dose is delivered to 
each calf in a subcutaneous neck 
injection as they are lined up in 
a holding queue just before 
reaching the processing table. It 
is fast and easy to administer.

“We found it much simpler to 
process these smaller groups 
ourselves during the calving 
season, rather than wait until 
the end and do everything in a 
day or on a weekend,” says Cart-
er. “Once we have a group of 
about 30 that are two or three 
weeks old, we will process them. 

Working with smaller groups of 
calves allows us to keep detailed 
records and ensure that every 
calf gets the appropriate doses of 
vaccines and that none are 
missed.”

Carter says while treated 
calves were visibly more alert 
and brighter in the hours and 
days immediately following 
processing, they have also ob-
served improved weaning 
weights in the past three years, 
which she credits at least in part, 
to easing calves through pro-
cessing treatments.

With a portion of the steer 

russ and tamara carter have used Metacam on their spring calves prior to branding and 
castration for the past three years. not only do they think it’s the right thing to do, but have seen 
substantially more performance in these calves right through to weaning.  |  tAmArA CArter pHoto

B C r C

pAIn conTroL gAInIng 
prIorITy Among BEEf prodUcErS
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calves treated with Metacam in 
2013, average weaning weights 
that year were 509 pounds. With 
all steer calves treated in 2014, 
weaning weights averaged 530 
pounds and again in 2015, treat-
ed steers calves averaged 576 
pounds at weaning.

Carter says they have exam-
ined each season to look at fac-
tors that may have influenced 
higher weaning weights. Partic-
ularly in 2014 and 2015 with 
calves 21 and 67 pounds heavier, 
respectively, compared to 2013, 
the pain control treatment ap-
pears to at least be part of the 
weight gain improvement.

“In 2014 we had not changed 
anything else from 2013,” says 
Carter. 

“The bull battery had stayed 
fairly consistent, the ratio of 
heifers to cows was the same, the 
calving start date and weaning 
dates were all the same. But 
again, we noticed that calves 
were up faster with the pain con-
trol, seemed less stressed.”

In 2015, which started out as a 
drier growing season, they sold 
35 cow-calf pairs in the spring 

and put the rest out to pasture. 
“That fall we sold 120 calves 

with an average weaning weight 
of 576 pounds,” she says. “That 67 
lb. increase compared to the first 
year is very significant to us.”

Carter says they are not credit-
ing the full weaning weight im-
provement to the Metacam 
treatment, but believes it helped.

She says the pain control prod-
uct isn’t cheap. 

“A 100 ml bottle costs about 
$250, which works out to about 
$3.75 to $5 per dose. It is another 
cost that starts to add up if you 
are also vaccinating or using im-
plants. The important thing to 
us, however, is that it does re-
duce the discomfort for these 
calves and  provides us with 
peace of mind that we are doing 
everything possible to make our 
animals comfortable and are be-
ing raised humanely.”  

As part of their commitment to 
providing quality care to their an-
imals, the Carters have completed 
the Verified Beef Production pro-
gram offered through the Cana-
dian Cattlemen’s Association, 
which also promotes proper live-

stock care, on-farm food safety 
and sustainable practices.

Dr. Eugene Janzen, professor 
of production animal health at 
the University of Calgary’s 
School of Veterinary Medicine, 
says the Carters are part of what 
appears to be a growing trend 
across the livestock industry to 
improve the proper care and 
treatment of livestock.

“We are starting to see more 
interest in using these pain con-
trol products in all sectors of the 
industry,” says Janzen. “In 4-H, 
for example, the young people 
want to know what is available 
and what measures they can use 
to improve the comfort of their 
cattle. That concern is reflected 
in their parents, as they want the 
farm to use pain control prod-
ucts as well.”

However, he is seeing interest 
in pain control measures at the 
producer level and in the feed 
yards. Janzen says there have 
been a number of studies and 
surveys that show 75 to 80 per-
cent of society view pain control 
in livestock as a priority. That in-
terest is already driving some 

food processors, food retailers 
and the food service industries 
to search out livestock produc-
tion programs where pain con-
trol measures are applied.

While doses and administra-
tion times will vary with prod-
ucts, Janzen says the effect of 
pain control treatment should 
persist for at least 24 hours — 
perhaps longer. 

“We’ve seen in research as well 
as from on-farm experience that 
calves that are treated are up and 
moving around sooner, they 
have less lethargy, they are back 
with their mothers and nursing 
sooner and able to travel sooner.”

He says there is ongoing re-
search in how to better measure 
pain in livestock, and there is 
also a need for pain control 
products that are effective, long 
acting but also with short with-
drawal times, low cost, easy ad-
ministration and an ability to 
show a return on investment.

“This is something that both 
the industry and society wants,” 
says Janzen.

Learn more at www.beefre-
search.ca/pain.  



22   |   ConneCtion  

s u C C e s s i o n

succession 
planning — 
With a tWist
Six years ago, Alison Anderson lived and worked 
as an economic development officer in Moose 
Jaw. one of her jobs was to help a local plumbing 
store owner begin the process of selling his busi-
ness within two years. While searching for various 
options to begin the sale process, she couldn’t find 
one which allowed the seller to confidentially 
search for a buyer and vice-versa. 

By BonnIE wArnycA  |  EDiToR

With more than 10,000 businesses in Saskatchewan looking 
to transition, Alison Anderson, ceO of Succession Matching is 
kept busy showing how business sellers and buyers can benefit 
from her match making service.  |  eliZABetH HeAtCoAt pHoto
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 “if you Put uP A For Sale sign for your 
business, suppliers immediately begin ask-
ing for cash on delivery and employees begin 
to worry about finding another job,” says Al-
ison Anderson.
 “Leading up to a sale is when a business 
needs to be ramping up to obtain a higher 
evaluation.  

“I did a market comparison to see what ser-
vices were available and at what cost. There 
were several financial institutions and ac-
counting firms offering succession planning 
but the financial outlay could run anywhere 
from $50,000 to $100,000.  Most small and 
medium-sized businesses, including farms 
and ranches, don’t have that cash flow to 
fund the process.” 

“I developed an online platform where 
buyers and sellers could find each other – a 
matchmaking service for small and medi-
um-sized business and called it Succession 
Matching.” 

Today, that business just celebrated five 
years and the business plan has been rewrit-
ten several times in order to meet the de-
mands of over 5,000 owners and buyers 
since the start up.  

“When I began this journey I thought I 
would be catering to baby boomers selling 
their businesses, but that isn’t the case. We 
have many 30- and 40-year-olds that are 
walking away from their original profes-
sions to try something new. This makes   
sense since it takes time for first-time entre-
preneurs to gain experience and build up 
seed capital. We’ve also found that the buy-
ers are a bit older than my original demo-
graphic. 

“We have revamped our sign-in process 
several times to better reflect the questions 

we receive about succession planning,” says 
Anderson. “We found that about 90 percent 
of the businesses didn’t know the difference 
between the asset and the share sell. Know-
ing that information formulates the direc-
tion they need to go.

“In a share sale you can do the sale over 
time, but as a buyer you are taking on the li-
ability of the business. There are huge tax im-
plications and strategies that need to be con-
sidered for both.”

In Saskatchewan, 98 percent of the econo-
my comes from small and medium-sized 
businesses, and out of the more than 147,000 
(2014 stats) currently operating, roughly 
10,000 are looking to transition. Anderson 
says in Canada there is $1.9-trillion worth of 
assets looking to transition and by 2020 that 
number is forecast to rise to $3.7 trillion. 

“Coming from Weyburn, I understand 
that smaller communities could have a tsu-
nami of businesses that won’t be able to find 
buyers if they don’t begin the succession pro-
cess early. If several main street businesses 
shut down, the communities begin to die.

Succession Matching is aligned with some 
strong industry heavy hitters such as RBC, 
Community Futures Saskatchewan (CFS) 
and recently received an endorsement from 
Industry Canada as a place to buy and sell 
online. 

Anderson and her team have created a 
guide for CFS for people doing family/em-
ployee share buyouts or third-party sales. 

They put together an overview on selling a 
business, including a step-by-step process. It 
is a free guide which can be downloaded 
from cfguide.successionmatching.com 

continued on page 24 ›› 

Over the last five years, I have seen more business 
owners work on succession plans with longer term 
horizons. We recently had a business owner with a 
ten-year exit plan become a member. Most people are 
looking at two or three years out. But if they want us to 
advise them of a possible buyer sooner, we will contact 
them when we identify a good match.

ALiSon AnDERSon  |  Ceo, suCCession matChing
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Realizing the online presence won’t reach 
everyone, she also worked with CFS to de-
velop a workshop to help economic develop-
ment officers and community leaders work 
with businesses. Anderson sees this as a way 
to get more boots on the ground.

“We also recently partnered with ESOP 
Builders Canada with employee share own-
ership plans,” says Anderson.

“The No. 1 barrier to buying a business is 
financing. Let’s use a farm as an example 
where two brothers are trying to purchase 
the family farm for $10 million but can only 
raise $7.5 M. They can become a member of 
Succession Matching and outline their 
needs for more capital. It might be a good fit 
for a venture capitalist looking to invest in 
agriculture.

“I also see a number of middle-age employ-
ers wanting more of a work-life balance 
looking to bring in a partner.”

Anderson says the majority of business 
owners think it’s important to leave a legacy, 
but there might be an off balance, especially 
in a family transition. She suggests sellers 
read “Every Family’s Business” by Tom 
Dean, which can help with the emotional 
roller coaster of selling a family business.   

“We work closely with an organization 

called the Platinum Years,” says Anderson.  
“They recognize that there are four phases 

to every sort of change, whether it is people 
dealing with a divorce, death of a loved one 
or selling a business. In the first phase, a per-
son needs to understand that their life is not 
going to be the same.

 “The seller needs to visualize what retire-
ment or downsizing looks like. Most busi-
ness owners’ identity is wrapped around 
their business and it’s difficult for them to see 
themselves in a changed environment.”

Anderson has seen many agricultural files 
where the next generation works on farm or 
on a ranch for many years before knowing 
what the first generation’s succession plan 
looks like. 

Business analysts suggest that when a fam-
ily member works for approximately seven 
years in a family business and there hasn’t 
been a shift in responsibilities, they emo-
tionally check out. 

There are online posting boards available 
for buyers and sellers of small businesses, but 
Anderson says many require a three percent 
commission. 

The business model for Succession Match-
ing is different. They view themselves as a dis-
rupter in the marketplace. 

“Business owners and potential buyers can 
sign up for a monthly package; three, six, 
twelve or twenty-four months, and pay as 
little as $12.99 per month,” says Anderson. 

“Our economic development officers work 
directly with our members and provide re-
sources we have put together with succes-
sion planning professionals. If they require 
additional help, we can connect them direct-
ly with these Preferred Partners who would 
charge their regular fees directly for any ad-
ditional service such as accounting or tax 
planning.”  

›› continued from page 23

In 2013, Anderson was awarded the Moose Jaw & District chamber of commerce Award for Young entrepreneur. this was the 
same year she made the cBc Future40 in Saskatchewan.  |  HEATHER BERGDAHL PHoTo

did YOu kNOW:
The average succes-
sion plan in Canada 
can take anywhere 
from two years to 
seven years. The big-
gest hurdle that most 
small businesses face 
is in not leaving enough time to develop a 
succession plan and many are either forced to 
close the business or must divest the assets 
for pennies on the dollar. A small business is 
one with 5 to 100 employees while a medium-
size business is 101 to 499 employees.
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m o B  g r a z i n g

By ShIrLEy ByErS

bRiAn hARPER SAyS mob grazing 
has not only benefited his cattle, the soil 
and the environment, but doubled the 
carrying capacity of his pasture.

A project sponsored by the Commis-
sion for Environmental Cooperation, 
Manitoba Forage and Grasslands Asso-
ciation, Ducks Unlimited and his own 
business, Circle H Farms, is in its third 
year on his farm near Brandon, Manito-
ba. The results are positive.

Michael Thiele, grazing club coordina-
tor with Ducks Unlimited, explains the 
rationale behind the study on the Harper 
farm.

“We needed a starting point to be able to 
see the benefits of higher stock density.  
Initially, this was   3,000 to 5,000 pounds 
of beef per acre. In year two, the stocking 
density reached 75,000 pounds per acre 
and indications are it could go higher.”

Comparing grazing programs 
Harper’s is a cow-calf operation of 80 

breeding cows, with a combination of ge-
netics, including Shaver beef blend, Lin-
coln red and Devon. He sells breeding 
stock and is beginning to do some direct 
marketing of beef.    

From 1994 to 2013. Circle H did a rota-
tional grazing program.  Thirty-two pairs 
(42,000 pounds) were pastured on 135 
acres subdivided into 16 eight-acre pad-
docks. Each paddock was grazed for 
about four days before moving the cattle. 
The paddocks rested about 45 days before 
being grazed a second time.

In the mob grazing program, which be-
gan in 2014, 47 pairs (65,800 lbs) were 
grazed on one-acre paddocks for one-day 
periods. 

“That is an increase of 63 percent in 
stocking rate on the same land base, in the 
first year over previous years,” says Brian 
Harper. “With the high stock density 

rates, we control them in a tighter group. 
Now the paddocks are getting up to 90 to 
100 days’ rest.”

On the rotational grazing program, the 
cattle grazed through the entire 135 acres 
of the Circle H pasture twice in a summer. 
In the mob grazing program, they get 
through the same area one to one and a 
half times, depending on forage produc-
tion. This animal control allows the first 
grazed paddocks to totally recover to full 
height by the end of the summer. 

“I had almost half of my pasture still lay-
ing there,” he says. 

This feed was therefore stockpiled. This 
meant he was not only able to graze his 
herd later in the fall, but could turn his 
cattle out to graze earlier in the spring. 

The more than 90-day rest periods be-
tween grazings are also a boon for wildlife 
in the area. 

hUgE IncrEASE In cArryIng cApAcITy

A field day at the harper farm demonstrates the enormous improvement in the health of the grass and opens the discussion 
about how to increase lb. per acre without adding more land.  |  miCHAel tHiele pHoto

continued on page 26 ›› 
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Though moving from 5,000 lb of beef per 
acre to 75,000 lb per acre was a jump for Cir-
cle H Farms, some producers are up to over 
a million lb of beef per acre, says Thiele. “At 
the Harper farm, even at relatively low stock 
density, you immediately started to see the 
benefits of that management. The ground 
was covered. The grass seemed to respond.”

This better growth of grass is directly at-
tributable to high stocking rates, says Thiele. 

“Cattle are like biological blenders. They 
eat the grass; it comes out the other end bio-
logically ready for the grass on the ground to 
use it. “

Grass is full of nutrients but it is the cattle 
that convert it into a form immediately use-
ful for the soil biology and pasture, he ex-
plains. They do this by leaving behind nutri-
ents in a usable form and also by hoof action, 
trampling some of the grass and nutrients 
into the ground. 

The paddocks at the Harper farm are long 
and narrow, a shape deliberately chosen to 
take advantage of cattle’s habit of grazing 
back and forth, one end to the other, when 
turned into a new pasture.

These processes are always occurring 
wherever cattle are pastured but when you 
have a high stock density, you have very uni-
form grazing, very uniform distribution of 
manure and urine and very uniform distri-
bution of the nutrients for the re-growth of 
the grass and legumes. 

And you have volume. 
According to U.S. grazing guru Jim Ger-

rish, typically, 100,000 lb. of animals leave 
50-55 lb. of readily available nitrogen on the 
ground as urine.

The timing of this grazing regime is the 
way nature intended it to be, Thiele says. 
Herds of bison grazed very closely together 
as protection against predators. They grazed 
an area once, one bite per plant, then moved 
on, likely not grazing that same plant again 
for the rest of the summer. 

This allows the plants, not obliged to re-
grow again and again, to better develop their 

Brian harper (left) and Saskatchewan 
mob grazer neil Dennis take soil 
samples to gauge the increase in soil 
health after just two years of the mob 
grazing study.  |  miCHAel tHiele pHoto

›› continued from page 25
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PUTTING IT TOGETHER...

KEYNOTE ADDRESS BY ARLENE DICKINSON LIVE MUSIC BY AIN’T NO RODEO
PRE-CONFERENCE TOUR ON AUG. 8 HOSTED BY ALBERTA BEEF PRODUCERS

August 9 – 11, 2016
Grey Eagle Resort & Casino in Calgary, AB
WWW.CANADIAN BEEF INDUSTRY CONFERENCE.COM

Follow us on social media for updates!

@CDNBeefConffacebook.com/canadianbeefindustryconference 
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root systems. Moreover, native grasses are 
now showing up on the Harper farm.

“When you overgraze, you select for cer-
tain plants,” says Thiele. “You end up with 
pasture with nothing but Kentucky blue 
grass. If you graze correctly, you will main-
tain a diversity of plants and see the native 
grasses start to come back even though they 
haven’t been there practically forever.”

Grasses in the Harper pasture include 
smooth brome, meadow brome grass, Ken-

tucky Blue and some alfalfa, milkvetch and 
clovers. Native grasses include green needle 
grass and another that could be a native blue 
grass. Going into the final summer of the 
study, Harper is very pleased with the re-
sults.

“I think we’re just on the tip of the iceberg,” 
he says. “I expect, if things go according to 
what I’ve read and what I’ve seen happening, 
that we can triple our production, maybe 
even more. That’s like having extra land. 

Land is too expensive to purchase for future 
growth of the operation so we must find oth-
er ways to increase production. 

“Going by some of the material I’ve read, 
there’s been three or four times increase in 
forage production by using high or ‘ultra-
high’ stock density. We can increase forage 
and increase beef production by focusing on 
keeping the land healthy. High stock density 
does just that.”  

When you overgraze, you select for certain plants. You end up with pasture 
with nothing but Kentucky blue grass. If you graze correctly, you will 
maintain a diversity of plants and see the native grasses start to come back 
even though they haven’t been there practically forever.

MiChAEL thiELE  |  duCks unlimited
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f o o d  f o r  t h o u g h t

Joyce Parslow is a home econo-
mist with Canada Beef. She 
champions all things culinary 
when it comes to buying, han-
dling and cooking beef at home.

fooD iS A powerful conver-
sation starter. After all, it’s that 
common thread we share across 
the table – every day and in every 
household.  And as a food of pas-
sion and crave, Canadian beef is 
the perfect topic to build an en-
gaging conversation. 

The Canadian Beef Centre of 
Excellence in Calgary Alberta 
serves as a place of culinary dis-
covery and exchange when it 
comes to beef. 

In this, our first year, we’ve wit-
nessed some great collaboration 
with the gathering of chefs, food-
ies and food professionals from 
around the world. These guests 
share insight from their native 
cuisine as well as culinary tech-
niques and concepts that build 
creativity and new ideas. 

A chef-inspired dish may be-
come a new menu option for a 
restaurant or a new flavour twist 
on a traditional family recipe. 

The recipe featured here was 
inspired by the work of Chef 
Federico Lopez of Mexico and 
the amazing beef carpaccio 
starter he prepared for a CBCE 
hosted Tapas Periscope Party. 

Chef Federico Lopez heads up 
a high profile event manage-
ment, catering and culinary 
training business from Cancun 
Mexico. 

Featured on the cooking show, 
Men in the Kitchen and win-
ning the Hot and Spicy Food 
Festival Iron Chef competition 
in Toronto (2007), Chef Lopez 
(pictured on opposite page) is a 
strong part of the movement to 
promote Mexico’s culinary her-
itage world-wide.
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Project Centre 780-361-6191

Phoenix Steel
Building 
Packages DETAILS 

24’ Wide x 30’ Long
10’ Eave Height
14” Overhangs
AWR Roof & Wall Cladding 

– Standard Colours
(1) 16’ x 7’ O/H Door Opening
(1) 3’ x 7’ Walk In Door Opening
(1) 3’ x 3’ Window Opening

$13,950
*Windows and Doors Not Included

Project Centre 780-361-6188 www.wetaskiwincoop.com

 3 russet potatoes, thinly sliced 3
 1 small onion, thinly sliced 1
 2 tbsp olive oil 30 mL
 1 tbsp butter 15 mL
  salt & pepper
 4  sprigs fresh thyme 4
‘Carpaccio’-style beef:
 1/4 cup   EACH cilantro, basil, parsley 60 mL
 3 cloves garlic, minced 3
 1/2 tsp anchovy paste 2.5 mL
  squeeze of lemon + lemon zest 
 1 lb. top sirloin cap or strip loin grilling steak 500g
  salt & pepper
  splash of olive oil
bravas-style tomatoes:
 1 tbsp olive oil 15 mL
 3 cloves garlic, minced 3
 1/2 tsp kosher salt 2.5 mL
 1/4 tsp smoked paprika 1 mL
 1/8 tsp chili powder 0.5 mL
 12   whole grape tomatoes 12
  splash of cider vinegar 

Mexican cuisine is So much more 
than tacos! This chef-inspired 
recipe is part of a series from 
the Canadian Beef Centre of 
Excellence on The Roundup app. 
Download The Roundup to explore 
the full collection.

To make patatas: Layer potatoes, 
onion, olive oil and butter onto 
sheet of heavy foil. Season with 
salt and pepper. Top with thyme; 
cover with a second sheet of foil, 
crimping edges to make a packet. 
Cook on barbecue, over medium-
high heat, lid down, turning often until potatoes are soft and beginning 
to crisp up – about 30 minutes. 

To make beef: Meanwhile, mince herbs and garlic on a cutting board. 
Add anchovy paste, zest of half a lemon, a squeeze of lemon juice and 
splash of olive oil. Mix together on the cutting board; set aside. Season 
steak with salt and pepper and grill over medium high heat to rare/
medium-rare at the most. Place steak on the herb mixture on the cutting 
board, flipping the steak several times to coat with the herb mixture. 
Cover loosely with foil and let rest.

To make tomatoes: combine seasonings and garlic in a medium bowl; 
add tomatoes and toss to coat. Cook in non-stick pan over medium-high 
heat, stirring often until tomatoes are wilted. Finish with vinegar.

To serve, spoon potatoes on the plate, carve steak into very thin slices 
across the grain and top potatoes. Top with tomatoes.

We asked folks far and wide what they thought makes Canadian beef great. The answer 
that came back was simple: it was Canada itself.  Explore Why Canadian Beef at  
www.canadabeef.ca. Join the community and conversation. We put the best of Canada 
into our beef.

CARPACCiO-STYlE bEEF WiTH PATATAS bRAVAS   |  seRves 4



30   |   ConneCtion  

s C a  o u t  &  a B o u t

Cattle producers had the opportunity to attend a series of market-
ing and risk management seminars this spring to learn how the 
cattle future market works.

SCA HoStS SPRinG MARKETinG SEMinARS

By ScoTT SAkATch

CAttLE PRiCES are more 
volatile today than ever before, 
with prices vacillating between 
record highs and plummeting 
lows in the space of just a few 
short months. 

Understanding how the cattle 
futures market works, and how 
to ride out its fluctuations, is 
more important for producers 
now than it’s ever been.

That was the theme behind the 
series of six marketing and risk 
management seminars hosted 
across the province by the SCA 
during the last two weeks of 
April. 

Brian Perillat, senior analyst at 
Canfax, was the main presenter, 
along with Jodie Griffin of the 
Western Livestock Price Insur-
ance Program, a division of 
SCIC. 

The two subjects dovetailed 
well for producers who at-
tended, says Perillat, because 
reading the markets and timing 
your purchase of price insur-
ance go hand in hand.

“We had a lot of ‘ah-ha’ mo-
ments during the seminars,” 
says Perillat. 

“I think presenting the infor-
mation in tandem like we did 
really helped producers under-
stand how they can benefit from 
keeping up with the markets 
and use that information to 
their advantage.”

LeFt: Jodie Griffin of ScIc 
shows producers how they 
can take advantage of price 
insurance. 

John campbell talks about pain mitigation and best practices in Melfort
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SCA HoStS SPRinG MARKETinG SEMinARS
The seminars were the first of a 

series of professional develop-
ment outreach efforts the SCA is 
planning for the months and 
years to come. 

Each featured presentations 
from Perillat and Griffin, while 
three had conservation officers 
speaking about predator hunt-
ing regulations and three fea-
tured a presentation on pain 
management by Dr. John Camp-
bell of the Western College of 
Veterinary Medicine. The meet-
ings also drew representatives 
from Saskatchewan Agriculture 
and local watershed associ-
ations.

“What we’re trying to do with 
these seminars is bring the infor-
mation to the producers in an 
interactive way,” says Ryder Lee, 
chief executive officer of the SCA. 
“We saw a lot of direct engage-
ment between experts and pro-
ducers, and having the oppor-
tunity to ask questions and have 
conversations really helped 
everyone come away with a bet-
ter understanding of how this af-
fects their own operations in a 
dollars-and-cents way.”

Lee says the SCA is actively 
seeking input from producers 
on topics for future seminars 
and for a series of videos the as-
sociation is planning to post on 
a YouTube channel set to launch 
this summer.

“The SCA has access to experts 
with information, and it’s our 
job to get that information to the 
producers who need it. But we 
really want to hear from folks 
about what exactly they need, 
what kind of information will 
help them with the bottom line 
of their operation.”

Anyone with questions or 
comments is encouraged to 
phone the SCA at 877-908-2333 
or email info@saskbeef.com, 
and to engage with the SCA on-
line at www.saskbeef.com, on 
Facebook and on Twitter.   

ABOve: Brian Perrilat of canfax talks 
cattle futures with producers at the Swift 
current meeting.  |  SCoTT SAKATCH PHoToS

ScA director Mike Spratt shares a laugh with participants at the meeting in Melfort.

ABOve: ScA director Brad Welter and fellow 
producers listen to Jodie Griffin’s price insurance 
presentation in Davidson.
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thE SASkAtChEWAn Cattlemen’s 
Association (SCA) is pleased to invite you to 
make a difference and provide direction to 
the future of your industry. Attend a district 
meeting and voice your opinions on any is-
sues that affect you and your industry. If 
there’s an election in your district, put your 
name in to run for the SCA Board of Direc-
tors. This is an open call to all registered cattle 
producers for nominations to the SCA Board. 
Nominations for the elected Board of the SCA 
must be received by Friday, July 31, 2016.

Who is eligible?
•	 Every ‘registered producer’ (any Saskatch-

ewan cattle producer who has paid levies 
within the last two fiscal years and has not 
received a refund) is entitled to one vote 
and is eligible to hold office as a director of 
the SCA. 

•	 Cattle producers that conduct business as 
a corporation, association, society or oth-
er designation (for example, operate un-

der a farm name) must appoint one desig-
nated representative to vote or hold office.  
You will need to complete the Designation 
of Representative Form which designates 
you as a representative of the company.  
The form is available at www.saskbeef.
com or by contacting the SCA office at 
1-877-908-2333.

Who is a ‘registered cattle producer’?
•	 A cattle producer who is registered with 

the commission pursuant to section 22 
and whose registration has not been sus-
pended or cancelled;

•	 A cattle producer who has paid a levy pur-
suant to subsection 25.1(1) in the previous 
levy period for which the cattle producer 
has not received a refund pursuant to sec-
tion 25.2;

•	 No registered cattle producer is entitled to 
be registered in more than one district. If a 
registered cattle producer has production 
or marketing facilities in more than one 

district, he/she is deemed to be registered in 
the district of their primary residence.

•	 If the registered producer is a corporation 
or other legal entity, a “Designated Repre-
sentative Form” must be completed, des-
ignating a representative of the company 
for voting and nomination purposes. This 
form is available at www.saskbeef.com or 
from the SCA office at 1-877-908-2333.

•	 If you are a cattle producer that is not yet 
registered, you may fill in a “Self Declara-
tion form” at your district meeting, that 
confirms you are at least 18 years of age, 
confirms your status as a registered cattle 
producer and includes your full name, 
mailing address, RM number, telephone 
number and other relevant contact infor-
mation.

How is the SCA board structured?
•	 The SCA is led by a Board of sixteen (16) 

Directors including:
Eleven (11) elected district representatives;

fa l l  m e e t i n g  s C h e d u l e

Saskatchewan Cattlemen’s Association sets the date for its annual 
district meetings & elections and extends an invitation for you to attend

2016 Meeting roundup
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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.

Four (4) appointed representatives: two 
(2) each as nominated by the Saskatche-
wan Stock Growers Association (SSGA) 
& Saskatchewan Cattle Feeders Associa-
tion (SCFA);
Immediate past chairperson. 

•	 Directors serve a two-year term and are 
eligible for re-election. 

How to Nominate?
•	 Fill in a Nomination Form available in 

SCA’s Saskatchewan Cattlemen’s Con-
nection magazine, at www.saskbeef.com, 
or by contacting the SCA office at 1-877-
908-2333.

•	 Have three (3) other registered producers 
from within the nominee’s district sign 
the form.

•	 Fax or mail the Nomination Form to the 
Returning Officer as indicated on the 
Nomination Form. Please include a Nom-
inee Profile (max. 300 words) and if pos-
sible, a digital photo. These can be emailed 

to colin.wirth@dudleyllp.ca. The profile 
and photo will be featured on saskbeef.com.

Note: Only ‘registered cattle producers’ may 
vote, nominate or hold office.

What are the SCA districts?
•	 There are eleven (11) districts across the 

province – see accompanying map.

For more information:
•	 To view the Regulations and Act in full, 

visit www.saskbeef.com and go to the 
‘About the SCA’ section. Click the link to 
‘The Cattle Development Plan Regula-
tions’, ‘The Agri-Food Act, 2004’, or the 
‘Agri-Food Council’ for more details.

•	 If you are unsure of your status as a regis-
tered cattle producer, please contact the 
SCA office to confirm your eligibility. All 
nomination info is on the SCA website.

There will be 11 meetings in 2016: 
district 1
Whitewood Legion Hall  .....  oct. 26, 7 pm

district 2*
Weyburn Travelodge  .........  oct. 27, 7 pm

district 3a 
Gravelbourg Lion’s Den  ....... nov. 3, 7 pm

district 3b* 
Swift Current Days inn  ........ nov. 2, 7 pm

district 4 
Piapot Legion Hall  ............... nov. 1, 7 pm

district 5* 
Canora Legion Hall  ............  oct. 25, 7 pm

district 6 
Davidson Community Hall  .  oct. 27, 7 pm

district 7*
Brock Town Hall  ...............  oct. 24, 7 pm

district 8 
Tisdale Rec Plex  ...............  oct. 24, 7 pm

district 9a* 
Shellbrook Seniors Centre ..  oct. 26, 7 pm

district 9b 
Turtleford (TBA)  ................  oct. 25, 7 pm

note: Terms of those directors in the dis-
tricts with an asterisk expire in January, 
2017 at the SCA annual meeting.see more on page 34 ›› 

Halls open at 5:30, supper at 6 and 
meetings at 7 p.m.



34   |   ConneCtion  

s C a  n o m i n at i o n  f o r m

If you are a registered cattle producer (i.e. have sold cattle and paid the levy within the last two 
years and have not received a refund), and would like to be instrumental in leading Saskatchewan’s 
cattle industry, fill in the nomination form below. It must be signed by three other registered 
producers from within the nominee’s district. (See SCA District Map on page 35)

Nominations for the Board of the Saskatchewan Cattlemen’s Association  
must be emailed, faxed or postmarked by July 31, 2016

noTE: only registered cattle producers can hold office, vote, or nominate others. if the registered producer is a corporation or other legal entity the 
“Designated Representative Form” must be completed designating a representative of the of the company for voting and nomination purposes. Please 
contact the SCA at 1.877.908.2333 or www.saskbeef.com for a copy of the “Designated Representative Form”. if you have not received confirmation of 
receipt of your nomination form by five business days after sending it, please call 1.877.908.2333 or email info@saskbeef.com.

NOMiNATiON FORM
In accordance with The Cattle Development Plan Regulations, I, the undersigned, hereby submit my name  

as a candidate for election to the Board of Directors of the Saskatchewan Cattlemen’s Association.

first Name

Address

Telephone

Fax

Signature

last Name

Postal Code

email

District number (See SCA District Map)

RM name and number

name of Registered Producer (signature)

name (please print)

Address

Telephone

Email or Fax

name of Registered Producer (signature)

name (please print)

Address

Telephone

Email or Fax

name of Registered Producer (signature)

name (please print)

Address

Telephone

Email or Fax

I nominate the above registered cattle producer as a candidate for election as a Director of the Saskatchewan Cattlemen’s 
Association in district _____ and I am a registered cattle producer within the aforementioned district.

Please return this form along with a digital photo and nominee profile (max. 300 words) to be circulated to district producers:
Chief Returning Officer, Saskatchewan Cattlemen’s Association,

Suite 100, 2255-13th Avenue, Regina, SK S4P 0V6
Fax: 306.525.3236  |  Phone: 306.757.5555 ext.103  |  Email: colin.wirth@dudleyllp.ca
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district director Venue address date

1 ryan Beierbach Legion hall 738 Lalonde Street, whitewood oct. 26 - 7 pm

2 philip Lynn Travelodge 53 government rd. S, weyburn oct. 27 - 7 pm

3A Laurie disney Lion’s den 127 6th Avenue E., gravelbourg nov. 3 - 7 pm

3B Larry grant days Inn 905 n Service road E, Swift current nov. 2 - 7 pm

4 rick Toney Legion hall mcdonald Street, piapot nov. 1 - 7 pm

5 Levi hull Legion hall canora oct. 25 - 7 pm

6 garret hill community hall davidson oct. 27 - 7 pm

7 paula Larson Town hall 2nd Street west, Brock oct. 24- 7 pm

8 michael Spratt Tisdale  recplex 800 101st Street, Tisdale oct.24 - 7 pm

9A Arnold Balicki Senior citizen’s hall 101 railway E, Shellbrook oct. 26 - 7 pm

9B dean moore To be announced Turtleford oct. 25 - 7:30 pm

7

9a

5

2

3b

9b

1
3a

4

8

6

MeeTinG locaTions & daTes
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thE PubLiC ContinuES 
to tell businesses where they buy 
food that they want to know 
more. And they seem willing to 
pay more at some places for be-
ing told more. That is what retail 
and food service tell cattle pro-
ducer reps in meetings, and that 
is evident in some of the tactics 
we see in the marketplace. If you 
spend much time in city grocery 
stores, you will notice how large 
the story sections have gotten. 

The biggest is probably organic 
fruit and vegetables. I include or-
ganic with other branded stories 
because it remains about the on-
ly way to sell fresh fruit or vege-
tables for a higher price. These 
stories show up in the meat 
counter, too. Western Canadian, 
local, free-from, raised-a-cer-
tain-way, even store brands and 
processor brands are ways com-
panies try to sell consumers a 
story. That story may mean qual-
ity or reliability. It may try to fit 

in other things. Branding and 
stories, and trying to attract 
more dollars for the same prod-
uct, will never go away.

What these trends provide is an 
opportunity for cattle producers 
to answer a call to action. Retail 
and food service want a story to 
sell. Some sell the in-store experi-
ence. Some sell their prices as the 
best. Some sell quality or choice or 
origin. And some look for some-
thing more. That is when you get 
“raised without” or some other 
type of claim selling going on. 

In the recent incident, Cana-
dian beef cattle producers were 
extremely well supported by the 
public. Backlash was harsh, fast 
and loud. And not just from ag-
riculture or beef producer voic-
es. I live in Saskatchewan now, so 
I am a little closer to agriculture 
than when I lived in Ottawa. 
Still, I was struck by the strength 
of opinions from non-agricul-
ture friends regarding going in-

to that restaurant. 
But there was something the 

industry did not have: an alter-
native for restaurants and retail 
and even consumers looking for 
verified production. It’s not be-
cause nothing is happening — 
it’s more a question of timing. 
For years we have had the Veri-
fied Beef Production program 
that focuses on food safety on 
the farm. This program focuses 
on what producers can do on 
their farm to reduce the risk of 
food safety incidents. Verified 
Beef has very good uptake at the 
feedlot level and varied uptake at 
the cow-calf level. 

Ever since the program came 
out, the challenge has been in 
finding the added value for the 
producer getting on the pro-
gram. Once producers have 
been part of the program, the 
majority talk about the improve-
ments it brought to their man-
agement. Once you incorporate 

C e o  r e p o r t

A cALL To AcTIon?
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those changes, though, there is 
still a lack of incentive to stay on 
the program. You are just able to 
show you do things according to 
the program. And until recent-
ly, there was not much call for 
that kind of thing in the beef 
business.

Food safety is taken as a given 
in the store, so it is not some-
thing that tells a story. Animal 
care and environment and all 
that is “sustainability,” on the 
other hand, seem to strike a 
chord with consumers. You can 
see this in different categories: 
seafood, coffee, palm oil and 
others. Beef is increasingly 
questioned for its sustainability. 
Canadian beef has a great story 

to tell about sustainability on 
the whole, but without someone 
verifying on-farm practice, we 
are just telling our story. When 
challenged, we can only say “be-
cause we say so,” which is good 
enough for the majority of con-
sumers now. But not for all of 
them, and these things change 
over time.

The Canadian cattle industry, 
through the Saskatchewan and 
Canadian cattlemen’s associa-
tions and other partners, have 
been working to develop a tool 
that will help producers show 
they have the sustainability sto-
ry in their production. There is 
work underway to add an ani-
mal care module, an environ-

ment module and a biosecurity 
module to Verified Beef produc-
tion. Work is also underway 
through the Canadian Round-
table for Sustainable Beef to 
make sure that this and other 
tools can be recognized and 
work for retail and restaurants. 

The idea is if companies such 
as McDonald’s, Loblaw and oth-
ers involved in the roundtable 
want to market verified sustain-
able Canadian beef, this pro-
gram can deliver it. Nobody has 
promised a premium to produc-
ers for being on this program, 
but we have found out recently 
that if we are not providing the 
product, retailers and/or restau-
rants will find “beef with a sto-

ry” elsewhere. The best thing 
about this program is that it’s 
producers working to develop 
workable programs with other 
stakeholders that is making sure 
it is credible.

For more information about 
the Canadian Roundtable for 
Sustainable Beef, go to crsb.ca. 
More importantly, get in touch 
with Coy at Saskatchewan Veri-
fied Beef Production. You can 
start at saskvbp.ca. Get on board 
with that program as a first step 
to showing how Canadian beef 
is the best choice for retails and 
restaurants looking to sell a 
good story with their beef.   

rydEr LEE  |  SCA Ceo

tanks tanks tanks
SALE      

1.800.383.2228
www.holdonindustries.com

> Unmatched 10 YEAR warranty

> UV stabilizer protected 
> We only use virgin North American 
   plastic for our products 

> Food grade and FDA approved plastic 

> Heavy duty style for water or liquid fertilizer 

> Made in Saskatchewan - Built Canada tough by Canadians

> Locally owned, so the buck stops here 

> Order your tank in battle ALGAE black          
    at NO extra charge 

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.

m a r k e t p l a C e
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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

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

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: 

306-946-2256
www.melronservices.com

Bergen
Trailer Sale!!

 Fifth Wheel - 20ft. - Retail $16,995 On Sale Now $14,900+Taxes
 Bumper Hitch - 16ft. - Retail $14,000 On Sale Now $10,900+Taxes

 Cash Pull Away Price In Stock Now!!!
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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

306-946-2256
www.melronservices.com

EZ MUV
PACKER

Built SaSkatchewan tough!!

• Works well for all types of packing.
• Easily towed behind a 1 ton for transporting.

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

Quality
Post Frame
Buildings

Book NOW
Ask about discounts on 
spring built buildings

1-800-665-0470
www.goodon.com

Book NOW

Get our app 
for Android 
or iPhone.

www.producer.com  |

ALL NEW! VERSION 5 
UPDATE NOW AVAILABLE



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: 

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 producer 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!


